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Jopoaue dpy3ea!

MapkeTuHr Kak ¢unocodusa 6rnsHeca CTAaHOBWUTCA OAHWM W3 [NABHbIX UHCTPYMEHTOB
NNogOTBOPHOroO B3aMMOAENCTBUA Npou3BoanTenein n notpebutenein. CoBpemeHHble Map-
KeTUHroBble NPAKTUKM JOMKHbI afanTypoBaTbCA K pa3Hoobpasuio u cneuundurke KynsTyp-
HO-NCTOPUYECKNX KOLOB HaceneHus, aemorpadpuruecknx 1 NoBefeHYeCKNX NpeanoyTeHnin
1 OfHOBPEMEHHO YUMTbIBATb NEPEXos K LndpoBbIM MOAENAM NoTpebneHuns.

Tekywwuin BbIMYCK Hay4YHO-aHANUTMYECKOrO KypHana «YnpasneHeu» MOCBALEH Teme
«MapKeTVHroBble MoZEeNu, NPAKTUKU U TPEHAbI: BbI30BbI 1 MEPCNeKTVBbI pernoHa bonbLion
EBpasuun». Mbl Nnpefnaraem ymtaTenio 03HaKOMUTBLCA C HOBbIMU TPEHAAMU 1 TEOPUAMU Map-
KEeTUHra, SKCNepTHbIMA MHEHUAMU O crnocobax NPeoAosieHMs BbI3OBOB U MCMONIb30BaHUA
HOBbIX NEPCNeKTUB PbIHOYHOW apXUTEKTYpbl EBpasninckoro pernoHa. B Homepe npeacras-
NeHbl CTaTby BefylwMx MapKeTonoros Poccum — yueHbix MOCKOBCKOro rocyfapCTBEHHOMO
yHuBepcuteTa nMeHn M.B. JlomoHocoBa, CaHKT-lleTepOyprckoro rocyaapCTBEHHOrO YHU-
BepcuTeTa, Kpbimckoro defepanbHoro yHuBepcuteta umeHun B.A. BepHagckoro, Ypanbcko-
ro roCyapCcTBEHHOrO SKOHOMMYECKOIO YHUBEPCUTET], PaboTbl MCCNefoBaTeneil U3 yHUBep-
cuteTos Typuunn.

Ocobyto 6narogapHoOCTb B MOArOTOBKE TEMATNYECKOrO HOMEpPA Mbl BbIpa)kaeMm usieHy pe-
JaKUUOHHOW Konnerun )ypHana «YnpasneHeu» lOngaweson OkcaHe YPHAKOBHE, OKTOPY
3KOHOMMYECKNX HayK, 3aBeaytolemy Kadenpoin mapketuHra CaHkT-lNeTepbyprckoro rocy-
JapCTBEHHOTO SKOHOMMYECKOTrO YHMBEpCUTETa.

Mbl Hajieemcs, UTO MaTepualsbl 3TOrO BbiMyCKa CTaHYT ANA YATaTeNnen MCTOYHNKOM HOBbIX
HAYYHbIX UAEN 1 aHANUTUYECKNX METOLOB NCCNEAOBaHNI B 0611aCT COBPEMEHHOMO MapKe-
TuHral

[naBHbIN pegakTop
A1, Cnnmu
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POCCHUIICKHUX IMOKyIIaTe e
0.Y. IOnpawesa, 1.0. TpywHuKoBa, B.I. Lly6aeBa

CaHKT-TeTepbyprckuii rocyaapCTBeHHbIN SKOHOMUYECKNI yHBepcuTeT, I. CaHKT-TeTepbypr, PO

AHHoTauusA. lMepexon pbiHKa TOProBbIX LIEHTPOB B CTaAuio 3penocTn TpaHchopmMmpyeT noBeaeHne nokynatenein n tpebyert
nepecmoTpa NOAXOAOB K UX cermeHTauuun. CTaTba NOCBALLEHa 06BACHEHMIO NOKYNaTeNbCKOro NMoBefeHNa POCCUAH Npu CoBep-
LIEHMW NOKYNOK B TOProBbIX LIEHTPaX, X OTHOLIEHMSA K LLIeHHOCTU LOMKHTa 1 aTpubyTam TOProBOro LieHTpa € y4eTOM NOKONEeHYe-
CKOIA 1 reHAepHOI pasHUMLbl Ana 060CHOBaHMA NoAX0Aa K CerMeHTaLmn NoKynaTenei Ha CTafny 3penocTu pbiHka. Metoponorua
NCCNeAOBaHNA CTPOUTCA Ha TEOPUAX MOKONEHWUI U NOTPeBUTENbCKON LEHHOCTU. B KauecTBe MeTo0B 06pabOoTKM JaHHbIX KC-
MONb30BaNNCh YaCTOTHBIN, GaKTOPHBIN, PErpeccUOHHBIN, ANCNEPCUOHHDI N KNacTepHbI aHanm3. MHpopmaLmoHHan 6a3a BKto-
YaeT flaHHble OHNalH-onpoca 531 pecnoHaeHTa, NPoBeAeHHOro B fekabpe 2023 r. — aHBape 2024 r. Pe3ynbTaThl UCCeAoBaHUA
MOKas3blBaloT, YTO MPUHAANEXHOCTb MOKyNaTenel K NOKONEeHYeCKON KOropTe OKa3blBaeT CTAaTUCTUYECKM 3HaUMMOe BINAHMNE Ha X
noBefeHNe 1 OTHOLLEHWE K aTpubyTam TOProBoro LieHTpa. leHaepHas pas3HuLa Anb YaCTUYHO O6BACHAET NoBeeHMe NoTpedbu-
Tenen Npu NoKynkax. [lokoneHyeckne n reHaepHble PasMYnA BbIABEHDI B OTHOLIEHWN FeAOHUCTAYECKOW LIeHHOCTY LIOMNMHra:
CTaTUCTUYECKM 3HAUYMMa peakuma MOSIOAbIX NMOKyrnaTenen n nokynatenen-xeHwmH. YpoBeHb JOXofa He onpefenseTr pasHuly
B NoBefieHNN notpebuteneit. KnactepHblii aHanu3 foKasas, YTo OCHOBOW CerMeHTaLuy NoKynaTtenein ABNATCA ncuxorpaduye-
CKMe NepeMeHHble — OTHOLLEHME K LLEHHOCTU WOMMHIa 1 BaXXHOCTb aTprbyTOB TOProBoro LieHTpa. [leMorpaduueckue Gpaktopbl
cermeHTaLMmn [eMOHCTPUPYIOT 06LLYI0 BTOPUYHOCTb B YCNIOBUAX NepexoAa PbiHKa TOProBbiX LEHTPOB B CTaaumio 3penocTtu. Ha
NepBbIi NNaH BbIXOAAT ncuxorpaduyeckmne GakTopbl: yTUAMTaPHAA U reJOHUCTMYECKasA LLEeHHOCTM WOMNVHIA, BaXKHOCTb FUIMeHN-
YECKIMX U OMbITHBIX aTPUOYTOB TOProBbIX LEEHTPOB.
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KnioueBble cnoBa: MapKETUHT TOProBbIX LIEHTPOB; CErMeHTalUmA nokynaTenel; reHaep; NOKOMeHYeCKne KOropTbl; LIEHHOCTb
LIONWHra; aTprbyTbl TOProBOro LieHTPa; NoBefeHre NoKynaTenen.

Nudopmauymsa o ctatbe: noctynuna 7 mapta 2024 r.; gopabotaHa 15 anpens 2024 r.; opobpeHa 26 anpens 2024 .

Ccbinka gna yntupoBanua: tOngawesa O.Y, TpywHukosa U.0., LLly6aea B.I. (2024). LleHHOCTb WwonwuHra v nprBieKkaTenbHOCTb
aTpnbyTOB TOPrOBOrO LIEHTPA: MOKOMEHUYECKME 1 FeHAepHbIE Pa3fMunA POCCUIACKMX NoKynaTenen // YnpasneHed. T. 15, N 3.
C.3-19.DOI: 10.29141/2218-5003-2024-15-3-1. EDN: HIFIQY.

Shopping value and mall attributes: Generational
and gender differences among Russian customers

Oksana U. Yuldasheva, Irina O. Trushnikova, Veronika G. Shubaeva
Saint Petersburg State University of Economics, Saint Petersburg, Russia

Abstract. The transition of the malls market to the maturity stage transforms consumer behaviour and requires a revision of tra-
ditional approaches to customer segmentation. The study aims to examine the purchasing behaviour of Russian consumers when
doing mall shopping, their attitudes to the shopping value and the mall attributes based on generational and gender differences
in order to justify the approach to customer segmentation at the market maturity stage. The research methodology is based on
the theory of generations and customer value theory. Frequency, factor, regression, variance and cluster analyses were used as
data processing methods. The evidence base includes the online survey data of 531 customers held in December 2023 - January
2024. The findings show that the fact of customers belonging to the generational cohort has a statistically significant impact on
their behaviour and attitude to the mall attributes. The gender difference only partially explains consumer shopping behaviour.
Generational cohorts and gender are important in relation to the hedonistic shopping value: the reaction of young and female
shoppers was found to be statistically significant. The study reveals no correlation between consumer behaviour and the income
level. Cluster analysis proves that psychographic variables, namely the attitude to the shopping value and the importance of mall
attributes, are the basis for customer segmentation. Demographic segmentation factors are of a secondary nature in the context
of the malls market transitioning to the maturity stage. It is the psychographic factors that come to the fore, i.e., the utilitarian and
hedonistic shopping values, as well as the importance of hygienic and experienced attributes of shopping malls.

Keywords: shopping center marketing; customer segmentation; gender; generational cohorts; shopping value; mall attributes;
customer behavior patterns.
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BBEJEHUE

3a 30 neT pa3BUTUA PbiHKA TOProBbIX LIEHTPOB (danee - TLL,
Monibl) B PO nokynatenbCkue NPUBbIYKA POCCUAH Kap-
AVHanbHO n3meHunuco. MNoasnenue T n npegnaraembie
VMW YCITYT NPOU3BENY PEBOSIIOLUNI0 B 06pase XM3HU Ha-
ceneHma Hawen ctpadbl. LlonuHr ctan HeoTbemnemon
YacTblo YCMewHoro M KOMGOPTHOrO CyLLEeCTBOBaHUA.
OH paccmaTpmBaeTca Kak cnocob 1 yaoBneTBOPEHUsA Ha-
CYLWHbIX NOTPebHOCTen B TOBapax M ycayrax, U Bpems-
npenpoBoXKaeHuA. TOproeble LLEeHTPbl MTOMUMO TOProBOM
GYHKUMM CTanu BbINONHATL KYNbTYPHO-MO3HaBaTeSbHbIE,
JOCYyroBble, CNOPTUBHbIE QYHKUUW, YOOBNETBOPAA «HE
TONIbKO eXefHEBHble NOTPEBHOCTU, HO I MOTUBbI MCUXO-
norunyeckoro xapaktepa» [Jlykaw, 2010].

MopmMupoBaHKe MONHOLEHHOrO pbiHKa Tl B Poccum
ABNAETCA C/lefCTBUEM Pa3BUTUA SKOHOMUKM MoTpebne-
HuA. CoBpemeHHbIN pbiHOK TL| npowen pag ctagun xms-
HEHHOrO UMKfa 1 obpen cneunduryeckme yepTbl, cpean
KOTOPbIX OCOObIi MapKETUHIOBbIA WHCTPYMEHTapUiA
N KOHLeNuMm, ABUKUMbIE N3MEHEHEM NMOKYNaTeNbCKUX
npvBbluek M npepnouteHnin [Jlykaw, 2010; TMuporos,
2023].

CoBpemeHHbIn pbiHOK TLI HaxoguTca Ha ctagun 3pe-
noctu [Muporos, 2023], uto O6YCNOBNMBAET €ro pagu-
KanbHy0 TpaHchopmaLmio, a UMEHHO: nepexof K 6onee
3pesibiM MapKeTMHIOBbIM MOZENAM, OCHOBaHHbIM Ha cer-
MEHTaLMW U HamnpaBJIEHHbIM Ha Pa3Hble MOKyMnaTeNibckme
rpynnbl C pa3HbiMY NOTPEOHOCTAMM U OCOHBEHHOCTAMM
noBefeHus, a TakxKe K bonee NPoABMHYTbIM METOAAM pa-
60Tbl C NOKyMNaTeNAMY, BKNIOYAA OHNaNH-MapKeTUHT,

CywecTBeHHOe BNUAHME Ha TpaHCHOPMaLMIO PbiHKa
PO3HNYHOW TOProBAN 1N TOPrOBbIX LIEHTPOB OKa3anu naH-
Jemua 1 caHkumu. Mangemua ctumynuposana Gbictpoe
pa3BUTUE OHNAMH-IWONUHIA U TpaHchopMaLMio MOKY-
naTeNnbCKUX MPUBbIYEK, @ CAaHKLMMN BbI3BaNn YXOf C PbiH-
Ka KpYnHbIX 3anafHbIX ceTeBblX OPEHOOB U U3MeHEHUe
6peHgoBoro naHawadTa PO3HMYHOWM TOProBNM, UTO TaK-
Xe MOBMEKNO cuibHylo auddepeHLmaumio NoKynaTesb-
CKOro MoBeAeHVs 1 BbIABUIO NOTPeBHOCTM B 6onee rny-
6oKol cermeHTauum KnmeHtos TL,.

MpoBefeHHble 3KCMEpPTHbIE WMHTEPBbIO C MEpPCOHa-
NOM KpynHbIX ynpaBaawowmx komnaHum (YK) CaHKT-
MeTepbypra nokasasnu, YTo OHU A0 CKX MOP Yalle onepu-
pYylOT HabopOM TPaAMLMOHHBIX Aemorpaduuecknx (non,
BO3pacT, AOX0f) 1 reorpaduyeckmx (Mecto NpoXK1BaHNA)
¢dakTopos, onncbisaa uenesble aygutopuu TL [Muporos,
2022; 2023]. 310 06bACHAETCA Kak MHEepLMEeN MblLLeHNS
MeHepkMeHTa YK, Tak n nccnegosatenbCckonm Tpaguumen,
COMNMacHO KOTOPOWM WM3yuyeHue MoBefeHYeCKMX Mnpeano-
YTeHWIN NOTPebuTeNnen CTPOUNOCh NPEXAe BCEro Ha reH-
[epHO 1 BO3pacTHOW pa3HuLe, O YeM CBUAETENbCTBYIOT
MHOXecTBO ny6nukaumin [Strauss, Howe, 1991; Clurman,
1997; Egri, Ralsston, 2004; /iBaHoBa, benukosa, UnbaweH-
Ko, 2016 n gp.].

HecmoTps Ha 6onbluoe uncno nccnenosaHuin, Gokycu-
PYIOLWMXCA Ha BaXHOCTY yyeTa ncmxorpapuyeckux nepe-

MEHHbIX HapaBHe ¢ aemorpaduyeckumm [Babin, Darden,
Griffin, 1994; Babin, Attaway, 2004; Babin, Gonzalez, Watts,
2007 n pp.], MHOrMe NPaKTUKKN Ha pbiHKe TL| Bce ewle He
BUIAT Nepexofa pbliHKa B NPUHLMMNANBbHO UHYIO CTafuio
KN3HEHHOrO UMK, KOraa Npexae BCero MeHserca no-
BefieHMe noTpebuTenein Nog BAVAHWEM MepPeHacbILieH-
HOCTU PbIHKOB OAHOOOPa3HbIMM TOBapaMn U yCayramu,
WNHTEHCUBHOW KOHKYPEHLMUN N BbIHYXAEHHOW pacTyLien
KIIMEeHTOOPMEHTUPOBAHHOCTU NPOAABLOB. B 3Ton cuTya-
LMW NOTPEOUTENN CTAHOBATCS Oonee TpeboBaTeSIbHbIMU
K ToBapaM W yciyram, Bbl6op KOTOpPbIX OOYCOBNEH He
TONbKO daKkTopamy NepBoro nopagKka (non, BO3pact, Jo-
X04, enaemble Bbirogpl), HO 1 ncuxorpaduyeckumn dak-
TOpamu, CBA3AHHBLIMU C MEHAILWMMCA 06Pa3oM MKU3HM.
Bce dpakTopbl BMECTE 06Pa3yOT CNOXHBbI KIYyOOK ABHbIX
N CKPbITbIX MPUYNH, MOTUBOB, »KeNaHW, onpeaenaoLmnx
rnoBefieHMe MoTpebuTtenell Ha 3penblX pbiHKax. 3penble
PbIHKM HaUMHAIOT pacnajfaTbCA Ha CErMeHTbl, onpegens-
emble ncuxorpadukoit notpebutenein. MNostomy rpamort-
HbIl BbIGOP LieNeBol ayauToprun CTaHOBUTCA CITOXHEN-
e cTpaTermyeckon 3agayen meHegkepos YK, kotopas
TpebyeT cepbe3HbIX WCCNEAOBaHNA U Hay4HbIX JOKa3a-
TeNbCTB.

Momumo yxe chopMynnpoBaHHbIX NPEANOCHINIOK CO-
BPEMEHHbI 3Tan pa3BUTUA OOLeCTBa XapaKTepusyeTca
yrnybneHnem «rnoKoneHYeckoro paspbiBa» [TUMUYEHKO,
2018], KOTOpbIA CBAA3aH CO CMEHOW TEXHOJIOrMYECKOro
yKnaga v ToTasibHol U poBmr3aLmein Xm3Hu. PasHble Bo3-
pacTHble KOropTbl (MOKOMEHNA) KapAWHANbHO pasfinya-
I0TCA CTUNIEM 1 00pPa3oOM KM3HM, HABOPOM LIEHHOCTEN
N pacTylien ANCTaHUMEN MeXAY NOKONEeHNEM MOJOAbIX
1 6onee 3penbix [CemeHoBa, 2009; AnambsaHL, 2016].

Takum 06pa3om, Lefb MCCNefoBaHUs — M3Y4nTb MO-
KynaTefibCkoe MoBefeHne POCCUAH Ha PbiHKE TOProBbIX
LIEHTPOB, X OTHOLUEHME K LUONUHTY 1 aTpubytam Top-
rOBOrO LieHTpa C YY4eTOM NOKOSIEHYECKON 1 reHgepHom
pasHuubl. KnioueBble 3afauun: BbIABUTb 3HAUYMMble MO-
KONeHUYeCcKue U reHgepHble pasnuuma B NOBEAEHUN MO-
Tpebutenen B npolecce coBeplleHUA MNOKynok B TL;
nccnefoBaTb BANAHME JOXOAA HA PALMOHANIbHOCTb MOKY-
nartenen npv nokynkax B TL; npoTectupoBaTb reHaepHble
1 MOKONEHYECKME Pa3nnumna NokynaTenen B OTHOLWEHUN
K LeHHOCTW LWonuHra u atpubytam TL, npesnoxnTb Tu-
nonoruto nokynatenein TL, ocHOBaHHY Ha ncuxorpadu-
yeckmx dpakTopax.

DakTMyeckm mbl MocTapaeMca [0oKa3aTb HeAoCTaTou-
HOCTb CermeHTauun KnuenTtoB TL, Ha OCHOBe TONbKO Ae-
Mmorpaduyecknx GakTopos 6e3 yueta ncuxorpaduyeckimx
XapaKTepucTk notpebutenein. na noakmoveHns ncu-
xorpadukm K cermeHTauumn Knuentos TLl B mccneposa-
HMMW, MOMVMO MOKOJIEHYECKMX U FreHEPHbIX NePEMEHHbIX,
ONpenensaeTcas OTHOLWEHWe MNoTpebuTene K LEHHOCTU
WwonuHra v atpnbyTtam TL| Kak oTpaxeHue ux obpasa »us-
HU 1 IMYHOCTHbIX LIEHHOCTEN, MPOABAAIOLLMXCA B NOBeAe-
HMW NPU NOKYMNKax B TOPrOBOM LIEHTpe.
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OB30P JIUTEPATYPbI U TUMOTE3bl UCCJIEAOBAHUA
CuctemaTMuecknii - aHanu3  3apybexxHon  nuteparty-
pbl C NCMoNb30BaHWeM 6a3bl AaHHbIX lens.org no Knwoye-
BbIM cnosam consumer behavior, shopping center nosso-
nun BblABUTb 1 496 cTtaTen 3a nocnegHue 50 net. U3 Hux
K chepe BU3Heca M MapKeTMHra oTHocATca 450 ny6nu-
Kauwuii, 240 13 KOTOPbIX BXOAAT B 00/1aCTb MApPKETUHTa.
Mopasnatowan yactb Ny6NUKAUMIA — 3TO HayuHble CTa-
TbY C TMKOM NY6NUKALMOHHON aKTUBHOCTW B 2004-2007 rT.
n 3atem B 2016-2017 rr. Bcero no BbiABAEHHbIM CTaTbAM
0bHapyxeHo cBbile 19 TbiC. LUTUPOBAHWI B aKafemmnye-
CKOW nuTepatype.

Pe3ynbTatbl 0T60pa 6bINM NPOAHaNM3MPOBaHbI B NPO-
rpamme VOSviewer. Ha pncyHke npeactaBneHa KapTa, no-
CTPOEHHaA Ha KNIoYeBbIX C/IOBaX, KOTOPble BCTpeYatoTca
6onee nATK pa3 B bubnuorpadum, nocne npouemypsl pyu-
HOWM OUNCTKN.

PucyHok nossonset ugeHTMUUMPOBaTb HECKObKO
KnacTepos, Hanbonee KpymnHble U3 KOTOPbIX — BO3PACTHON
(adult, adolescent, middle aged, young adult), rengep-
Hbll (female, male, age factors, sex factors) u onucoiBato-
Wuii notTpebuTenbckoe nosegeHne (consumer behavior,
choice behavior, consumer confidence). Kak BugHo, Bo-
Npochbl BAVAHWA BO3pacTa M reHAepa Ha noTtpebutenb-
CKOe noBefieHNe ABNAIOTCA LEHTPOM MCCefoBaHuWM
noBefeHNsA noTpebuTenelr NpU MOKYMKax B TOProBbiX
LieHTpax.

AHaNornyHbIN aHanu3 no Kyesomy cyiosy shopping
nossonun otobpate 121 126 ctatein ¢ nukom nybnmka-
UMoHHON akTuBHOCTK B 2022 r. CeTeBadA BM3yanu3auma
6ubnuorpaduyecknx AaHHbix B VOSviewer Takxke npo-
LEMOHCTPMPOBANa, YTo KIYeBbIMU 06nacTamu umccre-
[OBaHWI ABNATCA BO3PaCTHble U reHAepHble XapakTe-
PUCTVKK, a TaKxe obLyMe XapaKTepucTUKU MNoBefeHUn
noTpebuTenei (Mpouecc NPUHATUA PeLleHns, MOTMBaLXS,
dakTopbl OKpyKatoLLeli cpeapl) C aKLEHTOM B NocsiefHee
LEeCATUNETUE HA U3YYEHMUN BIUAHNA Ha NMOKYMNKN OTHOLLE-
HUA noTpebuTtenei K 300poBbio (bakTop 06pasa XKn3HK).

bonee peTanbHbIN aHaNM3 3arofioBKOB M aHHOTALWIA
ny6nunKaLmnin nokasbiBaeT pasHuLy B poKycax NccnefoBa-
Tenemn U3 pa3BUTbIX 1 Pa3BMBAIOLLNXCA CTPaH. Tak, aBTopbl
13 pPa3BUBAIOLLMXCA CTPaH GoJblie BHUMAHUA yaenaoT
M3YYEeHWI0 B/IUAHMA MOJNIOBO3PACTHBIX XapaKTEPUCTUK
Ha noBefeHKe NoTpebuTenen Npy NoKyrkax, B TO Bpems
Kak yueHble U3 pa3BUTLIX CTPaH GoJbLIe UHTEPECYIOTCA
BOMpPOCamMu YCTOMYMBOrO NOTpebneHus.

Mbl npoBenn aHanu3 PoCCUNCKUX MybnmMKaumin ¢ uc-
nosib3oBaHMeMm 6a3 gaHHbIX «KnbepneHnHka» u PUHL no
KJTIOUEBbIM CJI0BaM «MOBefeHME MPU MOKYMKe», <TOProBble
LeHTpbI». BbiNo BbIABNEHO 3HAUNTENbHOE KONIMYECTBO Pa-
60T, NOCBALLEHHbIX UCCIefOBaHMIO BOMPOCOB NOBeEHNS
notpebuTenell, B TOM YACNE C aHaNM30M reHAepHO-BO3-
pacTHbiX ocobeHHocTel. lMpu 3Tom 6Gonblas UX YacTb
NMeeT OTHOLEeHMe K JonaHAeMUAHOMY nepuogdy. B To xe
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YNPABAEHEL, 2024. Tom 15. Ne 3

BpemMA COBPEMEHHbIV 3Tan pPa3BUTUA PbiHKA TOProBbiX
LIEHTPOB, €ro nepexof B CTauio 3penocTy 3acTaBnseT no-
HOBOMY B3rMAHYTb Ha Mpobnemy roBefeHUA noTpeduTe-
ne ans 6onee rnyboKoi cermeHTaLmn 1 NOWUCKa 0CobeH-
HOCTeln NoBeAeHMA C YY4ETOM NOKONEHUYECKMX, FeHAEePHbIX
Pa3nununii, a Takxe OTHOLLEHMA NOTpebuTenen K WONUHrY
B TOProBbIX LIEHTPAX KaK OTpaMeHUa 06pasa KU3HW.

Mo pe3ynbraTam CMCTEMATUYECKOrO aHanu3a nuTepa-
Typbl 66110 0TOBpPaHO 29 3apy6exHbiX U 31 pycckoA3bly-
HaA peneBaHTHble nybnukauum ana bonee feTanbHOrO
M3yyeHnsa B paMmKkax 0630pa nmtepatypbl.

OyHpameHTanbHble OCHOBbI NCC/IeAOBaHNA: Teopus
NOKOJIEHUI N TeopUA NOTPEObUTENbCKON LEHHOCTH

bazoBbiMM TeopuAMM ONA TEKYLLEro MCCnefoBaHusA
ABNATCA Teopua nokoneHui K. ManHreiima [Mannheim,
1952] n Teopua NoTpebUTENbCKON LLEHHOCTM, CO3AaHHas
aBCTPUNCKON LWKOMoW 3KkoHOMUKN [MeHrep, bem-baBepk,
Buzep, 1992].

Woea Hannuma cyleCTBeHHOW pasHuLIbl MeXay noKose-
HMAMM Gbina BblgBUHYTa coumonorom K. MaHHreiimom elue
B 1926 I. N Nno3gHee BbINUIACb B TEOPUIO MOKONEHWI, U3-
BECTHYIO TaKXe Kak KoropTtHasa Teopus. CornacHo e noko-
neHve o6bearHeHo obLLel NCTOPUUYECKON NoKanv3auuei
1 MEHTAJIbHOCTbIO, ONPefensaemoii BAnAHMeM obLymx couum-
OKYNbTYPHbIX GaKTOPOB 1 COObITUIA, GOPMUPYHOLLINX OBLLYIO
CUCTeMy LieHHOCTel U KapTuHy Mupa [Mannheim, 1952]. C
TOUKM 3PeHUA MapKeT/Hra cerMeHTaums noTpebuteneii Ha
MOKOSEHVA y>Ke 3aleNICTBYET He TOMNbKO AieMorpaduyecknin
(BO3paCTHOM), HO 1 NcKxorpadurueckme GakTopsbl.

CoBpeMeHHasa Teopus MOKONEHUA Obina chopmu-
poBaHa B 1991 r. amepukaHuamu B. LUtpayc n H. Xoysa
[Strauss, Howe, 1991]. OHu Bbigenunu nokonexuua X, Y u Z,
KOTOpble CYLIEeCTBEHHO OT/IMYAOTCA APYr OT Apyra CBOM-
MW LLEHHOCTAMM, OMbITOM M BO33PEHMAMM Ha OKpYXato-
WniA MUP, YTO Npeponpeaensder pasHuLy B UX OTHOLUe-
HWW K LENCTBUTENBHOCTA 1, KaK CNefICTBME, B MOBEAEHUN,
B TOM YKCIie NPy MOKYMKe.

HecmoTpa Ha KpUTKKY 3TOM Teopuu 3a ee YnpoLLeH-
Hoe npencTaBneHne 06 oBLWHOCTY Niloaen, NpUHagnexa-
WMX K ogHOMY nokoneHuto [KosuH, JlbiceHko, 2020], oHa
aKTMBHO MCMONb3YyeTCA Kak B COLMONOrnK, Tak 1 B MapKe-
TUHrE, B TOM YMC/ie MpK ONMcaHUM Mogenen nosegeHns
noTpebuTenei B npouecce nokynku [LLesueHko, 2013].

Btopoli ¢yHLameHTanbHOM Teopuen BbICTynaeT Te-
opvA MOTPeOUTENbCKOW LEHHOCTM, KOTOpas PacKpbl-
BaeT CYLWHOCTb MpoLuecca OLUeHKW LEeHHOCTM TOBapoB
N nx ctoumoctn notpebutenamm. OHa umeeT duno-
codckme, ncuxonormyeckne, coumanbHble, SKOHOMUYe-
CKMe U MapKeTnHroBble KopHu [Zeithaml, 1988; Sheth,
Newman, Gross, 1991; Holbrook, 1999].

Bmecte 3TM aBe dyHAAMEHTaNbHble NPeanoChbUIKN
noafepKuBatoT Hawy 6a30Byl0 rMNOTe3y O CyLIEeCTBOBA-
HMW 3HAYMMBbIX MOKONEHYECKNX U FeHAEPHbIX Pasnuyuni
B NOBeAeHUN NoTpebuTenei Npu NoceleHnn TopProBbix
LIeHTPOB, UX OTHOLIEHUN K L@HHOCTMW LIOMMHIa W BaXHO-
¢t atpubyTos TLL.

Teopna noTpeGUTENbCKON LEHHOCTM LIOMMHrA
1 aTpnbyTOB TOProBbIX LIEHTPOB

B cooTBeTCTBMM C Teopuel LWOMMHra 6o LWo-
MWHT — 3TO KOHLeNUUs (To eCTb UMeEeT LIeNIEBO XapaKTep)
M MpaKTUKa MOSlyYEHUA YAOBONLCTBUSA OLHOBPEMEHHO
[Miller, 1998].

B Teopun mapKeTMHra NOHATME LEHHOCTW LIOMUHIA
M COOTBETCTBYIOLWErO €N KOHCTpyKTa Obinn paspabo-
TaHbl b. k. 636uHoMm, Y. P. lapaeHom n M. MpuddprnHom
[Babin, Darden, Griffin, 1994]. ABTOpbl Bblgenvv aga ns-
MepeHVs LIONWHIa: YyTUNUTAPHOE U TefOHUCTUYECKOE.
YTUnuTapHasa UEeHHOCTb OTpPaXkaeT LEeHHOCTb pelleHus
KOHKPETHOWM 3afjaun npu MOKynKe, a refoHNCTUYe-
CKan CBA3aHa C LEHHOCTbIO MOKYNaTeNbCKOro OMbITa, TO
€CTb C MONyYEHNEM SMOLIMI OT LOMMUHIA U Pa3B/ieYeHNEM
[Hirschman, Holbrook, 1982].

WccnepoBaTtenn MHOrMX CTpaH MCNOSb3YIOT JaHHbIN
KOHCTPYKT U [OKa3blBalOT MO3MTUBHOE BNUAHME Pa3HbIX
BUJOB LIEHHOCTU Ha YAOBNETBOPEHHOCTb U JIOANIBHOCTb
notpebutenein [Szymanski, Henard, 2001; Terblanche,
Boshoff, 2001; Babin, Gonzalez, Watts, 2007; Srivastava,
Kaul, 2016; lOnpawesa, LLly6aesa, lopsHckas, 2021].

Pesynbtatbhl mMccnegoBaHUM MOKa3biBAOT  Hannuune
1 BANAHME 060MX N3MEPEHUI Ha NOKYNaTeNbCKoe MoBe-
AeHue. Tak, pAg yYeHbIX [OKa3blBatoT, YTO COBPEMEHHbIE
NoKynaTenu HaueneHbl Ha NONyYeHne NMO3UTUBHBIX SMO-
UMA 1 NoKynaTtenbckoro onbita [Babin, Attaway, 2004;
Carpenter, Moore, 2009; Chebat et al., 2014; Bustamante,
Rubio, 2017]. B To e BpemA apyrue nccnefgoBaHua ae-
MOHCTPVPYIOT PaLMOHaNbHOCTb NOTpebuTenel npu no-
KynKax: K NpuMepy, MHOrMe MOKyrnaTenu, npexne yem
WATU B MaraswviH, NPOBOAAT MHTEPHET-MOLIOTOBKY, 13yYas
LeHbl U npepnoxeHna KoHkypeHTos [Bellini, Cardinali,
Grandi, 2016], uTo6bl COKPATUTL BIOAXKET Ha NOKynKu. Pa-
LMOHANIbHOCTb B NOBEAEHNM TaKKe NPOsABAAETCA B BblOO-
pe mecTa nokynku — ¢opmarta TLI, ero mectononoxeHus,
pa3mepa [Khangembam,2023] ans cokpalleHus Bpeme-
HW 1 3aTpaT Ha NOKYMNKW.

Ha notpebutenbckoe nosefeHue npw NOKYNKe OKa-
3bIBAlOT B/IMAHME PaA3fIMYHble CUTYaLMOHHble daKTo-
pbl, HaNPUMep Hanuume co-nokynaTena (MPUATENs WIm
noapyry Mo LWOMMHry), atMocdepa TOProBOro LEHTpa
[Wulandari, Suryaningsih, Abriana, 2021] n gp.

B Poccun wnccnepoBaHnio LEHHOCTU U ciieumpuKkin
WOMMHIa NOCBALEHbI MHOXECTBO Nybnmkauui, 3atpa-
rMBaOWMX BOMPOCHI Kak FyboKoro aHanmsa npupogsl
N CYLHOCTHOrO cofepkaHusa npouecca wonuHra [Tapa-
ceHko, 2007; Nebepesa, 2007; UnbuH, 2008; MapkeeBa,
FaBpuneHko, 20171, Tak U n3yyeHUa ero 0cObeHHOCTEN —
NPOsABNEHNA aaANKTUBHOIO noBedeHns monogexu [bo-
yapHukoBa, 2020], 3MoUMOHaNbHOM MOTPebHOCTY,
NPYBA3aHHON K KOHKPETHOMY TOProBOMy LieHTpy [Bopo-
6beBa, Akbaposa, 2015], aneMeHTa KynbTypbl noTpebu-
Tenbckoro noseaeHus [Mpud, 2014]. Hekotopble nccneno-
BaHWA [ealoT akLEHT Ha OMNyCaHNK PasinyHbIX Mogesnen
WOMMHFA N COOTBETCTBYIOLWMX UM TUMOB NOTpebuTenb-
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ckux cermeHtoB [Opexos, 2014; TpyHt, 2015], gpyrue
paccmaTpuBaloT CTpaTerMnm nosefeHua noTtpebutenen
MpW NOKYyMKax B MOMJSiaX B NPUBA3KE K apXUTEKTYPHbIM
peLeHnAM 1 MapKeTrHroson nonutuke T [Muxaninosa,
ypoBa, 2009], oLeHNBAIOT BaXKHOCTb Pa3fvyHbIX aTpuoy-
TOB AnA onpepeneHHbix ¢opmatos TL [Muporos, 2023],
BANAHME MAPKETUHroBbiX nporpamm TL| Ha nosegeHue
notpebutenen [Poixux, 2012; Ocees, Horaii, 2020].

OTMETMM, YTO LUONWHT, KaK NpPaBuno, pacCMaTpmBaeT-
CA B NpWBA3Ke K MOMIaM, YTo 06ycnoBnmBaeT Heobxoam-
MOCTb NPOBeLEHNA UCCNIEA0BAHUIA, KACAIOLNXCA HE TOSb-
KO MoBefeHUA B NpoLecce LOMWHIA, HO U OTHOLIEHUA
K TL, nx atpubytam [Muporos, 2023] u umugxy [Pbixux,
2012; Tumoxosuny, 2020]. Cpegmn aTpubyToB TOProBbIX
LIEHTPOB, BAWAIWMX Ha MPUBEKATENbHOCTb ANIA MO-
TpebuTenen, 06bIYHO PAaCCMATPMBAIOT MECTOMONOXKEHME,
aTpunbyTbl NepBON HEOHXOANMOCTY (KauecTBO 1 YPOBEHb
LleH TOBapoB), pa3HoObpasve TOBApOB W pPa3BNeYEHMUI,
KomdpopTHOCTb, MMUZX 1 T. N. [Reynolds, Ganesh, Luckett,
2002; Shukla, Babin, 2013; Opexos, 2015; Makgopa, 2016].
Ocoboe BHMMaHWe B NocnefHee BpemMsa Bce 6onblue yae-
naetca GakTopam OKPYKEHUA TOProBOro LeHTpa (aTmMoc-
depe, apXMTEKTYPHBIM OCOOGEHHOCTAM, My3blKaJIbHOMY
¢oHy, 3anaxam n np.) [Cakmak, Yilmaz, 2017; Kim Man,
Qian Qiu, 2021; Wulandari, Suryaningsih, Abriana, 2021].

Teopusa nokoneHuih B uccnegoBaHUM NOBEAEHUA No-
TpebuTtenemn Nnpu NOKymnkKe

lemorpaduyeckne daktopbl  ABNAITCA  KIlloye-
BOW rpynnoi ¢pakTtopos, KOTOpble TPAANLMOHHO UCMOMb-
3yI0TCA KakK OCHOBa AJfi CermeHTauuy notpebutenei
n onddepeHUMaLMN Moaenen Ux rnoBedeHus Mpu no-
KyrnKe B TOproBblx LeHTpax [Badar, Irfan, 2018; MNMuporos,
2023]. AHanu3 ny6nuKawLmin nokasbiBaeT, YTO BO3PACT KaK
OTPaXeHWe MOKONIEHMA OKa3blBaeT CyLlecTBeHHoe BAuA-
HVe Ha cneuunduky nosefneHun n notpebnexns [Lbi6rko-
Ba, 2010; Jackson, Stoel, Brantley, 2011].

Bo3pacT (B pamkax MOKONEHYECKMX KOFrOPT) Y4acTo CTa-
HOBWTCA OCHOBHOW CTpaTervein cermeHTaumm notpedute-
nei, Korga KOMMaHUM CO3HATENIbHO KOHLIEHTPUPYIOT CBOU
YyCUAUA Ha OnpefeNieHHbIX MOKOMIEHYECKUX CerMeHTax.
Tak, Hanbonee YacTon cTpaTerMen ANna POCCUNCKUX KOM-
naHun B 2000-X IT. TPAAULMOHHO Obina cTpaTterns Bblbo-
pa cpeaHeln Bo3pacTHOI KOropTbl Kak Hanboree npueie-
KaTeslbHOW C TOUKM 3peHms CTabubHbIx goxogos. OgHako
pa3BUTUE PbIHOYHOW SKOHOMMKW W HacblleHne chepsbl
noTpebneHns ToBapamu NOTPEeOOBaNM BHUMAHMS Kak
K MONOAbIM, TaK 1 K bonee BO3pacTHbIM KnimeHTam [AcTa-
woBa, 2014; BopobbeBa u Akbaposa, 2015; LLepelesa,
BanutoBa n bepeska, 2017; bouyapHukoBa, 2020].

K npumepy, nccnepoBaHne SMOLMOHANbHBIX NEPEXM-
BaHWI monoaexu B TL, npoBegeHHoe A.E. BopobbeBoii
n A.A. Akb6aposoli [2015], nokasano, 4to 6osnbLiasa YacTb
MOJIOfbIX JIIOAEN MOCELLAloT TOProBble LEHTPbl He C Le-
Nbl0 MOKYMOK, a NO APYrMM NpuryMHamM, BKNOYasa refoHu-
CTUYECKME — NOCETUTb KMHOTEATPbI, «NOCUAETb B Kader,
«yOUTb BpeMs 1 pa3BeATbCsA». Takke 0CO6eHHOCTAMM 06-

nagaeT u ctapluee nokoneHue (50 n 6onee ner), uto 06Y-
cnosnvBaeT cneunduKy NoBefeHUs ero npeacTaBuTenein
[WepeweBa, BanntoBa, bepeska, 2017].

Tem He MeHee TONbKO BO3PACT pPedKo MCMONb3yeTca
B CermMeHTauum notpebutenei. Kak npasuno, gobasns-
l0TCA Jpyrve BaXHble Jemorpaduyeckue u ncmxorpa-
dunueckne xapakTepucTuky, OObBACHAKWME MOAENU
noeeaeHuns. B 3Tom cmbic/ie BO3pacTHble KOropTbl Xapak-
Tepu3ylTCA He CTONbKO BO3PacTOM, CKOMbKO B LIEJIOM
MOKOJIEHYECKON WAEHTMYHOCTBIO, BKJIlOUaloLWen Habop
LeHHOCTeNn, YCTaHOBOK, OXKNAaHWM, NOBeAeHYeCKmX CTe-
peotunos u T. n. [Clurman, 1997; Egri, Ralsston, 2004].

WccnepoBaHme BAMAHUA TeHAEPHbIX pa3nnyunin
Ha noBefdeHne Npu NOKynKe

Pag wunccnepoBaHMn reHAEpHbIX pPasnnumMin  CBA3a-
Hbl C BbIIBJIEHWEM Pa3HULbl MEXAY NOBeAEHNEM MY>KUNH
N XEHLWH NPU MOKYMKe B TOProBbix LeHTpax [Jackson,
Stoel, Brantley, 2011], apyrue ¢okycmpytotca Ha m3yde-
HUWM NOBefAeHNA NlofAe KOHKPETHOro nona, Hanpumep
TONbKO XeHWuH [Rajput, Kesharwani, Khanna, 2012] unu
TONbKO My>uunH [Maurer, Pizzutti dos Santos, Costa Pinto,
2014]. Pe3ynbTaTbhl AEMOHCTPUPYIOT, UTO NOSIOKUTESbHbIE
(N0 CpaBHEHMIO C HEMTPaANbHbLIMK) SMOLMM MOBbIWAOT
pe3ynbTaTMBHOCTb NOBeAeHVA (BEPOATHOCTb MOKYMKK)
Yy MY>KYUH, JOCTUrasa TOTO XK€ YPOBHSA, UTO U Y >KEHLUMH
[Maurer, Pizzutti dos Santos, Costa Pinto, 2014].

bonblwMHCTBO nccnenoBaHNi NOAYEPKMBAIOT, YTO KEH-
WMHbI 6onblue NOHBAT TPATUTb BPEMA Ha MOKYMKKW, Yem
MYUUHBbI. TaK, XXeHLWMHbI 6onee akTUBHbI B NpoLiecce LWo-
nuHra n cosepLuatoT 85 % MOKYMOK, OHW Yalle, Yem MyX-
YMHBbI, XOAAT B MarasuiHbl U TPATAT TaM 60Jblle BPeMeHN
Ha OfHO mnocelleHre. B mpoTmBoBec 3TOMYy My>KUMHbI
NpeanouYnTaloT Aenatb Npouecc Nokynok bonee pauno-
HafbHbIM, MEHee TPYLOEeMKMM 1 6oree 6bicTpbIM [MBaHO-
Ba, bennkosa, MnbaweHko, 2016].

C 2000-x rr. B Poccumn ctanu nonynAapHbIMU nccnego-
BaHWA OHMOMaHWUM (LLOMNOrosmn3ma), Kotopble JOCTaTOYHO
YeTKO CBA3bIBAIOT 3TO ABJIEHNE C Pa3BUTUEM CETU TOPro-
BbIX LIEHTPOB B KPYMNHbIX ropogax [MapueHko, 2014; Mupo-
MaHoBa, bospkuH, 2017; bouapHukosa, 2020 n ap.]. Cuunta-
€TCH, YTO OHMOMAHWEN CTPafaloT 0ObIYHO MONOAbIE »KEH-
wuHbl oT 18 po 35 net [BouapHumkoBa, 2020, c. 139].

WccnegoBaHue TMNOB nokynaTenen TOProBbiX LieH-
TpOB

Kak oTmMeuyanocb, Ha paHHWX CTaAUAX Pa3BUTMA PbiH-
KOB cermeHTauus notpebutenen no gemorpaduyeckum,
reorpadnyeckum 1 noBegeH4Yecknm pakTopam, B TOM YNC-
ne ansa poiHKoB TL, faBana xopowwune pesynbtatbl. OgHaKo
Ha 3anafe yxe B KoHue 1990-x rr. B paboTax, MOCBALLEH-
HbIX MOKYMKaM B MOJIJIaX, HapaBHE C TPAAMLMOHHON rpyn-
noi ¢akTopoB CTaNn paccMaTPUBATLCA U NCUxorpaduye-
CKMe KaK OTBET Ha U3MEHEHWe NoBefeHns noTpebutenei
Ha 3penbix pbiHKax [Egri, Ralsston, 2004; Babin, Attaway,
2004; Jackson, Stoel, Brantley, 2011; Shukla, Babin, 2013;
Maurer, Pizzutti dos Santos, Costa Pinto, 2014]. AHanorny-
HaA cuTyaums Habniopaetca B nocnefHee Bpema B Poc-
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CUW 1 Ha JpYrux pa3suBatoLmnxca pbiHkax [Opexos, 2015;
VBaHoBa, benukosa, MnbaweHko, 2016; Badar, Irfan, 2018;
Kim Man, Qian Qiu, 2021; MNuporos, 2023].

CnepoBatenibHO, MOXHO CJienaTb JIOTUYHbIA BbIBOA
O TOM, YTO Ha CTaAuM 3PeNioCTV PblHKA CermeHTaums
JO/PKHA CTPOUTbCA Ha 0Gonee C/IOKHON KOMOWHauuu
KpUTepueB, XapaKTepm3yoLKx NnoBefieHme nokynatenen
pa3HbIx cermeHTOB. Mpun 3ToM gemorpaduryeckue Kpute-
pvun He BynyT BeAyWMMN ANA ONPeaeNieHna Moaenei no-
BeleHWs BHYTPY CErMEHTOB, yCTynas npuoputeT obpasy
XWU3HM U LUEHHOCTAM noTpebutenei [lOnpawesa, Xanw-
kos, Llon, 2018].

K npumepy, yxe B 2010-x rr. E.B. TpyHT [2014], [1.5. Ope-
xoB [2014] n ppyrvme aBTOpbl B CBOWX MCCNeOOBaHMAX
OMMCbIBANN PasfinyHble CEerMEeHTbl U COOTBETCTBYOLIME
UM MOJENM rnoBefeHna noTpebutenell B npouecce Wo-
MMHra B MOJJIaX, OCHOBbIBAsACb Ha MX LEHHOCTAX, Bbiae-
NAA aKTUBHbIX 1 YMEPEHHbIX LIOMNOroINKOB, TYCOBLLNKOB
1 06bIYHbIX MOKyMNaTenen.

Ha ocHoBe aHanu3a nutepaTypbl Mbl BbIABUHYN
OflHy r1noTe3y C pa3bumBKol Ha CybrunoTesbl M OAUH UC-
CnepoBaTenbCKuii BOMPOC.

H1: cywecTByI0T 3HaUMMble MOKONIEHYECKME U FreHaep-
Hble pa3nnuuna B noBeaeHUn notpebuteneii B TL:

H1a: noeegeHne notpebutenel npy NoKynke pasnu-
yaeTcA Mexay NoKoNneHnAMY;

H16: noBegeHne notpebutenein UMeeT reHaepHble
pasnunuus;

H1B: uem Bblle AOXO[, TEM MEHbLLE PALMOHANIBHOCTb
Npw WOMWHTre;

H1r: UeHHOCTb WONUHra OTIMYAETCA MeXay MoKose-
HUAMUY;

H1p4: ueHHOCTb WOoNWHra UMeeT reHAepHbIe pasnuuuns;

H1e: oTHowWweHwMe K aTpnbyTam TL| pasnuuaeTca mexay
MOKONEHNAMU;

H1xx: oTHoweHwue K aTpunbyTam TL| nmeeT reHfepHble
pasnunuus.

NccnepgoBaTtenbCkmii BONPOC: MOXKET NX TMNOMOMMA
noKynaTene TOProBblX LLEHTPOB ObITb MOCTPOEHA TONbKO
Ha IeMorpaduueckmx XxapakTepucTnkax?

METOLOJIOTNA UCCNIEAOBAHUA

Ina cbopa pHaHHbIX Obll MPOBEAEH WHTEPHET-OMpPOC
Mo crneumanbHo pa3paboTaHHOW aHKeTe C UCMOMb30BaHM-
em cepsuca Yandex Forms. Onpoc npoBoansica B KOHLe
Aekabps 2023 r. — Hauane aHBapA 2024 r. B OfHY BOJHY.
Bcero aHkety 3anonHunn 540 pecnoHAEHTOB, OAHAKO
9 aHKeT 6bInK 3abpakoBaHbl. DUHaNbHasA BbIOOPKaA CcoCTa-
Buna 531 uen. (tabn. 1).

N3mepeHna

[MoBegeHue nokynaTenen npu nokynkax B TL oue-
HMBaNOCb Ha OCHOBE LLeCTM BOMPOCOB C BapuaHTamu
OTBETOB, KOTOPble OTPa)aau TPagULMOHHbIE Lenim noce-
weHua TL, yacTtoTy 1 NpodomK1TeNIbHOCTb NOcCeLeHus,
npefnoynTaemble KaHasbl MOKYMOK MPOAYKTOB U OfeX-
Obl, YPOBEHb paLMOHaNbHOCTM wonuHra. [Ona cpaBHe-
HMA NOBefeHVA NMOoKynaTesnen Npu NoKynke B TOProBoMm
LleHTpe Ha 6a3e NOKOIEHYECKOro U FeHAEPHOrO acnekToB
(rmnoTe3bl H1a 1 H16) ncnonb3oBanca YaCTOTHbIN aHanms.
Kpome ToOro, ana TectMpoBaHWA rvnoTte3 oueHuBanacb
aCMMNTOTUYECKasA 3HAUMMOCTb Pa3NNuniA NyTeM pacyeTa
Xn-kBagparta NupcoHa.

lMnotesa H1B 0 cBA3M AoOX0fa C PaUMOHANbHOCTbIO
noKynatenen TecTMpoBasiaCb C MOMOLLbIO PerpeccroH-
HOro aHanu3a (pacyeT CKOppPeKTUPOBaHHOrO R-KBagparta)
1 TabnuLbl CONPAXKEHHOCTM (XM-KBaapaT MMpcoHa) no He-
CKOMNbKMM MePEMEHHbIM, OTPaXatoLLyM cornacme ¢ paumo-
HanbHbIM MOBEAEHUEM NPY MOKYMKe.

Ona oueHkn ncuxorpaduueckux ¢akTopos, Xapak-
Tepusylwmnx nosegeHne KnveHToB TL| npu nokynkax,
MCnonb3oBanacb JlaTeHTHasd MepeMeHHad «LEeHHOCTb
wonuHrar. [Onsa ee m3MepeHnsa Mbl MoandMUUPOBANN
WKany, npennoxeHHyto B pabote [Babin, Darden, Griffin,
1994], no pesynbTaTam ee 06CYXAeHWA C SKCMepTamu

Tabnuya 1 - [poghune pecnoHoeHMos
Table 1 - Respondents’ profile

lNepemeHHasn KaTteropusa WCULR L REES
P P no Bbibopke, % [HaceneHnsa PO, %*
My»kckom 34,1 47,0
Mon
KeHckuin 65,9 53,0
15-18 12,6 15,2
19-39 44,7
Bospact 71,8
40-59 26,3
Crapuwe 60 16,3 13,0
MegmaHHblin | My>X4mHbi 354 36,1
BO3PacT, rofbl | MeHLMHbI 41,3 41,9
Ha npopyKTbl NTaHNA 1 OCHOBHbIE pacxoAbl yxoauT Ao 30 % foxonos 36,6
YpoBeHb Ha npopayKTbl NUTaHMA 1 OCHOBHble pacxoabl yxoauTt ot 30 % Ao 50 % goxonos 48,8
Aoxopna MouTn BCe AOXOAbI YXOAAT Ha ONNATy NPOAYKTOB NUTaHUSA U OCHOBHBIX 146
pacxopnos !

lpumeyaHue: *no paHHbIM PocctaTa 3a 2022 T.
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pbiHKa TLU. B mogndunumpoBaHHol WwKane 6b110 Bblgene-
HO WeCTb YTBEPKAEHUN AN1A OUEeHKN refoHUCTUYeCKON
N YeTbipe YTBEPXKAEHNA ANA OLEHKU YTUIMTAPHOW LieH-
HoCTV Mo wkane JlnkepTa oT 1 (MONHOCTBIO He COraceH)
[0 7 (nonHocTblo cornaceH). GakTOPHbIA aHann3, NpoBe-
[EHHbIN C MOMOLLbIO METOAA FMaBHbIX KOMMOHEHT C Bpa-
LieHneM Bapumakc, noatBepann Hanuume B moguduum-
pOBaHHON LWKane AByx GakTOPOB — refOHUCTUYECKON
N YyTUANTAPHON LieHHOCTel (Tabn. 2).

lLkana Takxe Oblna NpoBepeHa Ha HafeXHOCTb Mo-
cpencTBoM pacyeTa afibdbl KpoHbaxa, KoTopas cocTaBuia
AnA regoHuCTMYecKon LeHHocTm 0,852, a ana ytunutap-
Houn — 0,594, 4TO COOTBETCTBYeT pe3ynbraTam, NpeacTas-
NeHHbIM B Npefblaylnx nccnepoBaHuax [Babin, Darden,
Griffin, 1994; Jackson, Stoel, Brantley, 2011].

[InAa noncka NOKOMEHYECKNX 1 reHAEePHbIX pasnnyumnn
B OTHOLUEHWW K LLEHHOCTU LWOMNWHIa 1 NPOBEPKN rnnoTes
H1r n H1g nyywunn pesynbtaT nokasan AUCNePCUOHHbIN

aHanu3 (cpaBHMBANMCh CPefHUE 3HAYEHUA MEXAY KOrop-
TaMu) C NPUMEHEHNEM F-KpUtepus ans OLEHKN 3HAUNMO-
CTW pasnnyni.

Yto Kacaetca OUEHKM PecroHAeHTaMU BaXXHOCTU
aTpnbyTOB TOPrOBOrO LIEHTPA, TO HA OCHOBaHWM paboT
[Shim, Eastlick, 1998; Reynolds, Ganesh, Luckett, 2002;
Shukla, Babin, 2013; Opexos, 2015; Makgopa, 2016; MNu-
poroBa, 2023] 6blfa NOCTPOEHa WKana, BKoyaloLwas Bo-
CeMb aTpUOYTOB C OLIEHKOW BaXKHOCTY MO LiKane JinkepTa
oT 1 (abconoTHO He BaxkeH) [0 7 (OYeHb BaKeH).

B aHKeTe pecnoHageHTam 3afaBanncb BOMPOChI MO pe-
3ynbTaTam ux nocnepHero noceweHna T ¢ npocb6oi
OLIEHUTb BAXXHOCTb €ro aTpubyToB NpY NPUHATMN peLle-
HMA o noceweHun 3toro TL. NMpoBeaeHHbIN GaKTOPHbIi
aHanM3 MeTOAOM FMaBHbIX KOMMOHEHT C BpalleHnem Ba-
prYMakC NO3BONWUA CrpynnUpPoOBaTb BOCEMb aTpubyTOB
B ABa paKTopa, KOoTopble OblNV Ha3BaHbl «aTPUOYTbl FUrK-
€HbI» N «aTPMOYTbl NOKYNaTeNIbCKOro onbiTax (Tabn. 3).

Tabnuya 2 - lllkana 058 oyeHKU YeHHOCMU WonuHed (Mampuya nosepHymsix KOMNOHeHM)
Table 2 - Shopping value evaluation scale (rotated component matrix)

KomnoHeHTa
MepemeHHasa

1 2
[epoHuCTNYECKan LEeHHOCTb
LonuHr — 310 peanbHoe ya0BOMbCTBUE ,725 -,072
WHorpa A BNagato B paxk 1 MPOAOSIXKato MOKynaTh, MOTOMY UTO HE MOTY OCTaHOBUTbCA ,803 =114
Mo cpaBHEHMIO C APYTUM BPEMANPENPOBOXAEHNEM LLOMUHI — 3TO HacnaxaeHve ,801 -014
YacTo A noKynao YTo-TO He U3-3a BeLLel, a 13-3a YyBCTB, KOTOPble NCMbITbIBaKO B MpoLecce WOomnvHra ,789 -,070
Bo Bpems wonuHra A cnbiTbiBalo a3apT OXOTHMKA 814 ,007
Bo Bpema pacnpopak A 4acTo NOKynat HeHY»KHble MHe BeLn ,586 -,016
YTunutapHasa LeHHOCTb
Korga s nokynato, s cTapatoch 6bITb paLMoHanbHbIM(OM) U MOKyNaTb TO, UTO MHe AeCTBUTENIbHO HY>KHO -354 ,624
fl He MOKyNalo, eCnNK He Hanfay To, YTO MHe 1eNCTBUTENTIbHO HY>KHO -233 ,663
LleHa Bcerga umeet ana MeHA pelakoLLee 3HayeHne ,052 ,755
Al cTapatocb NOKynaTb HY>KHble MHe BeLLW TOMIbKO BO BpeMA pacnpofax 241 ,646

MpumeyaHue. MeTop BbleneHNs — METOL IMaBHbIX KOMMOHEHT, METOA BpalleHus — Bapumakc c Hopmanusauuen Kasepa, BpalyeHue

COLWNOChb 3a TpU nTepaunin.

Tabnuya 3 - Pesynemamel pakmopHozo aHanuza ampubymos TL (mampuya nosepHymolx KOMNOHEHM)
Table 3 - Results of factor analysis of mall attributes (rotated component matrix)

KomnoHeHTa
lNepemeHHas
1 2

ATpUBYTbI FTUreHbI

MecTononoxeHwve ,106 456
Hanunune niobumbix 6peHaoB -,018 ,799
MoaxopAwwmn LueHoBoW ypoBeHb TL A58 357
Pa3zHoo6pa3ue n lWwnpoTa npeacTaBAeHHbIX MarasuHoOB 1 CEPBUCOB 197 ,780
ATpr6YTbI TOKYMNaTeNIbCKOro OnbiTa

Hanwnuwne passneuyeHnin ana geten ,795 -170
Hanunume wmpokoro pasHoo6pa3us passnedyeHuin (pectopaHbl, Kade, KUHOTeATp, UrPOBOWA 3a U T. M.) ,799 176
Nmungx Toprosoro LeHTpa (M3BeCcTHOCTb 6peHAaa) 475 ,482
MpusTHaa atmocoepa ,698 ,383

lMpumeyaHue. MeTop BbifENEHUA — METOA MMaBHbIX KOMMOHEHT, METOZ, BpalleHns — Bapumakc c Hopmanusauuein Kaidepa, BpalyeHve

COLWNOCh 3a TPV UTepaLum.

UPRAVLENETS/THE MANAGER 2024. Vol. 15. No. 3
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[na oueHKU HafeXHOCTW WKanbl 6blna paccunTaHa
anbda KpoHbaxa, KoTopas cocTaBuia AN rmrmeHnYecKo-
ro ¢paktopa 0,595, a na dakTopa NOKynaTenbckoro onbi-
Ta - 0,730, uTO NOATBEPKAAET €€ HaleXHOCTb.

[anee cpaBHUTENbHbBIN aHANN3 NOKOMIEHYECKNX U FeH-
JEepPHbIX Pas3MYMA B OLEHKe PeCnoHAEeHTaMU BaXKHOCTU
atpubytos TLl n TectuposaHve runotes Hle n H1x npo-
XOAWW aHaNIOrMYHO NpeAbigyLemy 3Tany C UCNob30Ba-
HVMEeM JMCNepPCMOHHOMO aHanm3a 1 pacyeTom F-Kputepusa
ONA OLEHKM 3HAaUMMOCTI Pas3INUnA.

[na nonyueHuAa oTBeTa Ha MCCNefoBaTeNIbCKAM BO-
npoc 6bl1 NPOBefeH KNacTepHbIA aHanu3 AaHHbIX Me-
TOOOM k-CpefHUX MO pe3yfbTaTam ofnpoca C Lenbio
onncaHua Tunonornn notpebutenein TLL Kak OCHOBbI
UX CerMeHTaLuu.

PE3YNIbTATbl UCCNEAOBAHUA

TectuposaHue runotesbl Hla

o pesynbraTam 4acTOoTHOro aHanusa runotesa Hla
0 pas3nuuuAx mexay NoKoNeHWAMU NoATBepAunach, no-
CKOJMIbKY XM-KBafpaT BO BCEX CAyyasax Obli HUXE MPUHA-
TOro ypoBHA 3HaunmocTu (p = 0,005).

AHanu3 obWMX CTaTUCTUYECKUX [aHHbIX MO3BO-
nun caenatb CnegytoLue BbiBOAbI:

* NPeACTaBUTENIM CAMOro MOJIOAOrO NoKoneHua (ot 15
[0 18 net) cyulecTBeHHO yalle apyrux xogat B TLL, uto6bl
NPOBECTV BPeMs, Pa3BNeyYbCsa WM NOCMOTPETb, YTO HO-
BOro. 370 onpenensaeT U camble BbICOKME Cpelin BCeX py-
rMx NOKoneHunn YacToty noceweHun (30,9 % nocewarot
TL HeckonbKo pa3 B Hefgento) 1 Bpems, npoBeaeHHoe B TL|
(47,1 % - o1 1 0o 2 4, 39,7 % — 6onee 2 u). Ecnn 6bonblunH-
CTBO MOJIOABIX PECMOHAEHTOB JO CMX MOP uallue npuob-
peTatoT NpoayKTbl NMATaHNA B GU3MUECKMX MarasuHax, Kak
W NpefcTaBUTeNy APYrMx NOKONEHWUIA, TO OHAAWH- K OG-
nanH-nokynku ogexabl (19,1 % un 23,5 % COOTBETCTBEH-
HO) MOYTK CPABHANNCB, YTO MO3BONAET CAeNaTb BblBOS
06 yCcTOMuMBOCTU TeHAeHUMM B Byaywiem. OYeHb BaKHO,
YTO CaMoe MOMNOJOoe MOKoJIeHNe ABNAeTCA Hanbonee smo-
LMOHAMbHBIM MO OTHOLLEHWIO K LIOMMWHIY — 060XatoT Mno-
Kynatb (41,2 %) n otgbixatoT BO Bpemsa wonwmHra (19,1 %) -
1 HaMeHee paLoHabHbIM NPY MNOKYMKax (26,5 %);

« nokoneHme 19-39 net ckopee paccmatpuaeT TL Kak
MeCTO 1A NMOKYNOK KOHKPETHbIX (72,2 %) 1 HeobxoanMmbIx
ANA *un3Hu (34,4 %) ToBapOB, YEM KaK MECTO OTAbIXa U pas-
BrieYeHnin (27,4 %). B cBA3n ¢ 3TMM 60MbLLIAsA YacTb PECMOH-
LEHTOB 3TOW BO3PACTHOW KOropTbl XOQAT B TL| HeCKkonbKo
pa3 B MecAL (6onee 60 %) 1 nposoaAT Tam ot 1 4o 2 4 (56 %).
OHM HecKonbKo (HO He CyLeCTBEHHO) yvallle, YeM npepbl-
Jyluiee NOKOJNIEHMNE, UCMONb3YIOT UHTEPHET ANA MOKYMNKK
MPOAYKTOB U OfEXAbl, OLHAKO MOKYNKU B GU3NYECKNX
MarasvHax BCe elle npeobnafatoT. PaunoHanbHoe OTHO-
LWEHMe K WONUHFY Y HUX Npeobnagaet (44,8 %) no cpas-
HEHWMIO C SMOLMOHANbHbIM, XOTs Moyt 30 % N06AT UTO-TO
BblOMpaTh 1 15,5 % OTABIXaOT BO BPEMS LIOMMWHTa;

 NpeactaBuTeny rnokoneHna 40-59 ner paccmatpu-
BatoT TL| Kak MecTo Ana noBceHeBHbIX NOKYNoK (54,9 %)

1 B MEHbLLEN CTEMNeHN, YeM NpeapblayLiee NOKOoNeH e, No-
KyMnatoT TaM YTO-TO KOHKpeTHoe (Bcero 49,3 % no cpaBHe-
HUio € 72,2 %). CooTBETCTBEHHO, NocelleHue TL ¢ uenbio
pa3Bneybca u nposecty Bpema (17,8 %), a Takke NOCMO-
TpeTb, 4To HOBOro (18,3 %), MEeT HU3KNe YacTOTHble
oueHKW. YacTtota noceweHmA 1 Bpema, NpoBefeHHoe
B TL|, cyluecTBeHHO He OTANYAINTCA OT NpeabliayLero no-
KoneHus. YTo KacaeTca KaHanoB MOKYNKW NPOAYKTOB Nu-
TaHUS N ofleX[bl, TO 34eCb Mbl UMeeM Hanbornee 3Hauu-
Mble pa3nuyna c npegbigywnmm rpynnamm: noyvtn 70 %
npeAnoYmnTaloT NoKynatb NpoayKTbl nutaHua n 40,1 % -
ofexay odpnaiiH. Mpun 3ToM fons pecnoHAeHTOB, cunTato-
LMX CBOW MOKYNKWU paLuoHanbHbiMu, Bbiwwe (52,1 %);

* NPeAcTaBUTeNI CAMOTO CTapLIero nokoseHus (6o-
nee 60 net) Boobule He paccmaTpuBaloT TL Kak mecto
ONA OTAbIXa, pa3sneyeHnsa unn nporynku (meHee 10 %
Ha3blBalOT 3TU NpuuMHbI). [py 3TOM yacToTa nocelye-
HUA CHWXKAeTCA, 1 Bpems, nposegeHHoe B TL, pe3ko co-
Kpalyaetca (bonee 61 % pecnoHgeHToB nocewatot TL
HeCKONbKo pa3 B rof). AGCOMIOTHO JIOTMYHO, UTO Mofa-
BAiollee OONbIUMHCTBO AAHHOrO MOKONEHMS Mpeano-
ynTalT NPUoO6PeTaTb NPOAYKTbI MUTAHUA 1 ofexay od-
nawH, a OHNaNH-NOKYMNKN COCTaBAAIOT MeHee 5 %. Cpean
3TUX PEeCrnoHAEeHTOB CamMasA BblCOKaa JONA paLVOHanb-
HbIX MOKynaTenem.

TectupoBaHue runotesbl H16

YacToTHbI aHanM3 TreHAepHbIX pas3nuuni  npoge-
MOHCTPUPOBAN 3HAauYMMble Pa3ANYMA TONbKO B Lenax
noceweHun TLl, Kpome onHon (06a reHaepa OANHAKOBO
HaLleneHbl Ha MOKYNKY KOHKPETHbIX Bellein B TL), BO Bpe-
MeHM, nposedeHHOM B TL, 1 B OTHOWEHUN K LUOMMHTY.
B Lenom MOXHO OTMETUTb, UTO MYXKUMHbI paCcCMaTPUBalOT
Tl ogHOBpeMeHHO Kak MeCTo A exeHeBHbIX MOKYMOoK
(52,7 %) n mecTo gna otapbixa (34,8 %), B TO BpeEMA Kak »KeH-
WUHbI (38,9 % 1 21,4 % cOOTBETCTBEHHO) OONblLE CBA3bI-
BatoT TL| c npuobpeTeHemM KOHKPETHbIX TOBAPOB W YCIyr
(61,7 %). Mpu 3TOM >KEHLUMHbI YaLLe MY>XUMH MHTEpeCYIoT-
CA HOBUHKamu, npegcTasneHHbiMm B TL (31,3 % npotue
17,4 %).

PKeHWMHbI B LIENOM HECKOJbKO 60Jblle BpemMeHu Tpa-
1aT B TL (36,9 % nposoaaT B TL| 6onee 2 u), yeM My>KUmMHbI,
1 N6AT UTO-TO BbIBMPATL U NOKYNaTb (31,3 %).

Takum o6paszom, runotesa H16 nogTeepannach TonbKO
YacTUYHO.

TectnposaHue runotesbl H18

lMnoTe3a H1B (4em Bbile [OX04, TEM MeEHbLUe pauuno-
HaNbHOCTb NPV WONWHIE) He NoATBePXKAeHa (Tabn. 4).

Tectnposanue runotes H1r nu H14 o yeHHoCTU wWo-
nuHra

[ncnepcmnoHHbIN aHanm3 aHHbIX MNOKasas, YTo nepe-
MEHHAA «MOKOJIeHNe» OKa3blBaeT CTAaTUCTUYECKN 3Ha-
YyMOe BNIMAHME TONMbKO Ha pacnpefeneHme 3aBUCMMON
nepeMeHHON «refJOHNCTUYECKasA LeHHOCTb LWonuHra» (F
= 5,041, p = 0,002). 3HauMMOro BNMAHMA NOKONEHUYECKOW
KOropTbl Ha YTWUJIMTapHYI0 LEHHOCTb He OOGHapy»KeHo
(Tabn. 5).
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Tabnuya 4 - Pesynemamel mecmupogaHus 2unome3ul H1s
Table 4 - Results of H1b hypothesis testing

Hesasucumasn CKOppEeKTUPOBaHHbIN
3aBucnMmasn nepemeHHas

nepemeHHas R-kBagpat
Korpa s nokynato, i cTapatocb 6bITb paLMOHanbHbIM(ON) U MOKYNaTh TO, YTO MHE 0,001
[eICTBUTENBHO HYXHO ’

YpoBeHb foxona

fl ctapatocb NOKynaTb Hy>KHble MHe BeLLy TOJIbKO BO BpeMs pacnpogax 0,005
fl He NOKyNato, eCNn He Halay TO, YTO MHe AeNCTBUTENIbHO HY>KHO 0,002

Tabnuya 5 - OyeHka MHO2OMEPHbIX 3hheKmMos UeHHOCMU WONUH2a NO NepeMeHHOU «NOKOJIeHUe»
Table 5 - Estimation of shopping value multivariate effects by the variable “generation”

3aBucumasn nepemeHHasn Cymma kBagpatoB | CteneHu cBo6oppbl F 3HauMMocCTb
[eqoHUCTMYECKAA LEHHOCTb LWOMNWHIa 17,602 3 5,041 0,002
YTunutapHasa LeHHOCTb WOMWHra 5,881 3 1,560 0,198

Mpy 5TOM Yem MnafLie NoKynaTenu, Tem BaxkHee Ans
HUX refIoHNCTUYECKasa LeHHOCTb LLIOMKWHrA.

AHanorvyHaa cutyaumsa BbiSIBieHa MO nepeMeHHON
«MOM», KOTOpana TaKKe OKa3blBaeT CTaTUCTMYECKWN 3Ha-
y“MOe BNMAHME TONbKO Ha pacnpefeneHme 3aBUCMMON
nepeMeHHON «refJOHNCTMYECKas LLEHHOCTb WONUHra» (F=
13,345, p = 0,000) (Tabn. 6).

Mpy 3TOM ANA KEHWMWH refOHNCTUYECKasa LIeHHOCTb
LIOMUHTa CYLLECTBEHHO BaXKHE., YeM 1A MYXKUNH.

Takum ob6pasom, runotesbl H1r 1 H1p noaTBepxaatoT-
CAl YaCTUYHO, @ IMEHHO: CyLLEeCTBYIOT 3HAaUMMble MOKONEH-
yeckne 1 reHfepHble Pasnnumna No OTHOLWEHNIO K refoHN-
CTUYECKOW LLIeHHOCTH LLOMUHTa.

TectnposaHue runotes Hle n H1x o ueHHocTn aTpu-
6yToB TL|

[ncnepcmnoHHbIN aHanmn3 AaHHbIX NoKasan, 4YTo nepe-
MEHHAA «MOKOJIEHME» OKa3blBAeT CTAaTUCTUUYECKN 3Hauu-

MOe B/IMAHME Ha pacnpeneneHue 3aBUCMMON MEPeMeH-
HOW «aTpubyTbl rurneHbl» (F = 5,407; p = 0,001) TaK e, KaK
1 Ha pacnpepeneHie 3aBUCMMON NepeMeHHON «aTpUby bl
nokynaTenbckoro onbita» (F = 10,124; p = 0,000) (tabn. 7).

Tak, rurneHuueckne atpubyTbl LeHHocTn TL ¢ yBenu-
YeHVEeM BO3PACTHOW KOFOPTbl CTAHOBATCA MEHee BaK-
HbiMu. DaKTOp NOTPEeOMTENLCKOrO OMbiTa B CPEAHEM CY-
LecTBeHHO Gonee BaXKeH AN1A BCEX MOKOMIEHUI, Kpome
19-39, roe OH HMXKe MO BaXXHOCTU, YEM TMIMEHNYECKUNA.

Uto KacaeTtca reHaepHbIX pasnnumii, To nepeMeHHas
«MOJi» OKa3blBaeT CTaTUCTUYECKM 3HAUMMOE BIMAHUE
Ha pacnpegeneHne TOMbKO 3aBUCMMON MEepPeMeHHOMN
«aTpubyTbl rurneHbl» (F = 8,366; p = 0,004) (tabn. 8).

Mpwv 3TOM aTpUBYTHI FUFMEHBI CUNbHEE BAUAIOT Ha Bbl-
60p TLl nokynatenamu }eHCKOro nona, a aTpmbyThbl no-
KynaTenbCKoro onbiTa — Ha Bbl6Op MOKynaTenen-myx-
YVH.

Tabnuya 6 — OueHKa MHO20MePHbIX 3hiheKmos UeHHOCMU WonUHea No nepemeHHoU «noJt»
Table 6 - Estimation of shopping value multivariate effects by the variable “gender”

3aBucumas nepemeHHas Cymma KBagpaToB CreneHu cBo60abI F 3HauMMoCTb
[efOHUCTMYECKaAA LEHHOCTb LWWOMNKWHra 15,531 1 13,345 0,000
YTunutapHasa LeHHOCTb WONMHra 3,298 1 2,625 0,106

Ta6snuya 7 - OyeHKa MHO20MepPHbIX Sghghekmos ampubymos TL| no nepemeHHoU «nokosieHue»

Table 7 — Estimation of mall attributes multivariate effects by the variable “generation”

3aBucMmasn nepemeHHas Cymma KBagpatoB | CteneHu cBo60abl F 3HauMmMmocTb
MMrneHnyeckuin dakTop 19,193 3 5,407 0,001
DaKTop NOTPEOUTENBCKOrO ONbITa 36,554 3 10,124 0,000

Tabnuya 8 - OyeHka MHo2oMepHbIX 3¢hekmos ampubymos TL| no nepemeHHOU «nos»
Table 8 - Estimation of mall attributes multivariate effects by the variable “gender”

3aBucnmas nepemeHHas Cymma KBafpaToB CreneHu cBo6opbl F 3HaunmocCTb
MrueHnuecknii pakTop 9,899 1 8,366 0,004
QakTOp NOTPEebUTENLCKOrO OnbITa 1,051 1 0,874 0,350
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MapKETMHFOBbIe MoAenun, NPakTUKN N TpeHAbI: BbI3OBbI N NEPCNEKTUBbI PErMOHa bonbuwon EBpa3VIVI

Takum o6paszom, rnnotesa Hle o NoKoneHYeCKmx pas-
NNYMAX B OTHOLLEHWMM BaxkHoCTW aTpubyTtoB TLl nonHo-
CTbl0 NOATBepAuNacb, B TO Bpema Kak runotesa H1x
O FeHIEepPHbIX Pa3nNuMAX B OTHOLIEHUW BaXKHOCTU aTpu-
6yToB TL| nogTBEpAMNack YaCTUYHO 1 TONBKO MO aTpuby-
TaM FUTMEHDI.

Tunonorna nokynatenei TOProBbixX LIEHTPOB

OTBeT Ha nccnenoBaTenbCKUA BOMPOC O BO3MOXKHO-
CTW NOCTPOEHUA TUMOMOrMKN NOKynaTenemn TonbKo Ha Je-
MorpaduUeckmx XapakTepucTnkax notpeboBas HeCKOMb-
KUX UTepaLMin KNacTepHOro aHanmsa C pacCMOTPEHUEM
pa3HbIXx HAabOPOB MepeMeHHbIX U Pa3HOro KONMYecTsa
KnactepoB. Haunyullyio MHTEPMNPETaLMOHHYI0 LLeHHOCTb
Jan pesynbTaT C BblAeNEHNEM TpeX KnacTepos, pasfmya-
IOLLMXCA MO NCcMXorpadrueckmm, a He aemorpadryeckim
XapaKTepucTnKam, a UMEHHO MO OTHOLIEHMIO K LUOTMUHTY
n atpubytam TL.

1- Knactep — rapMOHWYHblE LWOMNOroAnku'. B atom
Knactepe JOMVHUPYIOT XeHWwuHbl (76,5 %), npeacrtas-
NeHbl BCe BO3PACTHble rPymnnbl, HO MeHblle BCEX Ca-
MbIX CTapLUMX nokynatenen (scero 8,5 %). Xogar B TL| Kak
3a NOKynKamu, Tak 1 B Lienax pa3BieyeHmns n Bpemanpe-
NPOBOXAEHNA HECKONbKO pa3 B MecAl, MpoBoAA Tam
Jo 2y,

llonoronukam HpaBUTCA YTO-TO BbIOMPATb U MOKY-
NaTb, a WOMWHI OHW PAacCMaTPMBAIOT KaK YAOBOMbCTBUE.
MimetoT camble BbICOKME OLEHKN NEPEMEHHbIX reJOHUCTU-
YeCKoW LeHHOCTW LLIOMWHra.

LWonoronnkn rapMOHWYHbI U NPeabABAAT OfUHA-
KOBO BblCOKMe TpebOoBaHMA KaK K FrMIrMeHNYecknm aTpu-
6yTam, TaK 1 K aTprbyTam nokynatenbckoro onbita B TLL.
Tonbko ONA HWMX XapakTepHa BblCOKas MPUBA3AHHOCTb
K NtobMMbIM 6peHaam TOBapOB 1 TOProBbIX LEHTPOB.

2-i1 KnacTep - paBHOAYLLUHble paLluoHanbl. Knactep co-
CTOWT KaK U3 MYXXUWH, TaK 1 >KeHLLMH (HECKONbKO bonblue)
C Hambonee BbICOKON JONEN CaMblX CTapLUMX NOKynaTte-
newn (6onee 20 %) 1 HaVMeHbLLEn AoNelN CaMbIX MONOAbIX
(Bcero 4,5 %). Xopat B TL| 32 KOHKpPETHbIMU TOBapammu
1 yCnyramm HeCKOMbKO pa3 B MecAL, 1 pexe, NpoBoasA Tam
MeHee 1 u.

Y 3Tnx noKynaTtenen ABHO JOMUHUPYIOT YTUNUTapHbIE
LeHHOCTW wWwonuHra. OHW pauuoHanbHbl U abconoTHO
PaBHOLYLWHbI K reflOHNCTUYECKM paKTopam 1 aTpuby-
Tam nokynatenbckoro onbita TL. B uenom nmelot camble
HM3KME OLEHKN NPaKTMYECKM MO BCEM MepPeMeHHbIM
MO CPaBHEHUIO C APYIMU KIacTepamu.

3-11 KnacTep - ONTUMK3ATOPbI, MAKCUMU3UPYIOLLKE CO-
OTHOLLEHWNE «LieHA — LEeHHOCTb». 9TO €[AUHCTBEHHbIN KNa-
CTep C NpaKkTUYeCKn PaBHOW AONEN MYXKUUH U KEHLUH
1 Hanbonee paBHOMePHO Joneln NoKynaTtenen Bcex BO3-

' B maHHOM C/lyyae Mbl He PacCMaTPUBAEM LIOMOrOINKOB KaK
nioAen ¢ natonoruen. 3To ycnosHoe ob6o3HayeHve Knactepa ans
6onee yeTkon ero gudpdepeHumauum ot apyrux. B Hawem cnyuae
LUOMOrONINKN — 3TO NIIOAN, KOTOPbIM HPABUTCA fenaTb NMOKYNKWU, HO
Npu 3TOM OHW JOCTaTOYHO paLMOHanbHbl. [T03TOMY OHW Ha3BaHbI
«FAPMOHMYHbBIM LLOMOTrONINKaMU.

pactoB. Yawe Bcero nocewatot TLl Heckonbko pas B me-
CAL 1 NPOBOJAT B Hem 1-2 u.

OnTumunsaTopbl, BXOAALWME B JAHHbIN KnacTep, Makcu-
MU3MPYIOT COOTHOLLIEHME LIeHbl Y LLEHHOCTM B npoLlecce
wonuHra. OHWM eAUHCTBEHHbIE MMEIOT CaMble BbICOKUE
OLUEHKN YTUAWTAPHOW LEHHOCTW LWOMWHIa, OCOBGEHHO
BaXHOCTM LiEHbI, @ TaKXe CaMble BbICOKME OLIEHKU BCEX
aTpubyToB TL (Kak rureHnYeckux, Tak 1 NoKynaTesbCcKo-
ro OnbiTa), 3a UCK/IOUYEHNEM BaXKHOCTW OBPEHI0B 1 UMUA-
Xa TU. CtonT oTMEeTWTb, YTO ONTUMM3ATOPbI NIOBAT 60Sb-
e pasBfieYeHNA, YEM LLUOMMHI, K KOTOPOMY OTHOCATCA
Hanbonee pauUnOHanbLHO.

OTmeTVM, UTO pasnuunin MO JOXOAY PecrnoHOEeHTOB
B KnacTepax He BbiABneHo. CTaTuCTUYeckaa 3Hauu-
MOCTb XU-KBagpata [MupcoHa coctaBnaet 0,376 (p > 0,05).
Bo Bcex Tpex Knactepax Hambosnbliee Yncnio notpedbute-
nen (B cpegHem 49,7 %) co cpeHUM YPOBHEM OX0La, He-
MHOrO MeHbLlee Yyncao nokynatenen (8 cpegHem 37,1%)
C BbICOKMM AOXOZOM 1 HeBOSbLLIOE KONIMYECTBO NOTPebu-
Tenen (B cpeaHeM 13,2 %) C HU3KUM JOXOLOM.

Kak BMAHO, KnacTepHbli aHanv3 He nokasan cyue-
CTBEHHOWN pasHMUbl B AeEMOrpadUUecKnX XapaKkTepucTu-
Kax mexgay knactepamu. [1py 3TOM OCHOBOW cermeHTaLumn
CTanu nepemeHHble, ONMCbIBAOLME OTHOLWEHNE PECMOH-
JIEHTOB K LIEHHOCTM LLOMWUHIA, a TaKXKe BaXKHOCTb AS1A HUX
aTpubyTos TL. Takum 06pa3om, MOXKHO YyTBEPXKAATb O Ha-
NNYMKN CYLLECTBEHHBIX NCUXorpaduryecknx pasnnymin no
OTHOLUEHWNIO K WONUHrY cpean nokynatenen TL, a He ge-
MOrpadryeckmx, 1 HaNMYMM HECKONbKUX KacTepoB.

OBCYXXOEHUWE PE3YNIbTATOB

Pe3ynbTaTthl nccnegoBaHMA MO3BOAAIOT CYLIECTBEHHO Me-
pecMoTpeTb B3rAA4bl OTHOCUTENIbHO MNOAXOA0B K CErMeH-
Tauum notpebuteneir, KotTopble 6bLIM CHOPMYNMPOBaHI
ANA PbIHKOB Ha CTauM POCTa, a TakKe paclMpuTb 3Ha-
HUA O COBPEMEHHON CermeHTauuu notpebuTtenein Top-
rOBbIX LIEHTPOB, NpPeACTaBeHHble B HeAABHMX UCCNeao-
BaHuAx [Opexos, 2015; MiBaHoBa, bennkoBa, MnbAweHKo,
2016; Badar, Irfan, 2018; Kim Man, Qian Qiu, 2021; Mupo-
ros, 2023].

Tak, UTorn nccnenoBaHMA MNOKa3blBAOT, YTO MOKOMEH-
Yyeckume pasnmyura BCe ele MoryT BbiCTynaTb OCHOBOW cer-
MeHTauun notpebutenen TL, nockonbky onpeaensioT
pasHuUy B UX NOBeAEHYECKMX XapaKTepucTukax (uenu,
YacToTe M MNPOAOCIKUTENBHOCTM NOCELEHUS, NPeanoYTU-
TeNbHbIX KaHanax MoKynoK 1 CTeneHn paurMoHanbHOCTH
LWIOMWHFa), @ TakKe B OTHOLUEeHWM K aTpubytam TL. Yem
MosnoXe KnuneHTbl TLL, Tem 6onee BaxkHOWN Ans HUX ABNAET-
€A GYHKUMA pa3BieyeHnsa 1 BPEMAMNPENPOBOXAEHWS, UTO
obecneunBaet 6onee gnutenbHoe nNpebbiBaHME B TOPro-
BOM LieHTpe. BmecTe ¢ Tem 6onee cTaplume KIneHTbl Me-
Hee SMOLMOHASbHBI U AEMOHCTPUPYIOT BONbLUYID CKMNOH-
HOCTb K pauMOHaNIbHOMY MOBEAEHMIO NPU MOKYMKax,
COKpalLas YacToTy 1 Bpems nokynok B TL.

NHTepeCcHbIM 1M B KaKOW-TO CTENEHM HEeOXUAAHHbIM
pe3ynbTaToM WCCNeAoBaHWA CTano  [OKa3aTenbCTBO,
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UTO reHepHasn PasHULA He MOXET ObITb K/loUueBbIM pak-
TOPOM cermeHTauumn KnueHTtoB TL|, uTO MoKa3biBaeT ee
HefOCTaTOUYHOCTb U BTOPUYHOCTb B KayecTBe aKTo-
pa cermeHTaumn nokynatenen TLL B coBpeMeHHbIX ycno-
BUAX C TOUKU 3PEHUA KaK UX NOBEAEHMA MPU NOKYMKax,
TaK 1 BaXHOCTW aTpunbyTos TL.

Ewle 6onee HeoXMAAHHBIM pe3ybTaToOM CTan TOT $aKT,
YTO HW MOKOEHYECKMEe, HN FeHAepHble pa3fnums He AB-
NAOTCA 3HAYUMBIMU W JIMLIb YaCTUUYHO MOTYT OOBACHUTD
OTHOLLEHWe NoKynaTtesnen K LeHHOCTY WwonwHra. [Npu atom
WUMEHHO LIEHHOCTb LUOMNWHIA, ee YTUAWTApHan 1 refoHu-
CTUYeCcKaa coCTaBnAolMe, ONpesenaT B OCHOBHOM
uenu nocewieHna TLL y 6onbluMHCTBA PECNOHAEHTOB.

He meHee BaXXHO OTMETUTb, UTO YPOBEHDb [JOXOLA TakK-
Xe He onpegenset cneunduKy noBefeHus notpebduTe-
neM, B YaCTHOCTU €ro PaLMOHaNbHOCTb, @ TaKXKe OTHOLLe-
HVe K WONMUHTY 1 aTpmbyTam TLI.

Bce BMecTe 3T0 AeMOHCTpUpYeT 06LLyl0 BTOPUYHOCTb
nemorpaduruecknx GakTopoB CerMmeHTaLuun B YCIOBUSAX,
Korga pblHKW NepexomnaT B CTaAuio 3penocTu, a noTpebu-
Tenu TpebytoT 6onee BbICOKOrO KauecTBa 06CNyKMBaHUA
1 pa3HOOOpPa3HOro NOKYNaTeNnbCKOro onbITa.

B cBA3M C 3TMM MccnefoBaHMe JOKasaso, YTo CoBpe-
MeHHas cermeHTaums nokynatenen TL| fomxHa 6a3upo-
BaTbCA HA Ncmxorpadrueckom Noaxoae, Koraa OCHOBHbIM
baKTOpoM BbICTYNaeT OTHOLIEeHME MOKyrnaTenel K LeH-
HocTu wonwuHra. MNpegnoxeHHas B pabote Tunonorus
noTpebuTenen NPOAEMOHCTPUPOBANa, YTO Takue nepe-
MeHHble, KaK OTHOLLEeHVEe NOTpebuTenein K yTnanTapHon
N refOHNCTUYECKON LLIEHHOCTY LWOMWHIA, a TaKkXKe OLeHKa
UMK BaxkHOCTU aTpmbyToB TL, sBnaowmecs dpakTnyeckm
OTpakeHMem 00pasa »KU3HW NoTpebutenel (Npexae Bce-
ro MX JIMYHOCTHbIX LIEHHOCTEN W MOTPeOHOCTEN), AatoT
Hannyylume pesynbTaThl NPKW KnacTepusauun.

NPAKTUYECKWE PEKOMEHOALUWW ONA MEHEOXXEPOB
TOProBbIX LLEHTPOB

PekomeHpauum pna MeHemKepoB YMpPaBAAOLWMX KOM-
naHuii TLL MOXHO pasgenuTb Ha Age rpynmnbl: obuime
1 YacTHble. ObLmMe peKoMeHAaUUN KacalTca NoaxXoa0B
K cermeHTaumm nokynatenen TL. Cpeaun H1UX oTMeTUM aBe
Haunbornee BaXkHble:

* Mpexae BCero nNpu NpoBefeHNN CErMeHTaL N NoKy-
natenen TL| ob6a3aTenbHO cnepyet 3afencTBOBaTb UX OT-
HOLLEHWe K LLIeHHOCTV WOMWHIa U BaXXHOCTM aTpunbyTos TL,
MOCKOJSIbKY OCHOBHbIMK NpuyMHamu nocewexnsa TL Bce
ele ABNAITCA MNOKYMNKN HeOOXOAMMbIX TOBApPOB U YCYT.
Kpome Toro, kaxablii TL| umeeT cBoto cneunduky n yHu-
KaNbHble XapaKTepUCTKK, KOTOPble MOTYT HaKNaablBaTb
OTMEeYaToK Ha CEerMeHTaLMIO ero KNMeHTOB. B cBA3M € 3TUM
NMOMMMO PACCMOTPEHHBIX B CTaTbe KPUTEPUEB CErMeH-
TauMm CTOMT NCKaTb XapaKTepHble AnA KOHKpeTHoro TL
0Cc06eHHOCTM noTpebuTtenen, xapakrepusywowme nx ob-
pa3 XM3HW 1 CKNaZbIBAOLLYOCA CUCTEMY LIEHHOCTE;

+ COrNMAcHO pe3ynbTaTam WUCCNefoBaHUA MOKOMeHYe-
CKMe pasnuumna CyLecTBEHHO BAVAIOT U OyayT BAWATb

Ha nosefeHWe noTpebutenen npu nokynkax s TL. Cnego-
BaTe/NbHO, perynapHble onpochl NOCeTUTeNen AN BbiAB-
NEHMNA NX NOKONEHYECKNX XapPaKTEPUCTUK 1 NPUOPUTETOB
OCTalOTCA aKTyalbHbIMU MAaPKETUHIOBbIMU 3afja4amMu.

YacTHble pekomMeHaaumn CBsizaHbl ¢ 6onee geTanbHbl-
MU pe3ynbTaTaMn UCCNeOBaHUA U BKIOYAIOT Cleayo-
wee:

* MOCKOSIbKY UYemM Mojioxe noTpebutenn, Tem 60-
nee BaXHbl ANnA HUX QYHKUUM pa3BleyeHnsa n Bpems-
npenpoBoXaeHnsa, uto obecneuyvBaeT ux bonee Anu-
TenbHoe npebbiBaHue B TL|, ynpasnsawowme KomnaHum
AOMKHbI pa3mMeLaTb B TL| 6onblue pa3BreKkaTesbHbIX cep-
BMCOB C OpMEHTaLMen Ha MONOoAbIX NoceTUTenen;

* MOCKOJIbKY YeM CTapLue KJIMEHTbI, TeM 60Jblue OHM
npeanouYnTaoT opnaH-NnoKynku, To B TL AomxHbl ObITb
Mara3uHbl, OPMEHTUPOBAHHbIE CKOpee Ha BO3PaCTHbIX
KJIMEHTOB, YeM Ha MOJIOAEXb, KOTOPAA BCe Yalle CoBep-
LIAeT NOKYMKW B UHTEPHETE;

+ HECMOTPSA Ha TO, UTO reHaep B OONbLUMHCTBE CllyyaeB
He MOXeT ObITb CaMOCTOATESNIbHbIM GAKTOPOM CErMeHTa-
LUK, BCE e OH OKa3blBAaeT 3HaUMMOe BNSHME Ha reflo-
HUCTUYECKYI0 LIeHHOCTb wonuHra. Kpome Toro, »eHwu-
Hbl KaK NOKynaTenu JOMVHUPYIOT KONUYeCTBeHHO (B PO)
N PaBHOMEPHO pacnpegeneHbl BO BCex Knactepax. Mc-
CnefloBaHUe NoOKasasno, UTO OHU, KaK U MY»KUMHbI, paLmo-
HaJIbHbl NPV WOMNWNHIe, HO OAHOBPEMEHHO NPEAbABAAIOT
60nee BbICOKME TPebOBaHUA K €ro reJlOHNCTNYECKON LieH-
HocTu. M uTo eLle 6onee BaXKHO, XKEHLUVHbI NPeabABNAIT
60ree BbicOKUe TPpebOBaHNA K aTprbyTam rurneHbl TL.

3AKNIOYEHUE

B paboTe Mbl NOMbITannChb BbIABUTb, Kak POCCUACKME MNO-
KynaTenn B 3aBUCUMOCTU OT MPUHAZIEXHOCTM K onpeae-
NEHHOMY MOKOJNIEHUIO W TeHAepy BOCMPUHUMAKT LeH-
HOCTb WonuHra u atpubyTol TL nocne 30 net dopmupo-
BaHMA Ky/bTypbl LLOMMWHIa B TOProBbIX LIEHTPax C y4eTom
NOCTNAaHAEMUINHOMO POCTa OHIAMH-MOKYMNOK.

Pe3ynbTaTtbl MCCNefoBaHMA NOKasanu, YTo, HECMOTPA
Ha 3HAUMMOCTb B HEKOTOPbIX CIy4Yasx MOKONEHUYECKUX
N reHepPHbIX XapaKTEPUCTUK, B LIENOM KNAaCTEPHbIN aHa-
nu3 nokynatenen TL npogemMOHCTpMpOBan HEBO3MOX-
HOCTb NPUMEHEHUA K UX CErMEHTaLUN TONIbKO eMOrpa-
dunuecknx nepemeHHbIX (Mo, Bo3pacT, goxon). bonee
3HAYMMbIMU OTINUYUTENBHBIMU OCOBGEHHOCTAMU KnacTe-
POB ABNAITCA Aa)Ke He NMOBeEHYECKME XapaKTEPUCTUKN
noTpebuTtenei, a ncuxorpadryeckme, onpeaensoLmne ux
NNYHBlE LLEHHOCTUN 1 06pa3 XM3HU — B HaleM Ciyyae 3TO
NPOABNAETCA uYepe3 OTHOLEHUE K L@HHOCTW LWOMKWHra
1 BaXKHOCTY Pa3NnYHbIX aTpubyTos TL.

JaHHbIN BbIBOA NO3BOMAET Pa3BUTb 3HaHMA O cneuu-
bvKe cTagum 3penoCcT XM3HEHHOTO LKA pbiHKa. MNepe-
X0l pblHKa B CTaguio 3peNocTU KapauHanbHO MeHAEeT
PbIHOUHYIO CMTYaLUIO, YTO 3aCTaBAET MEHEAXKMEHT KOM-
NaHWN N3MEHNTb MAPKETUHIOBblE CTPATErMM U TaKTUKMU.
B yacTHOCTW, MeHAeTCA cTpaTerna cermeHTaumu, a UMeH-
HO OCYLLEeCTBAAETCA Mepexod OT MeHee MPOABUHYTbIX
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MoaxofoB K 6onee NpofBMHYTLIM (OT Aemorpaduueckon
1 NoBeeHYECKON K Ncnxorpadpurueckon cermeHTaumm).

CywecTBEHHbIM BbIBOLOM ABMAETCA NOATBEPXKAEHME
BaXXHOCTW ANA NoKynatenen yTWanTapHbIX U refOHNCTI-
YECKMX 3M1eMEHTOB LIeHHOCTU LWonuHra. Hawe wnccnepo-
BaHVe MOKa3ano, YTo AOMUHMpYoLLee BGONbLUNHCTBO MOo-
KynaTtenen ckopee pauuOHalnbHbl, YeM SMOLMOHAMbHbI
M CTapaloTCA NOKynaTb TOBapbl, KOTOpPble UM AENCTBM-
TENIbHO HYXHbI. [1nA MeHeaXepoB 3TO O3HAYaeT, uYTo COo3-
JaHune refoHNCTUYECKON LIEHHOCTN OOMKHO CnefoBaTbh
3a HalMyMeMm LEHHOCTU YTUAUTAPHON, HO He HAaobopoT.
Bonee BepHO roBopuTb 0 HEOOXOAUMOCTU cobnoaeHNs
6anaHca B NpefocTaBneHN NPOCTPAHCTBA ANA WOMNWUHIa,
B KOTOPOM J1t0f1 XOTAT NONYYMTb CUMOUO3 YTUAUTAPHON
N reJOHNCTUYECKOW LIeHHOCTEN LWOMUHIA B FrapMOHNY-
HOM COYETaHWUM C TUTVMEHNYECKMU 1 OMbITHBIMU aTprby-
Tamu TOProBoro LeHTpa.

OrpaHnyeHus 1 HanpaB/ieHUa Gyaywmnx nccnenosa-
HUI

B npouecce aHanm3a gaHHbIX Mbl CTONKHYINCH C Ps-
LOM OrpaHMyeHnin HaCTOALLEro nccnegoBaHna. B yactHo-
cTm:

+ BAXXHOCTb Bbl6opa dopmata TLL mnm KoHKpeTHoro
TU: npeanpuvHATasA B MccnegoBaHUM NomnbiTKa yHMBepca-

NM3aunm pesynbTaToB 3a CYET ONpPOCa PeCnoHAEHTOB 6e3
NPUBA3KN K KOHKpPeTHbIM TL 1 K nx dopmatam (paiioH-
HbI/, PErMOHASNIbHBIN WAN CYyNneppernoHasbHbIN) He no-
3BOJNIAET NOJTYUYNTb OAHO3HAUHDIV MONOXMNTENbHbIN OTBET
Ha BOMNPOC: BO BCEX NN CalyYasaXx € pa3Hbimu TL ¢ yueTom
nx popmatos 6yayT cobniopatbca chopMynupoBaHHble
B cTaTbe BbiBOAbl? Kaxpbii dopmat u otaenbHbid TL
MMEET CBOM OCOBEHHOCTM W KOHTEKCT, UTo 0bycnosnu-
BaeT HEOOXOAMMOCTb CneuranbHbIX NCCIefoBaHUA Npu
MPUHATUN KOHKPETHBIX CTPATErMUecKUX pelleHnin B cpe-
pe ynpaBneHus;

+ Bpema ornpoca: B COOTBETCTBUM C METOLOJNIornen
NCCNefoBaHNA PeCNoHAEHTbl OTBEYAIN Ha BOMPOCHI OH-
NaiiH, OCHOBbIBAACb Ha CBOEM OObIUHOM MPOLLIOM OflbiTe
nocetleHns TL, a Takke BCMOMWHaA NOCNeAHUI ONbIT Mo-
XOAa B TOProsbi LEeHTP. B TO e BpemMA BO3MOXHO, YTO
NYYLINM peLleHneM ABNIAETCA ONPOC KIWEHTOB B MecTe
MOKYMOK Cpasy nocsie noceweHna KoHKkpetHoro TL;

« HECMOTPA Ha cobnogeHne TPeboBaHNA PeNpPe3eHTa-
TUBHOCTM BbIGOpKM (531 pecroHAeHT), BO3MOXHO, UTo ee
yBenMyeHme, 0CO6eHHO 3a CUET MY>KUUH 1 MO OTAENbHbIM
BO3PACTHbIM KOropTam, no3soiuio 6bl nonyuntb Gonee
YHUBEpPCaNbHbIE OLEHKW 1 BbIBOAbI. B
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PoJIb MTHANBUAYAJIBHBIX XapaKTePHUCTUK, BOCHPHHUMAaeMBbIX
BBITO/I 1 PUCKOB B OHJIAHH-IIOKYIIKaX JIUIL CTapIIero Bo3pacra

B.B. ®okuHa, A.M. Naxanos
MockoBcKmii rocyfapcTBeHHbI yHBepcuTeT nmeHn M.B. lomoHocoBa, r. Mocksa, PO

AHHOTauuA. TeHAeHUMA CTapeHUA HaceneHna obycnoBnMBaeT HEOOXOAMMOCTb aHanm3a NOBEAEHNA Tak Ha3blBaeMbiX cepe-
6pAHbIX NoTpebuTenein. OfHOW U3 KNOYEBbIX 0COOEHHOCTEN 3TOr0 NOBeAEHUA ABNAETCA HM3KAA FOTOBHOCTb K COBEPLUEHNIO
OHnNanH-NoKynok. CtaTbA NOCBALLEHa OLIEHKe POV UHAMBMAYaANbHbIX XapakTepuUCTUK, BOCMPUHUMAEMbIX BbIFrOf 1 PUCKOB B OH-
nawiH-MOKynKax N ctapluero Bo3pacTa. Metogonoruyeckyto 6asy nccnefoBaHna cocTaBuna KOHLENUMA BOCMPUHMMAEMbIX Bbl-
rof, N pUCKOB. B KauecTBe MeTOAOB MCMONb30BANNCh KaueCTBEHHbIE MHTEPBbIO, KOMMYECTBEHHbIN ONPOC, GaKTOPHBIN aHanu3
1 MOJennpoBaHue CTPYKTYPHBIMU YpaBHeHMAMU. HbopMaLoHHo 6a30i nccnefoBaHmsa NOCyXunm matepurans 10 UHTEpBbIO
1 244 aHKeT noTpebuTeneii B Bo3pacte 50 net u cTaplue. [1o pesynbTaTam aHanm3a BrepBsble BbiABAEHbI 3HAYMMble MPEeANKTOPbI
VHTEPHET-MOKYMNOK POCCUNCKUX NOTpebuTenein ctapliei BO3pacTHOM rpynnbl. Tak, pUCK OLEHKW, NPOWN3BOACTBEHHDIN 1 dUHaH-
COBbI PUCKIN CHUXAIOT BEPOATHOCTb MOKYMOK OHNaiiH, @ pa3Hoobpasie accopTMEHTa NOBbILIAET HaMepeHMe CoBepLUaTh Takune
nokynku B ygywiem. Mpy 3TOM Hanuyre onbiTa NOKYMNOK B MHTEPHETE CHUMXaeT BOCNPUATUE PUCKOB W MOBbIWAET BOCNpuATMe
BbIFOf. 3HAUVIMYIO POJib UrPaIOT U HaBbIKM NMOJIb30BAHWA UHTEPHETOM: YeM OHW fyYLle, TeM Bbllle BEPOATHOCTb OHJANH-MOKYMOK.
Takxe BbISIBNIEHO MOJIOXKUTENIbHOE BAMAHME PasHULbl GUONOrMYECKOro 1 KOrHUTMBHOMO BO3PAacTa: YeM MOJIOXe OLLyLiaeT cebs
VHAVBWA, TEM Bbllle BEPOATHOCTb COBEPLUEHNA NOKYMOK B MHTepHeTe. lMofyyeHHble pe3ynbTaThl NO3BONAIOT OHNANH-pUTeine-
pam CKOppPeKTUPOBaTb MPAKTUKM PaboTbl C MOTPEOUTENAMM CTapLLErO MOKONEHNS.
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Online shopping behaviour of the elderly:

The role of individual characteristics,

perceived benefits and risks

Viktoriya V. Fokina, Aleksandr M. Pakhalov
Lomonosov Moscow State University, Moscow, Russia

Abstract. Inthe context of population aging, it is increasingly important for researchers to analyse the specific behaviour of the
so-called ‘silver consumers;, who, among other things, are quite reluctant to shop online. The study aims to assess the role of indi-
vidual characteristics, perceived benefits and risks on online shopping behaviour of the elderly. Methodologically, the paper relies
on the concept of perceived benefits and risks. Among the research methods used are qualitative interviews, quantitative survey,
factor analysis, and structural equation modelling. The empirical data are obtained from 10 interviews and 244 questionnaires
with consumers aged 50 years or older. The study reveals the significant predictors of older adults’ online purchases in Russia.
So, for example, experience risk, performance risk and financial risk reduce the likelihood of making a purchase online, whereas
variety of assortments stimulates the intention to shop on the Internet in the future. Additionally, experienced online shoppers
are less perceptive to risks and more responsive to benefits. The significance of Internet skills is also proven: the stronger they are,
the higher the likelihood of making a purchase online. They study demonstrates a positive relationship between biological and
cognitive age: the younger an individual feels, the higher the likelihood of making purchases on the Internet. The results obtained
allow online retailers to adjust their practices to the ‘silver’ consumer segment.
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BBEOEHUE

CrapeHue HaceneHws, nof KOTOPbIM MOHWMAETCA YBe-
fMYeHne JONW Nl CTapluero Bo3pacTta' B obuein unc-
NEHHOCTM HaceneHus, ABMAETCA OAHOW W3 KIHYeBbIX
Jemorpadpuyeckux TeHAEHUNA B MHAYCTPUASNIbHbIX U No-
CTVHIYCTPUANbHBIX CTPaHax, K YMCy KOTOPbIX OTHOCUT-
ca n Poccna [Gietel-Basten et al.,, 2020]. C Touku 3peHus
MapKeTosIoroB, Nnua CTapLiero Bo3pacra NpeacTaBnanoT
coboln OTAENbHYI0 — XOTA U AOCTaTOYHO reTEPOreHHy —
rpynny «cepebpaHbix noTpebutenei» co cBOMMM 3anpo-
camy, MOTPEOHOCTAMM N OCOBEHHOCTAMK MNOBedeHUs
[Thompson, Thompson, 2009; LLiepewesa, BannutoBa, be-
pes3ka, 2017].

B kauecTBe ofgHOI U3 0COOGEHHOCTEN MOBeAeHUA «Ce-
pebpsAHbIX MoTpebutenen» TPAAULMOHHO paccMaTpu-
BAEeTCA MX HM3KasA FOTOBHOCTb K UCMONb30BaHNI0 HOBbIX
TEXHOSIOMNI, B TOM UYNCNIE CEPBUCOB INEKTPOHHON KOM-
mepumu [Rybaczewska, Sparks, 2022]. C yyetom 3TOro
MHOTrMe MPaKTUKYIOLWe MapKeTONori 1 akaileMmyeckme
nccnepgosatenu [Lian, Yen, 2014] He cunTanu peneBaHT-
HbIM A1 CTapLIero NOKOSIEHUA OAMH M3 Hamboree 3a-
METHbIX MApPKETWMHIOBbIX TPEHAOB — CMeLleHue noTpe-
OUTENbCKIX MPEANOYTEHNI B MOJb3Y OHJANH-MIOKYMOK?
[Srivastava, Thaichon, 2023].

Crtyauma msmeHmnnacb c Hayanom naHgemmm COVID-19,
OKa3aBlUeicA 0cobeHHO OoMmacHoOW Ana nuu CTapluero
BO3pacTa. BbiCOKMe pucky 3apaeHua W BBEAEHHble
BO MHOTMX CTPaHax PexuMbl CaMOU30NALMM 3aCTaBUIn
«cepebpaAHbIX MoTpebuteneli» akTWBHee WCMOb30BaTh
OHnalH-marasuHbl [Rybaczewska, Sparks, 2022; Yap et al.,
2022]. B ctpaHax EBpocoto3a fona nHTepHeT-nonb3oBaTe-
neu B Bo3pacTe 55-74 neT, coBepLIAOLLMX OHAANH-NOKYM-
KU, Bblpocna3aBaroganaHgemmmHa7 % -c53%s2019r.
0060 % B 2021 1.3, a B Poccum 3HaueHme aHanormuyHoro no-
Ka3zaTena A Bo3pacTHoW rpynnbl 50 feT 1 6onee BbIpOC-
nosaTtexepaBarogaHa8,6%-c24,7%82019r.0033,3%
B 2021 r.* OgHAKo roBOpUTb O nepexoae «cepebpsAHbIX
noTpebutene» B OHNaH ObINO NPEXAEBPEMEHHO: HEKO-
TOpble NPOBOAMMbIE B NEPUOA NaHAEMUUN NCCNeA0BaHNA
MOKa3blBaNv »KefaHme pecrioHAeHTOB CTapluero Bo3pac-
Ta OTKa3aTbCA OT OHJMIAMH-TIOKYNOK NO Mepe CHUMXEHUA
anuaemmonornyeckux puckos [Hansson, Holmberg, Post,
2022]. B 2022 r. Ha $OHe CHATUA BONbLUMHCTBA OrPaHNYN-
TeNbHbIX Mep JoNA «cepebpAHbIX» OHNaNH-NOKynaTenen
B EBpocotose BnepBble cHu3mnaco (Ha 1 %). B Poccun poct
JONV OHNarH-NoKynaTenen crapwero Bo3pacta npo-

' MogxoAbl K oOnpegeneHwio rpaHuL CTaplien Bo3pacT-
How rpynnbl Bapbupytotca [Lepewesa, Banutosa, bepeska, 2017],
OfHaKO MUHMManbHbIV «NOPOT BXOAa» cocTaBnaeT 50 net [Szmigin,
Carrigan, 2001; Lian, Yen, 2014]. B gaHHO cTaTbe nog nuuamu ctap-
Lero Bo3pacTa NOHMMaIOTCA Nioan B Bo3pacTe 50 1 6onee net.

2o OHNANH-MIOKYMKaMM B CTaTbe MOHUMAIOTCA MOKYMKY TOBa-
POB WK yCNyT, OCyLlecTBsieMble Yepes bpaysep, MobubHoOe nNpu-
NOXEHVE WK UHYIO TOUKY BXOZa B UHTEPHET.

3 Eurostat statistics explained. https://ec.europa.eu/eurostat/
statistics-explained/index.php?title=E-commerce_statistics_for_
individuals.

4Poccrar. https://rosstat.gov.ru/folder/13877.

ponmxmnca n B 2022 r. (Ha 4,6 %), npy 3Tom Kak B EBpone,
Tak 1 B PO ypoBeHb BOBNEUEHHOCTU «CepebpsHbIX Mo-
TpebuTtenen» B OHNANH-NOKYNKN OCTaNICA 3aMETHO HIKe
Mo CpaBHeHWIO ¢ 6onee MONOALIMU BO3PACTHLIMK TPYN-
namu.

Jaxe B ycnoBusAX 3aBeplieHMA NaHOAemMun npusne-
YyeHMe nuL CTapllero Bo3pacTa K OHMaNH-MOKYyMNKam
OCTaeTCA akTyanbHOW 3afayen Kak C KOMMepUeCcKkon, Tak
N C coumanbHOM ToukK 3peHmnsa. C no3numm 6rusHec-nH-
TepecoB KOMMNaHWUn PO3HUYHOW OHTANH-TOProBAN Npes-
CTAaBUTENU CTapLUEro NoKosieHna 06pasyioT JOCTAaTOYHO
60NbLIOI 1N NPUBNEKATESNIbHbIN CEFMEHT NOTEHLNANbHOM
ayaoutopuu [Lian, Yen, 2014; lepewesa, BanutoBa, be-
pe3ka, 2017]. CkBO3b NpU3My O6LLECTBEHHbIX UHTEpe-
COB COBEPLLUEHVE OHMANH-MOKYMOK NO3BONAET NOBbICUTb
KauyecTBO KM3HW NN, CTaplero Bo3pacTa, MMeLmnx
npobnembl co 340pOBbEM M MO6UABbHOCTLIO [Bezirgani,
Lachapelle, 2021; Yap et al., 2022], a Tak»e CHATb YacTb
MOBCEHEBHbIX 3afja4 C YIEHOB KX CEMEN, MOMOratLLUX
1M B 6bITOBbIX Bonpocax [lepewesa, KanmbikoBa, Kon-
koBa, 2015].

Llenblo mccnepoBaHuA ABNAETCA KONMYECTBEHHAA
OLeHKa BNMAHUA BOCMPUHUMAEMbIX BbIrOf, PWCKOB
1 UHAMBUAYaNbHbIX XapakTepUCTUK Ha OHNANH-MOKYNKN
npegcTaBuTenen ctaplero sospacta B Poccun. [ina go-
CTVPKEHUA MOCTaBIEHHON Lieny nocnefoBaTeNbHO pella-
l0TCA cnefyloLye 3afaum:

* Ha OCHOBeE aHasr3a MeXXAyHapOaHbIX MCCNeoBaHMN
N Cepun UHTEPBbIO CPOPMYNMPOBATL FUMOTE3bI O BUA-
HUN Pa3NiMuHbIX GaKTOPOB Ha MOBeAEHMe NInL CTapLluero
BO3pacTa Npuv OHNANH-MOKYMKax;

+ Ha 6a3e KoNMYeCTBEHHOTO MOAENUPOBAHNA BbIABUTD
3HauYMMble NPeaNKTOPbI (BbIroAbl, PUCKA U MHANBULYASIb-
Hble XapaKTepPUCTUKM) OHMANH-MOKYMNOK POCCUNCKMX MO-
TpebuTtenen cTapLiero Bo3pacTa;

* NPEfNoXMTb YNpaB/ieHYecKne pelleHnsa ana Komna-
HUN PO3HMYHOW TOProBAW, HALEIEHHbIE Ha MOBbILWEHNe
NPUBNEKATENBHOCTU 1 YAOOCTBA OHMANH-MOKYNOK AnA
noTpebuTeneii cTapLuei BO3PaCcTHOW FPyMmbl.

B Poccumn po HactoAwero moMeHTa He 6binv ony6nm-
KOBaHbl HayuyHble CTaTby, Uccnepyowme cneynduky no-
BefleHMA noTpebrTenen cTapllero Bo3pacTta B npoLecce
OHMalH-NoKynokK. Mmelowmeca pabotbl nnbo Kacatotca
noTpPebnTeNbCKOrO MOBEAEHNA fNL, CTapllero BO3pac-
Ta B Uenom, He GoKycmpyAacb Ha 0COBEHHOCTAX OHMAIH-
nokynok [lLlepewesa, BanutoBa, bepeska, 2017], nn6o
paccMaTpUBAOT WMPOKUIA CNEKTP acnekToB KX noBefe-
HVA B OHNalH-Cpefe, MUHMMANbHO 3aTparveBas B 3TOM
KOHTEKCTEe MOKYMKM B OHNaliH-MarasvHax [Anekceesa
n gp., 2019]. BmecTte ¢ Tem BBUAY Pasnuuuin B KynbType,
MeHTanuTeTe, TEXHONOMUAX U B Uiy Apyrux $GakTopos
Ha KaX[OM PbIHKe CYLIeCTBYIOT CBOW OCOGEHHOCTU MO-
TpebuTenbCcKoro noeedeHus B OHManH-cpefe [Stafford,
Turan, Raisinghani, 2004] - norMYHO NPEANONOXKNTb, UTO
3TO Kacaetca U cneuuduKy NoBefeHUA AWl CTapluero
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BO3pacTa B paMKax OHNarH-NOKYMNOK. IMMMprYecKoe
BblAiBIEHNe (aAKTOPOB, CTUMYAMPYIOWNX U OrpaHNYMBa-
IOWKMX COBepLUEHMNE OHNMAMH-MOKYMNOK POCCUNCKUMA MO-
Tpebutenamu cTapliero BO3pacTta, UMeeT CyLLecTBEHHOe
NPaKTUYeCcKoe 3HauYeHNe AN y4aCTHUKOB PbIHKA PO3HUY-
HOW TOProBnu, NPOGUNbHLIX HEKOMMEPUYECKMX OpraHn3a-
LM Y rOCYJapCTBEHHbBIX OPraHoB.

OB30P JIUTEPATYPbI U TUMOTE3bl UCCJIEQOBAHNA
MoTpebutenbckre pelleHns, B TOM uncsie peleHns ob
OHMaWH-MOKYMKax SNl CTapLlIero BO3pacTa, NpUHUMatT-
Csi oA BO3AEeNCTBMEM BOCMPUHMMAEMBIX BbIFOf 11 PUCKOB.
B KOHTEKCTe NprobpeTeHnsa TOBapoOB 1 ycnyr B MIHTepHe-
Te [Bhatnagar, Ghose, 2004] nog BocnprHYMaemMbIMU pu-
CKaMM NMOHUMAETCA «CYObeKTUBHOE BOCMpUATME MOTpe-
6rTenem MoTeHUMaNbHbIX MOTEPb OT OHMANH-MOKYMOK,
a noa BOCNPUHUMAEMbIMU BbIFOfaMU — «CyOBbEKTUBHaSA,
ollylaeman noKyrnaTenem MONe3HOCTb OT OHJMANH-Mo-
Kyrnok». BocnpuHumaemble Bbirogbl U pPUCKW, onpege-
nAaLWmMe BOCNPUHNMAEMYID LIEHHOCTb TEXHOMOTUU, Bbl-
CTYNaT NPefMKTOPaMMU ydyacTA B OHNAMH-NOKYMNKax
nuy, ctapuwero Bo3pacta [McCloskey, 2006; Kwon, Noh,
2010]. Hapagy c 3Tum BO34eiCcTBOBaTb Ha pelieHna 06
OHMAMH-MOKYMNKaX MOXeT WWPOKNIA CNeKTp WHAMBUAY-
aNbHbIX XapaKTePUCTUK NoTpebutens.

BocnpuHumaemble BbIrogbl OHNANH-NMOKYMNOK

Beuay OTCYTCTBMA BPEMEHHbIX U MPOCTPAHCTBEH-
HbIX OrpaHWYeHUin ypobCTBO ONpeaenseTcs Kak OfgHo
M3 OCHOBHbIX MPEMMYLLEeCTB OHManH-wonuHra [Kwon,
Noh, 2010; Clemes, Gan, Zhang, 2014]. lononHuTenbHoO
BbIENIATCA WNPOTA aCCOPTUMEHTA U SKOHOMUA 3aTpaT
Kak GpaKTopbl, OKa3blBaloLWMeE 3HAUYMMOE MONTOXKNUTESIbHOE
BNMAHME HA OHNanH-nokynku [Bhatnagar, Ghose, 2004;
Forsythe et al., 2006; Kwon, Noh, 2010; Adnan, 2014]. Tak,
Mo pe3ynbTatam, NpeacTaBneHHbIM B pabote [Clemes, Gan,
Zhang, 2014], ysepeHHOCTb NOTpebuTenein B BOSMOXHO-
CTU NPUOBPETEHNA B MHTEPHETE TOBAPOB, HELOCTYMHbIX
B JIOKasIbHbIX TOProBbIX TOYKAX, 3HAYMMO MONOXNTENb-
HO CBfi3aHa C OHNAMH-MOKYNKaMMu.

HekoTopble aBTOpPbI AOMONHWTENIBHO BbIAENAOT Hey-
TUAUTAPHOE NPEUMYLLECTBO NOKYMNOK B BUAE refjOHNCTY-
yeckon Bbirogpl [Forsythe et al., 2006], ogHako BnnAHUe
faHHOro dakTopa Ha OHMAMH-MOKYMKM MNOATBEPXKAAET-
€A He Bcerpa. B pabote [Adnan, 2014] ycTaHOBNEHO, YTO
B OT/IMUME OT YTUANTAPHBIX BbIFOL YAOBONLCTBUE HE AB-
NAETCA 3HAYMMbIM HAKTOPOM OHJANH-MOKYMOK XKUTenen
MakncTtaHa. He nogreepannach rmnotesa o CBA3N refoHu-
CTMYECKOW BbIrofbl C OHMAMH-MOKYNKaMm1 1 B UccefoBa-
Hum [Kwon, Noh, 2010]: BinsHne gaHHoro ¢pakTopa Ha Ha-
MepeHMe NCMOob30BaTh MHTEPHET AN MOKYMKM Ofexabl
0Ka3anocb He3HauMMbIM. Takxke He NoATBEPAMUNACh rUno-
Te3a 0 BAMAHUM yobCTBa.

Mo pe3ynbraTam NPOBELEHHOrO aHaM3a Mbl Bblgenu-
NN cnefyolme acnekTbl BOCMPUHMMAEMbIX BbIFOA;:

* YAOOCTBO — SKOHOMMUA BPEMEHU U YCUAWIA, 3aTpayu-
BaeMbIX Ha MOKYMKY TOBapa, OTCYTCTBME NPOCTPAHCTBEH-

HbIX W BPEMEHHbIX OrPaHWYEeHW M Hanuume JOCTyna
K uHdopmaLMm o ToBape AJA AeTasIbHOro U3yYeHus;

* pa3HoOOpa3ne aCCOPTMMEHTA — BO3MOXXHOCTb BblOO-
pa ToBapa 13 MHOXeCTBa Onuuii;

* reJIOHNCTNYECKanA Bbiroga — MoOnyyYeHue YOoBOJb-
CTBWA OT NMOKYMOK B HTEPHETE;

+ DKOHOMMSA 3aTPaT — BO3MOXHOCTb Bblbopa 6onee Bbl-
rOAHOro LIeHOBOIO NpeanoXeHus.

AHanns nutepatypbl B chepe BOCMPUHMMAEMDIX Bbl-
rof OHMalH-MOKYNOK no3BonseT chopMynupoBaTb cie-
Ayiolme runoTesbl:

H1.1: yno6cTBO NONOXNTENBHO BAMAET HA OHMalH-MO-
KyMKy NnL CTapLIero Bo3pacTa;

H1.2: pa3Hoobpa3ue accopTUMeHTa MONOXWUTENbHO
B/IAET Ha OHNANH-MOKYMKM NULL CTapLUIEro BO3pacTa;

H1.3: repoHncTMyeckaa Bbirofa ABNAETCA HE3HAuun-
MbIM (AKTOPOM OHMAMH-NMOKYMOK POCCUIACKMX NOTPebu-
Tenen cTapluero BO3pacTa;

H1.4: sKkoHOMWMA 3aTpaT NONOXKUTENIbHO BAUAET Ha OH-
NanH-MOKYMNKM NULL CTapLUero Bo3pacTa.

BocnpuHumaemble pUCKU OHNAMH-NOKYNOK

[ToMMMO BbIrOA4 B YCNOBUAX OHMAWH-MOKYMNOK MO-
Tpebutenu TakKe CTa/IKMBAlOTCA C pucKamu. B ogHom
13 Hanbonee paHHMX UCCNIeAOBaHNIA OHMAMH-NOBeAeHNA
noTpebuTenen cTapliero Bospacrta 6bl10 NOKas3aHo, uYTo
HeKoTopble PECNOHAEHTbl OLEHUBAKOT OHJAMH-LLOMMHT
Kak He6e30MacHbIN 1 CONPAMXeHHbIN CO MHOXECTBOM PU-
ckoB [Hilt, Lipschultz, 2004].

OpHUMK 13 Hanbonee NCCNeAOBaHHbIX PUCKOB ABMA-
loTcA NpoaykToBbIl U ¢uHaHcoBbIN [Bhatnagar, Ghose,
2004; Kwon, Noh, 2010]. B pa6bote [Kwon, Noh, 2010] ge-
NaeTcs BblBOA, UTO GUHAHCOBBIV PUCK, CBA3AHHDBINA C OH-
NanH-TPaH3aKUMAMYK, HEraTUBHO BAIMAET Ha HamepeHwne
noTpebuTenei NOKynaTb OAEXAY OHMANH, OfHAKO BeNu-
UMHa BAVAHUA OKa3blBAETCA CPABHUTENbHO HeOONbLUOMN.
[MnoTe3a e 0 BO3OeNCTBMM NPOAYKTOBOrO pUCKa B UC-
CnefjoBaHUN He NOATBEPKAAETCA.

Takxe yuyeHble Hepefko BbIAENAT NPOW3BOACTBEH-
HbIi PUCK N PUCK KOoHOUuaeHUManbHocTU. Tak, B pabo-
Te [Bhatti, Ur Rehman, 2020] 6b110 BbIABIEHO, UTO PUCK
KOHMAEHUMANbHOCTU OTPULATENbHO BAUAET Ha MOKY-
naTtenbCckoe MnoBedeHue Mpu OHMaMH-WwonuHre. AHano-
rMYHO, No pesynbtatam nccnegosaHusa [McCloskey, 2006],
O[HOW U3 MPUYMH HeJoBepus NML, CTapluero Bo3pacTa
K OHNaMH-MOKYMNKaMm BbICTYNaloT COMHEHNA B 3aluTe nep-
COHanbHbIX AaHHbIX. Kpome Toro, BbIACHUAOChH, YTO MPO-
M3BOACTBEHHBIN PUCK, BKIKYaOWMIA Heyaobctea npu
odopmneHnI 3aKasa 1 3aepPXKKK C NoNyYeHem ToBapa,
TaKkXKe OTpuvLaTeNlbHO CBA3aH C HAMEpPEeHMeM CoBepLUaTh
oHnaiH-nokyrnku [Forsythe et al., 2006].

Mpn paccMOTPEHUN OHNANH-MOKYNOK Heo6XxonMMOo
YyunTbIBaTb U coumnanbHbiii puck. CornacHo pesynbTaTtam
[Doolin et al., 2005], notpebutenu, npugawowne 60sb-
Woe 3HayeHue MoTepe COUMANbHOro B3aMMOAENCTBUS,
C MeHblLel BEPOATHOCTbIO COBEPLLAIOT MOKYNKN OHMAMH.
B wBepckom uccnefoBaHuy, NpoBeJeHHOM Ha MyKe NaH-
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pemum [Hansson, Holmberg, Post, 2022], pecnoHaeHTbl
OTMeYanu HeXBaTKy COLManbHOro B3aUMOZENCTBUA B Ka-
yecTBe HeraTMBHOW CTOPOHbI OHANH-MOKYMOK.

Takum 06pa3om, K BOCMPYHMMAEMbIM PUCKaM Hanbo-
nee yacTo [Srivastava, Thaichon, 2023] oTHocAT:

* MPOAYKTOBbIA PUCK — PUCK BbIGOpA HENPUIOAHOrO
TOBapa, BO3HUKHOBEHWA NPO6NIEM C KAUeCTBOM WS HECO-
BnageHna GakTMUECKNX XapaKTePUCTIK C 3aABNEHHbIMY;

+ QMHAHCOBBIN PUCK — PUCK PMHAHCOBBIX NMOTEPb BBM-
[y MOLUEeHHUYeCcTBa UNK Hebe30NacHOCTW NnaTeXxe;

* MPOV3BOACTBEHHLIN PUCK — PUCK BO3HMKHOBE-
HUA CNOXHOCTEN UK 3afepXKeK NPy NCNONb30BaHNN Cal-
Ta, 0bOPMNIEHUN 3aKa3a NI JOCTaBKeE;

* PUCK KOHOUAEHLMANbHOCTU — PUCK MOTEPU Mepco-
HanbHOM MHbOPMaLMK UK ee HECAHKLUOHUPOBAHHOIO
MONyYeHUA TPETbUMU UL AMK;

* COLUMANbHBIA PUCK — PUCK HEXBATKM COLMANbHOro
B3aMMOAENCTBMA U NEPCOHANbHOrO KOHTAaKTa Npu ocy-
LeCTBNEHNMW NOKYMOK OHNAWH.

Mo pe3ynbtatam aHanvsa Ans NPOBEPKW BblABUraloT-
CA cnepyoLwme runoTesbl:

H2.1: npon3BoACTBEHHDbIN PUCK OTPULATENIbHO BANA-
€T Ha OHNaMH-NOKYNKW ML, CTapLUIero BO3pacTa;

H2.2: puck KoHbMAEHUMANbHOCTU OTPULATENBHO
B/IMAET Ha OHNAWMH-MOKYMKM NnL, CTapLUIEro BO3pacTa;

H2.3: ¢nHaHCOBbIN pUCK OTprLATENIBHO BIUSET Ha OH-
NavH-NOKYNKK NNL, CTapLUIero BO3pacTa;

H2.4: coumanbHbIn pUCK OTPULATENIbHO BANAET Ha OH-
NavH-NOKYNKW NNL, CTapLUIero BO3pacTa;

H2.5: npoaykToBbli PWUCK OTpULATENbHO BAWAET
Ha OHNalH-NOKYNKM NUL, CTapLuero Bo3pacTa.

WHanBugyanbHble XapaKTepucTukn

MockonbKy cTapluaa BO3pacTHaA rpynna ABnseT-
cA reteporeHHon [LLepeweBa, BanutoBa, bepeska, 2017],
BXOZALUME B HEE MHAUBUABI HEPEOKO OTAMYatoTCA no ¢pu-
31YeCKUM, COUMANbHO-AeMOrpadnyeckum M MHbIM Xa-
PaKTepuCTMKaM, KOTopble HeOBXOAMMO yuuTbIBaThb. TaK,
COrnacHo pesynbTatam uccnepoBaHua [Swinyard, Smith,
2003], Te, KTO NOKYyMatloT OHMalH, 06bIYHO MOJIOXe, obpa-
30BaHHee 1 UMetoT 6os1ee BbICOKMI YPOBEHb KOMMbLOTEP-
HOWM FPaMOTHOCTY B CPAaBHEHWM C TEMU, KTO He MOonb3yeT-
CA CcepBUcamMu 4N1A OHNANH-NOKYNoK. B pabote [Van Slyke,
Comunale, Belanger, 2002] 6bin1 BbifBAEHbI pa3nnyms
MO NONY: >XEHLUMHbI YaLle NMOCeLAT CalTbl, HO MY>KUMHDI
yalle COBepLAKT OHMNANH-NMOKYMNKWU. Tem He MeHee BO3-
MOHbI VHble pe3ynbTaTbl B APYrMX KyNbTYpPHbIX YCIOBU-
Ax [Stafford, Turan, Raisinghani, 2004]. B koHTekcTe poc-
CUIACKOIO CermeHTa NOXWUibIx NoTpebuTenei No AaHHLIM
3a 2022 r.! XeHwWWHbI B BO3pacTe cTaplue 50 net vaule
MCNOMb3YIOT UHTEPHET ANA NOKYNOK TOBAPOB WU YCHYT,
yemM MyXXUVHbI.

BocnpuATtue BbIrog U pUCKOB MOXET OblTb CBA3aHO
M C onblToM paboTbl C MHPOPMALMOHHBIMU TEXHOMO-
rmamMu. Tak, NoKynaTenu, yBepeHHble B CBOMX HaBblKax
N He ucnbiTbiBalOWMe JMckomdpopTa NpU UCMONb30-

TPoccrar. https://rosstat.gov.ru/folder/13877.

BaHWM KOMMblOTEPa, C 6osbluell BEPOATHOCTbIO OyayT
3aHMMATbCA CPaBHUTENbHBIM WOMNMHIom [lyer, Eastman,
2006]. Takxe, cornacHo pe3ynbtatam [Doolin et al., 2005;
Kwon, Noh, 2010], npnobpeTeHne noTpebuTenbckoro
onbiTa B UHTEPHETe CNOCO6CTBYET BOCMpUATMIO GonbLue-
FO YKCNA BbIFOJ U MEHbLLErO KONMYECTBA PUCKOB OHMAIH-
LIOMKHra.

Bo3pacT Takxe MOXET OKa3blBaTb BIMAHME Ha UCMOMb-
30BaHNe CEPBUCOB NIEKTPOHHONW KomMMepumn. B paboTe
[McCloskey, 2006] Ha Bbi6bopKke WHAMBMAOB B BO3pac-
Te 52-87 net 6bIN0 BbIABNEHO, YTO 6osee 3penble npea-
CTaBUTENN CTaplen BO3PacTHOM rPynnbl C MeHbLUen
BEPOATHOCTbIO rOTOBbI MOKYNaTb OHNaWH. TeM He MeHee
HepeaKko CTapllas aygutopus olyliaeT ceba Moroxe
baKTyeckoro Bo3pacTa, UTo CBUAETENLCTBYET O HEO6XO-
AMMOCTY yJyeTa 1 KOTHUTUBHOFO Bo3pacTa. B uactHocTw,
no pe3ynbTaTtaM UCCefoBaHNA MOBEAEHNA POCCUNCKIMX
noTpebutenen B Bo3pacte cTtapwe 50 net [LWepelwesa,
BanutoBa, bepeska, 2017] 6bif0 BbIABNEHO, UTO MCMXO-
NOrnYecKknini BO3pacT B 6OJbLUEN CTEMEHN CBA3AH C pas-
ANYMAMU B NOTPeOUTENBCKMX pelleHnsax. Ecim yenosek
oulylaet cebs MONOJO M CaMOCTOATENIbHO MPUHUMAET
noTpebuTenbckme pelleHns, TO OH MOXET B 6osblueit cTe-
NeHW BbITb CKIIOHEH K OHNaMH-NOKYMNKam, YeM ero poBec-
HUK, olylaowmin ceba ctaplue. KOrHUTVBHbIA BO3pacT
MPW 3TOM OCTAeTCA HefOCTaTOYHO MCCIefOBaHHbIM dak-
TOPOM NoBefeHNA «cepebpsaHbIX NOTpebuTenen»: B 60/b-
WMHCTBe PaboT MCNONb3yeTca TONbKO GUOMOrMYecKnin
BO3pacT.

Kpome Toro, cnegyetr npuHMMaTb BO BHMMaHMWe
N 0COOGEHHOCTYN, CBA3aHHble CO CTApEeHMEM OpraHu3Mma
[Bezirgani, Lachapelle, 2021; Wu, Song, 2021]. Bcneg-
CTBUE NMEIOLLNXCA OFPaHNYEHU No 340POBbIO, a TaK-
e HM3KOro YPOBHA HaBbIKOB MONb30BaHNA MHTepHe-
TOM YacTb JiML CTapLIero Bo3pacTa MOryT COBepLIaTh
MOKYMNKWU C MNpuBReYeHNEM ONIN3KOrO OKPYKeHUA
[Kuoppamadki, Taipale, Wilska, 2017]. Mo pe3ynbratam
nccneposanua [Johnson, MclLeod, 2017], 6onee nono-
BVHbI rpaxkgaH KaHagbl B Bo3pacTe ctapwe 65 net ume-
NN CNOXKHOCTW C MOKYNKaMy NPOJYKTOB MUTaHWA BBUZY
npo6nem MOBUNBHOCTH, UTO TPeOOBAIO UCMOJIb30BAHUA
BCMOMOraTeNbHbIX CPEACTB ANA XO4bObl UAU MOMOLLM
BO BpemA MOKYMokK. [pyrMMu KaHagcKMmy aBTOpamu
[Bezirgani, Lachapelle, 2021] 6bino BbISIBNEHO, YTO MO-
Xunble noan ¢ 6onblieil BEPOATHOCTbIO obpallatoTca
K OHNarH-MOKYMKam MPOAYKTOB MpW Hanuuuu npo-
6nemMm C MOABMXKHOCTBbIO U MONIOXKUTENIbHOIO OMbITa
TaKMX MOKYNOK paHee. AHanornyHolii Boieog 6bin no-
NyyeH B HefaBHEM KONMYECTBEHHOM MCC/iefoBaHUu,
nposeaeHHoM B Manansun [Yap et al., 2022].

Ha ocHoBaHUW M3N0XKEHHOrO BbIABUIAOTCA Cleay-
lolme rmnoTesbl O BANAHUN NHAMBUAYANbHbIX XapaK-
TEPUCTVK Ha OHMANH-MOKYMNKU:

H3: KeHwWMHbI cTapliero Bo3pacTa, NpoXMBaloLyue
B Poccun, 3HauMMo yalle NOKynaT OHManH, Yem MyXKun-
Hbl;
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H4: xopolme HaBbIKU NONb30BaHNA UHTEPHETOM MO-
NOXMTESIbHO BAWAIOT Ha OHNANH-NOKYNKN «CepebpsaHbIX
noTpebuteneny;

H5: «cepebpaHble NoTpebuTenn», owyuaolwme ceba
Mosioxe (aKTMUecKoro BO3pacTa, yalle MOKyMaloT OH-
NaunH;

H6: TpygHOCTM npu xopbbe MONOXWTENIBHO BAWAKOT
Ha OHNalH-NOKYNKM NUL, CTapLUero BO3pacTa;

H7: nomoLlb co CTOPOHbI OKPYXXEHUA MONOXKNUTENBHO
BNIMAET Ha OHNAWMH-NOKYMKM NnL, CTapLUIero Bo3pacTa.

KAYECTBEHHOE UCCNEQOBAHWE: AUN3AIAH U PE3YJIBTATDI
Mepen TecTMpoBaHWEM BbIABUHYTbIX FMMNOTE3 ANA W3-
yyeHus NoBefeHNA NuL, CTapLiero Bo3pacta B obnactu
OHNaH- 1 odnaiH-NoKyNnoK 6blNO pelleHo NPOoBeCTU
KaueCTBEHHbIE MHTEPBbIO MO efVMHOMY pa3paboTaHHO-
My rangy. B ponu pecnongeHTtoB Bbictynunu 10 nHAnBU-
[oB B Bo3pacTe 51-75 net n3 Mocksbl, CaHKT-leTepbypra,
Camapbl 1 KanvHuHrpagckomn obnactu. YuactHUKU pekpy-
TUPOBANUCb HAa JOBPOBOSILHON OCHOBE METOAOM CHEX-
HOro Koma. KntoueBbiM KpuTepmem oT60pa Y4acTHUKOB
6b171 BO3pacT — cTapue 50 ner.

MpenmyLLecTBeHHO YUYaCTHUKM camocToATeNb-
HO COBEpLLAIOT MOKYMKWN B MOBCEAHEBHOM XM3HW (7 13 10
YUYaCTHMKOB). He BCe yYaCTHWMKM MMEIOT CaMOCTOATESb-
HbI OMbIT OHMANH-MOKYMOK, HO CTaIKMBAIOTCA C 3aKa3amu
yepes 6nu3kux (4 n3 10 yyactHukoB). bonee Toro, 2 pe-
cnoHAeHTa (M3 6 CamOCTOATENBHO NOKYMALWMX OHNANH)
OTMEYAloT, UTO NepBble MOKYMKW OCYLIEeCTBAAANCL NOj
«MPUCTANIbHbIM HaA30POM» BHYKOB unu aetei. o ypos-
HIO BNlafileHnA yCTPONCTBaMM C BbIXOJOM B MHTEPHET yalle
YKa3blBaeTCA CpefHui ypoBeHb 1 HuXe (7 n3 10 pecnoH-
JIeHTOB).

YJaCTHWKM MHTEPBbIO OTMEYAIOT, YTO OHMTAMH-MOKYNKK
HepenKo CBA3aHbl C NPUobpeTeEHEM TOBAPOB, KOTOpble
HefJoCTYMHbI B opnanH-marasuHax (5 n3 10 yuyacTHUKOB):
«lokynato oHnatiH mo, Ymo HedoCMYNHO 8 MA2A3UHAX,
ec/Iu Hem accopmumeHma.

Ewe ognH motvB — 6ofee BbIrogHOE LIEHOBOE Npej-
NOXeHue B HTepHeTe, pakTop LeHbl 0603HaumMmM 6 u3 10
YUYaCTHUKOB WHTEPBbIO: «Pewun nonpobosame Kynume
OH/IAUH, MAK KAk 2080pu/iu, YmMo 8 UHMepHeme yeHol no-
Oeuwiessiex.

TakrKe ynomurHaeTca sKoHoMKA BpemeHu (2 u3 10 yyacT-
HVKOB): «bblgdem umo-mo Haoo, 3axkasbigaewlb, U 6bicMpo
npugo3sam oomodi».

Mpy OHNanMH-NOKyNKax Ba)XHO MMeETb BO3MOXHOCTb
BXXMBYIO OLI€HUTb TOBAp 1 €ro KauecTBO Nepes ero noKyn-
KOW, uToBbl CHU3WUTb NPOAYKTOBLIN pucK (6 13 10 yyact-
HWUKOB): «ECMb makas npakmuka cHa4yana nocMompeme
8>XKU8YI0, NOWyNnams pykamu, d NOMOM yxe 3aKa3dmby.

Byoyun 06ecnoKoeHHbIMU GUHAHCOBBIM  PUCKOM,
B VIHTEPHETE YYaCTHUKN UHTEPBbLIO Yalle CMOTPAT Men-
Kue HeloporocToALymMe TOBapbl 1 OMacarTca Aenatb 3a-
Ka3bl Ha 6osbLime cymmbl (4 13 10 yyacTHUKOBY): «[Tokynato
Mesi04esKy, 3aKa3bl Ha 60/IbLUIUE CYyMMbI He 0enaio».

OTmeuaeTcs, uTo CNOCOo6 onnaTbl UMEET 3HaYeHNE: Ha-
nnuve npeponnaTtbl MOXET OCTaHaBNUBaTb OT MOKYMKMU,
npeanouTMTenbHee onnata no ¢akty (7 u3 10 yyacTHu-
KoB): «[Tpu npouux pasHsix 8eibupaio oniamy no ¢axkmy,
mak 607ble KOHMPOSIUPYID CUMyayuio U 3awuuiaiocs
om MaxuHayuu».

Onacasncb GUHAHCOBOrO pMCKa U NOTEPU MepcoHasb-
HbIX JaHHbIX, @ TakXke 60ACh HaXaTb «He Tyfda», HEKOTopble
YUYaCTHVMKM He OMNaunBaloT OHJalH-3aKa3bl CaMOCTOA-
TenbHo (4 13 10 yUacTHWUKOB): «Kapmesl cama He 880Xy, 60-
I0Cb, YMO He Myda Hanpaessi, Mo2y Ymo-mo He ygudemsoy.

Pacnonaraa 3amacom BpemeHu, nuua cTapliero BO3-
pacta MOryT BOCMPWHMMATb MOKYMNKY TOBapoB B O¢-
NanH-mMarasvHe Kak BO3MOXHOCTb COLManbHOrO B3au-
MOJEeNCTBMA, KOTOpasA TepAeTcA NPW OHNanH-NoKynke
TOBapoB nnm ycnyr (5 n3 10 yyacTHUKOB): «/]14 MeHA Ma-
203UH — 3MO NpuYUHA 8vilimu. J1o67110 8b1X00UMb U CAMO-
CMOoAMEsIbHO 8bIOUPAMbY.

C TouKkmM 3peHuns odnalH-HeygobCTB YYaCTHUKN YKa-
3bIBAIOT Ha CNOXHOCTW NPY KPYMNHOW 3akynke B odnainH-
MarasuHe U HeobXOAMMOCT/ CaMOCTOATENIBHO HECTU TO-
Bapbl 4o foma (3 13 10 yyacTHUKOB): «Qu3uyecku maxeno
HOCUmMb 0OMOU CyMKU U3 Ma2a3uHd, 0C06eHHO K020a MHO20
bepellib.

MonyuyeHHble pe3ynbTaTbl MHTEPBbIO BO MHOIOM CO-
rnacyroTca ¢ pesynstatamu 0630pa NUTepaTypbl MO YacTy
¢bakTopoB, BO3AENCTBYIOLMX HA OHNANH-NOKYNKW. Mony-
YeHVe KONMUYECTBEHHbIX OLEHOK BANAHWA UHAMBUAYaNb-
HbIX XapaKTepPUCTUK, BOCMPUHNMAEMbIX BbIrO[ Y PUCKOB
Ha OHMAWMH-MOKYMKMA NUL CTapllero Bo3pacTa ABNAeT-
CA cneyoLwyM 3Tanom JaHHOro uccneoBaHus.

KONMNYECTBEHHOE UCCNEQOBAHUE: AN3AAH N BbIBOPKA
ina npoBeAeHNs KoNMYeCTBEHHOrO onpoca 6biia noaro-
TOBJIEHA aHKeTa, COCTOALLasA 13 73 BOMPOCOB MO YeTbipem
OCHOBHbIM 6JI0Kam: OMbIT WUCMNONb30BaHNA WHTEPHETa,
OMbIT MOKYMOK TOBApOB WM YCYr B MHTEPHETE 3a Mo-
cnefHue 12 mecAues, OLEeHKa BOCNPUHMMAEMbIX Bbiro[
N PUCKOB OHNANH-MOKYNOK 1 MHAWBUAYANIbHbIE XapaKTe-
PUCTMKMN.

Ona ¢dopmMmpoBaHMA aHKeTbl WUCMOJSIb30BaNIUCh BO-
NPOChbl 13 M3BECTHbIX OOLEHALMOHANBHBIX U MEXAYHa-
poaHbix onpocoB (PM33 HWUY BLLU3, Bbi6bopouHble depe-
panbHble CTAaTUCTUYECKUE HabnopeHna U Mp.), a TakXKe
BOMPOCHlI 13 UCCnefoBaHWin Apyrux asTopoB [Forsythe
et al., 2006; Kwon, Noh, 2010 n np.]. CTpyKTypa aHKeTbl
npefcTaBneHa rpapuyeckn Ha puc. 1.

[nAa oueHKn yyacTva B OHNAWMH-LWOMNMNUHIE NCNONb3Y-
I0TCA BONPOCHI O HAaNMuMK ONbiTa NOKYMOK TOBAapOB U
yCnyr B MHTepHeTe (BUHapHaa nepemeHHasn) 1 yactoTe
MOKYNOK (KaTeropuanbHasa nepemeHHas) 3a nocnefHue
12 mecaues. lononHuTtesibHo AobassieHbl BOMPOCHI Mo Ca-
MOCTOATENIbHOCTU MOKYMOK U Hannyuio NOMOLLU CO CTO-
POHbI POLACTBEHHMKOB UK OKpYXeHua. Kpome Toro, and
OLEHKM HaMepeHUA OCYLIeCTBNATb OHMANH-MOKYMNKN
B Oyayuiem fobasneH Bonpoc «HacKonbKo BEPOATHO, UTO
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Fig. 1. Questionnaire design

B GnvKanwme 12 mMecaueB Bbl KynuTe TOBapbl U YCayru
yepes NHTEPHET?» C MEPEUYHEM OTBETOB OT «TOYHO He KY-
M/1t0» [0 TOYHO KYT/H0»,

[na oueHKN BOCMPMHNMAEMbIX BbIFOf 1 PUCKOB Oblsia
BblOpaHa nAT1banbHan Wkana JInkepTa, Kak 1 B paboTtax
npepwecTeyowmx nccnegosatenen [Doolin et al., 2005;
Kwon, Noh, 2010; Bhatti, Ur Rehman, 2020]. PecnoHaeH-
TaM Npeanaranocb BblbpaTb OTBET, KOTOPbIN HaUMyYLIUM
00pa3om OTpakaeT cTereHb COrfacuas WM Hecorna-
CMA C KaXAbIM U3 YTBEPXKAEHWUN (OT «MONHOCTbIO He Co-
rfaceH» [0 «MOJIHOCTbIO COrflaceH»).

C60p OaHHbIX B paMKax KONMYeCTBEHHOMO UCCieoBa-
HYA ocylecTenAnca ¢ despans no anpenb 2023 r. getep-
MWUHMPOBAHHBIMU BbIOOPOYHBIMI METOAAMMN «CHEXKHBbIN
KOM» U «HEpPenpe3eHTaTUBHbIA OTOOP» U MPOBOAMICA
Kak odnaiH Ha GyMaxKHbIX aHKeTax, TaK W OHMalH Ha nnaT-
dopme «AHKETONO»,

Hepenko cTapuwyio BO3pacTHylO Fpynny OTHOCAT
K TPYBHOZOCTYMHbIM Bbl6opkam (hard-to-reach samples),
Mo KOTOPbIM OHUM U3 OCHOBHBbIX Croco60B c60pOB fAaH-
HbIX ABNIAETCA METOA «CHEeXKHOro Komay [Faugier, Sargeant,
1997; Kammerer et al., 2019]. 370 06ycnOBAEHO CNOX-
HOCTbIO NofyyYeHns UHbOpPMaLMK, OCOBEHHO B Clyyae
NAOXOoro 340poBbA LenesBon ayautopum. B cBasn ¢ atum
HepenKko pasMep uccnegyemblx BbIGOPOK OKa3blBaeTCs
orpaHunyeHHbIM. Tak, B paboTe [Kwon, Noh, 2010] npogo-
AUNIOCb KUCCnieaoBaHe $GakTopoB, BAVAIOWMX Ha Hame-
peHue K OHNaH-WONUHIY oaexabl, N0 aHkeTam 293 no-
TpebuTenen ctapwero Bo3pacta (13 1 000 pa3ocsaHHbIX),
a B uccneposaHun [McCloskey, 2006] oueHrBanach Bax-
HOCTb MPOCTOTbI UCMONb30BaHMSA, MOSIE3HOCTY 1 JOBepUA
no gaHHbIM 110 pecnoHgeHToB B BO3pacTe 52-87 ner. W3-

3a CJIOKHOCTY NOCTPOEHs BbIOOPKM MHOTME NCCnenoBa-
TeNIN MOBEeAEeHNA «cepebpsAHbIX noTpebutenen» aenanu
BbIOOP B NMOMb3Yy KaueCTBEHHOW METOJONOMMU: B YaCTHO-
CTW, TaKOW Au3aiH 6bi1 BblbpaH B UCCieaoBaHMsX 13 Ku-
1ana [Shen, Zhou, Lin, 2014], CWA [Hilt, Lipschultz, 2004]
u Weeumnn [Hansson, Holmberg, Post, 2022].

B pamKax JaHHOro mcciefoBaHus OAA KONMYeCTBEH-
HOro aHanmsa 61 cobpaHbl 249 aHkeT (176 UMbPOBbIX
1 73 6ymaxkHbix). LIndpoBblie aHKeTbl BKOYAOT OTBETHI
60 LeneBbIX peCnOHAEHTOB OHNAMH-MAHeNN cepBuca «AH-
KeTonor». B nATK aHKeTax, 3anofIHEHHbIX Ha GYMa)KHOM
HOoCWTeNe, PeCnoOHAEHTbl OTMETWSIM OTCYTCTBUE JOCTYMa
K MHTEPHETY, BBUAY YEro UX OTBETbI He OblSIN YUTEHbI B NO-
cnepytowlem aHanuse. Mtorosblii pa3mep BbIOOPKM WC-
cnefoBaHnA coctasun 244 vHaneuaa B Bospacte 50 net
W cTaplue.

KOJINYECTBEHHOE NCCNEQOBAHUE: PE3YJIbTATDI

Mo pe3synbtatam cb6opa AaHHbIX ObIAM NPOaHaNU3NPOBa-
Hbl OTBETbI MHAMBUAOB B Bo3pacTe 50-87 neT. [InAa yueta
KOFHMTMBHOIO BO3PacTa W ero pasHuubl ¢ 6uonorunye-
CKuM 6bina co3paHa nepemeHHan Cogn10, rae 1 03Havaet
pazHuLy mexay 61oNorMyeckum 1 KOrHUTVBHbBIM BO3Pac-
Tom 10 net n 6onee, a 0 — meHee 10 net. Mo pe3ynbTatam
onpoca cpefHAs pasHULA MeXay 6UONOrMYecknM 1 Kor-
HUTMBHbIM BO3pacTom cocTasndAet 10 net, BBMAY 4ero
1 6bln onpeaeneH AaHHbIV MOPOT.

B 1abn. 1 v npun. 1 npeacTaBneHbl onuncaTenbHble CTa-
TUCTUKN MO OCHOBHbIM KOJIMYECTBEHHBIM W KaTeropu-
aNbHbIM MepeMeHHbIM COOTBETCTBeHHO. CpefHuin 6uo-
NOrnyecknUin BO3PaCT OMPOLLEHHbIX COCTaBun 59 ner,
a KOTHUTMBHBbIV — 49 fneT.
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MapKETMHFOBbIe MoAenun, NPakTUKN N TpeHAbI: BbI3OBbI N NEPCNEKTUBbI PErMOHa bonbuwon EBpa3VIVI

Tabnuya 1 - OnucamenbHAs cmamucmka
Table 1 - Descriptive statistics

OnucaHwue
Cratnctnka Bruonornyeckuii | KOrHUTUBHbIN
BO3pacT BO3pacT
Konunyectso otBeTOB 244 244
CpepHee 3HaueHne 59 49
Cratnctnyeckoe OTKNIOHEHNE 71 10,6
MuHuMym 50 20
Makcnumym 87 85

B BbiGOpke npeobnafgaloT OTBETbl XEHWMUH (65 %).
BonbWWMHCTBO peCnOHAEHTOB OTMETUMN, UTO UCMONb3YIOT
WHTEPHET Ha eXxefHeBHON ocHoBe (88 %). MpakTnyeckn
MONOBMHa ONPOLUEHHbIX (49 %) oLeHNBaOT HaBbIKK MOJb-
30BaHMWA UHTEPHETOM KaK XOPOLLME UK OYEHb XOpoLUKne,
npw 31om 87 % npuobpeTanu ToBapbl UV YCNYr OHNAH
3a nocnepHue 12 mecaues. 42 % ONPOLUEHHbIX Hayanu
Nonb30BaTbCA UHTEPHETOM A1 MOKYNKU TOBAapPOB MK YC-
nyr 6onee 4 net Hasagd. 3a NOCNeSHWUIA Frof NPUMEPHO KaK-
Abli ceabMol obopMIAN 3aKas C NPUBIEYEHNEM OKPYXe-
HWNA — POACTBEHHUKOB MK 3HaKoMbIX (15 %).

OAuH 13 UeHTPanbHbIX 67I0KOB aHKeTbl Obl1 MOCBALLEH
N3YyYeHMI0 BOCMPUHUMAEMbIX BbIrO[ M PUCKOB OHMANH-MO-
KynoK, rie pecnoHaeHTam Oblio npefiokeHo BblpasnuTb
ypoBeHb cornacusa ¢ 40 yTBepxaeHUAMN, BbIABIEHHbIMA
B xofie 0630pa NuTepatypbl. AHANIOMMYHO NOAXOAAM ApY-
rMx aBTOPOB A/ NPOBEPKU KOHCTPYKTHOW BanuAHOCTU
N COKpaLLeHUA YKCa PacCMaTpUBaEMbIX YTBEPXKAEHUN
OblS1 MPOBEAEH aHaNM3 rMaBHbIX KOMMOHeHT [Doolin et al,,
2005; Kwon, Noh, 2010; Dai, Forsythe, Kwon, 2013].

®opmunpoBaHne $GakToOpoB BOCMNPUHMMAEMbIX Bbl-
rog 1 pUCKOB C UCMOJIb30BaHMEM METOAA INaBHbIX KOM-
NOHEeHT

MeTopn rnaBHbIX KOMMOHEHT MO3BOJIAET CHMXaTb pas-
MEPHOCTb JaHHbIX 6e3 noTepu NCXoaHON MHOPMaLMN.
Beuay Toro, uto mexgy daktopamu MoXeT OblTb B3au-
MOCBSA3b, A/ aHan13a 6bin BblOPaH METOA rMaBHbIX KOM-
MOHEHT C HEOPTOrOHaNbHBIM OONUMUH-BPALLEeHNEM [lyer,
Eastman, 2006]. YTBepxaeHna u3 610K0B BOCMPUHMae-
MbIX BbIFOA M PUCKOB pacCMaTpyBaNnChb NO OTAENbHOCTH.

M3HauanbHO 6binv  paccMoTpeHbl 23 cyxAeHuA
13 6fl0Ka BOCMPMHUMAEMbIX PUCKOB. B xoge aHanmsa
66111 CGOPMMPOBaAHDI 1 COXPaAHEHbI LWECTb MaBHbIX KOM-
MOHEHT C HanbONbLINMYK 3HAYEHUAMWN MOKa3aTeneln Aonm
06bACHEeHHON Ancnepcun (CymmapHo 66 %) 1 cobcTBeH-
HbIMW 3HauyeHUAMM Gonblie 1. AHaNoOrMYHO Noaxopdy ae-
Topos. [Forsythe et al., 2006] nocne BpauieHua 6biaK Uc-
KJlOYEeHbl 13 aHan3a nokasaTtesin C HU3KoW pakTopHOMN
Harpy3kon (<0,4). B uncno WCKnuyeHHbIX nonanu Tpu
yTBEPXLEHUA NPOU3BOLCTBEHHOIO PUCKa, ABa — QUHaH-
COBOrO pUCKa U OfIHO — MPOJYKTOBOro pucka. bonee Toro,

no pe3yfbTaTam aHanu3a NpoayKTOBbI PUCK Obin pa3duT
Ha aBa dakTopa: pnck Aedekta U PUCK OLEHKUN C ABYMA
N Tpema yTBEPXAEHUAMW COOTBETCTBEHHO. K mepBomy
bakTopy OTHOCATCA YTBEPXKAEHUSA, CBA3AHHbIE C OXNMAa-
eMbiMn  GYHKLMOHANbHBIMU HefjoueTamy 3aka3blBaeMo-
ro TOBapa, Torga Kak Ko BTOPOMY — C HEBO3MOMHOCTbIO
XKMBOW OLEHKN KauyecTBa. [ononHUTeNIbHO 6bin paccuu-
TaH Ko3douumeHT anbda KpoHbaxa: no Bcem daktopam
pacueTHOe 3HauyeHVe MOKa3aTeNd OKa3anocb 6onblue
MUWHMMaIbHO gonyctumoro nopora B 0,6 [Lian, Yen, 2014],
UTO FOBOPUT O BHYTPEHHE COMMAacoOBaHHOCTY YTBEPXKAE-
HUI. Taknm 06pa3omM, MTOrOBOE UYMCIO acnekToB, Gop-
MUPYIOLUX WecTb GakTOPOB BOCMPUHUMAEMOrO PUCKa,
coctaBuno 17 yteepxgeHun, u runotesa H2.5 o BnnaHum
NPOLYKTOBOro pucka bbina pasbuta Ha ABe anbTepHaTUB-
Hble:

H2.5: puck pedekta oTpuuATENIbHO BAIMSIET Ha OH-
NaH-NOKYMKW NnL, CTapLIero Bo3pacTa.

H2.6: pycK OLEHKN KayecTBa ToBapa OTpULATENbHO
B/IMAIET Ha OHMAMH-TMOKYMKM WL CTapLLEero Bo3pacTa.

ChopmmupoBaHHble PaKTOPbl BOCMPUHUMAEMbBIX PU-
CKOB 1 X (pAKTOPHbIe Harpy3Kmn npeacTasneHbl B Tabn. 2.

AHanornyHoiM obpasom 6binv 06paboTaHbl U NpoBe-
peHbl 17 yTBepXaeHni, GOPMUPYIOLLMX acNeKTbl BOCHPK-
HMMaeMblx Bbirod. Mo pe3ynsTatam aHany3a rnaBHbIX KOM-
MOHEHT ObINN COXpPaHeHbl TpK paKTopa C COOCTBEHHbLIM
3HavyeHVem 6onee 1, o6bAcCHALWYME 56 % obLieln gucnep-
CN UCXOAHbIX AaHHbIX. B uncno nokasatenenm ¢ HMU3KON
dakTopHoI Harpyskoi (<0,4) nocne BpalieHWa BOLIAN
Tpwn yTBEpXKAeHMA dakTopa yaobCTBa, ueTbipe yTBEPXKAe-
HMA SKOHOMUW 3aTpaT, ABa — reJOHNCTUYECKON BbIrogpl
M OfHO — Pa3HOObpa3MA acCOPTMMEHTA, B CBA3N C YeM
OHW ObINV NCKOYEHbI U3 AanbHenwero aHanusa. Mpwu no-
cnepytoulem pacyete anbdbl KpoHbaxa 3HaueHMe ogHOro
13 $paKTOPOB OKa3zanocb MeHblue (0,45) MUHUMaNbLHO fo-
NyCTUMOrO NOpPOra, BBMAY Yero AaHHbI GakTop 6bin nc-
KfloUeH 13 aHanu3a. Mo ocTaBlWMMCA KOMMOHEHTaM 3Ha-
yeHue cocTasuno 6onee 0,7. ilToroBoe Uncno acnekTos,
dopmupytowwnx aea dakTopa BOCAPUHUMAEMBIX BbIrog,
COCTaBWNIO NATb yTBepXAeHWiA. MMonyyeHHble ¢akTopsbl
1 GaKTOpHbIE Harpy3Ku NpeacTaBieHbl B Tabn. 3.

Takum 06pa3om, AnA NPOBEPKU BbIABUHYTbIX FUMO-
Te3 OblIM CYMMApHO chopMUpOoBaHbl BOCEMb GpaKTOPOB:
ABa ¢dakTopa BOCMPUHMMAEMbIX Bbirof (pasHoobpasme
accopTMeHTa 1 ynobcTBo) U wecTb $pakTopoB BOCMpPU-
HYMaeMbIX PUCKOB (NPOW3BOACTBEHHDIN, GUHAHCOBBIN,
coumarnbHbIi PUCKK, a TaKXKe PUCKN aedeKTa, KOHPaEeH-
LManbHOCTY, OLEeHKNK). Ha ocHoBe cobpaHHbIX JaHHbIX He
y[anocb NosIHOUEHHO cHOpMMPOBATL FreOHUCTUYECKYIO
N LUEeHOBYI0 KOMMOHEHTbI BbIrOf, BBUAY Yero runotesbl
H1.3 n H1.4 661N nckntoyeHbl U3 AanbHeNLero aMnupu-
YeCKoro UcciefoBaHuUA.

MopenupoBaHue CTPYKTYPHbIMA YpaBHEHUAMM
1 TeCTUpOBaHue runoTes

AHaNorMYHO NoAXoAam ApYrux aBTopoB ANA TeCTUPO-
BaHWA r1noTe3 6bi710 NPUMEHEHO MOLENNPOBAHME CTPYK-
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YNPABAEHEL, 2024. Tom 15. Ne 3

MapKETMHFOBbIe MoAenun, NPakTUKN N TpeHAbI: BbI3OBbI N NEPCNEKTUBbI PErMOHa bonbuwon EBpa3VIVI

TYPHbIMW YPaBHEHWUAMU, NO3BONAIOLLEE OfHOBPEMEHHO
M3yyaTb B3aUMOCBA3N MEXAY Pa3fMYHbIMU 3aBUCUMbI-
MW 1 HE3aBUCKMbIMK NepemMeHHbIMK [Doolin et al., 2005;
Kwon, Noh, 2010; Dai, Forsythe, Kwon, 2013]. B cTpyk-
TYPHYIO MOAenb Obi BKNIOYEHbI BOCEMb KOPPENUpYIo-
WMX NATEHTHbIX NEePeMEHHbIX BOCMPUHMMAEMbIX BbIrOA
1 puckoB. Takke B KauecTBe 3K30reHHbIX Habnogaembix
nepeMeHHbIX B Mofefb 6binu BBefeHbl B1MonornyecKknii
BO3pacT M OGUHapHble NMepeMeHHble, OTpaxawlme pas-
HULY MeXzy OVMONOorMyecKMM W KOTHWTMBHbIM BO3pac-
TOM, TPYAHOCTU NpuW Xoabbe, Nos, HaBbIKM MOJSIb30BAHUA
WHTEPHETOM 1 GaKTOP NOMOLLM CO CTOPOHbI OKPY>KEHNS.
MepemeHHble 06pa3oBaHUA, HaNMUKA NAPTHEPa, AOX04a
N UHble BbIIN NCKNIOYEHDbl N3 aHanm3a BBUAY CHUMXEHMS
KauecTBa Mofenein npu mx aobaBneHun. Ona KOHTpoO-
NA BO3MOXHOTFO CMeLUeHNA pe3ybTaToB M3-3a TOro, YTo
yacTb OTBETOB Oblsla cobpaHa B OHNANH-popMaTe, B MO-
penb fobasneHa brHapHas nepemeHHas Online, oTpaxa-
towan bopmaT 3arnosiHeHNA aHKeTbl. B pe3ynbTaTe Gbinn
MOCTPOEHbI TPU MOZENN.

B mogenu 1 3aBUCUMOI NepemMeHHON ABNAeTCA BMHap-
HaA nepemeHHas Purch, oTpaxawowasa Hanmyme camocTo-

ATENbHBIX UIN OCYLLECTBIEHHBIX C YbeN-TMHO NOMOLLbIO
OHNaMH-MOKYNOK 3a nocniegHue 12 mecAues, Torga Kak
B Mogenu 2 - nopagkoBasA nepemeHHasa Freqg, oTpakato-
LasA YacTOTY OHNANH-NOKYMOK 3a nocnegHune 12 mecAues.
Crpyktypa mogenei 1 1 2 npeAcTtaBfieHa Ha puc. 2.
[MoCKOMbKY MMEIOWNNCA OMNbIT OHAAMH-MOKYMNOK MO-
KeT TakXKe BNMATb Ha BOCMPUATME BbIrOg U PUCKOB, A0-
MOSIHMTENbHO Oblfla NOCTPOeHa MOAENb 3, rae nepemeH-
HaA NOKYMNOK B MHTepPHeTe 3a NocsiefHMI rof BbiCcTynaeTt
B KayecTBe Npeankropa BOCMPUHUMAEMbIX BbIFO4 1 pu-
CKOB. 3aBMCUMOW MEePEMEHHON B AaHHOW Mopenu ABnA-
eTCcA nopAagKoBadA nepemeHHas Inten, oTpaxatowasa Hame-
peHVe OCyLLecTBUTb OHNAMH-NOKYMNKK B GnnKainiumne 12
Mmecaues. CTpyKTypa mogenu 3 npeAcTaBieHa Ha puc. 3.
MNepen aHanu3oM pe3ynbTaToB Mbl NPOBENU OLEHKY
kauvectBa mogenein. CornacoBaHHOCTb Mofenen C AaHHbI-
MU NOATBEPAUNIACH KaK MUHUMYM MO OQHOMY U3 YeTblpex
OCHOBHbIX KpuTepues (Mogenb 1 - CFl > 0,9, RMSEA < 0,08;
mogenb 2 — CFl > 0,9; RMSEA < 0,08; mogenb 3 — RMSEA
< 0,08), B CBA3N C YEM KayecTBO MOAeseN Nnpu3HaeTca
YAOBMETBOPUTENIbHbIM  AN1A  JanbHelLWero TecTupoBa-
Hua runotes [Kline, 2023]. Pe3ynbTaThl OLEHKM MOaenen
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N 3HaYeHNs CTaHOAPTU30BaHHbIX KO3$PULMEHTOB npea-
CTaBneHbl B Tabn. 4, a Takxe M300pakeHbl B Buae Ana-
rpamm nyTewn B npun. 2.

Bo Bcex mopensAx BbIABNAETCA 3HAUMMOe OTpumLaTesb-
Hoe BNMAHKE GMONOMMYECKOr0 BO3pPacTa: YeM OH BbILLE,
TeM HVXe BEPOATHOCTb OHNaNH-NOKYNOK. BmecTte ¢ 3Tum
KO3GdUUMEHT NpU pasHULe Mexay O6uonormyeckum
N KOTHUTMBHbBIM BO3PacTOM 3HauMM Ha 5%-HOM YpOBHe,
1 Te MHAMBUABI, KOTOpble oLwyLwatoT ceba Ha 10 n 6onee
netT mosoxe QakTMYeckoro BO3pacTa, 3HAUMMO ualle
MMEIOT ONbIT OHMANH-MOKYNOK. 3TO CBMAETeNbCTBYeT
0 TOM, YTO NPV BOCMPUATIM BO3PACTa HIXKE PaKTNUYECKO-
ro nitoan 6omee CKNOHHbI yYaCTBOBATb B OHMAMH-LLOMMHTE.
OpHako BAMAHKE NoKasaTensa Ha HaMepeHre COBEPLLUTb
TaKune NOKynKu B ByayLlem oKasblBaeTcA He3HAUYMMBbIM.

Mo pe3ynbtatam OLEHKM MEPBON MOZENW Te, KTO 06-
pawanncb 3a nomolbilo, C 6onblieli BepPOATHOCTbIO
MOKyMann OHMarH, YTO rOBOPUT O YACTUYHOW Hecamo-
CTOATENbHOCTVM UL, CTapllero Bo3pacTa M 3HaYMMO-
CTM NOJJEPXKN CO CTOPOHbI OKPYXKEHUA MNpu MOKYyM-
Kax B MHTepHeTe. OfHAKO JaHHOe BAMAHUE nepecTaer

6bITb 3HAUMMbIM B KOHTEKCTE YaCTOTbl OHMANH-MOKYMOK,
a Npy PacCMOTPEHUUN HaMepPeHNA COBEPLUNTb UX B Byay-
WeM CTAaHOBMTCA 3HAYMMO OTpuuaTenbHbiM. Takon pe-
3ynbTaT MOXET FOBOPWUTb O TOM, UTO MOKYMKM 4yepe3
OKpY»KeHMe ABNATCA CKOpee pPa3oBbiMU W BbIHY>KOEH-
HbIMK, HEXenu CNAaHWPOBAHHbIMUA WU PEerynAapHbIMU.
AHanornyHo Tosnbko B mofenu 1 HabniogaeTca Nonoxu-
TenbHaA cBA3b $aKTa COBEPLLEHNSA OHNANH-NOKYNOK 1 Ha-
BbIKOB MOJIb30BAHWA MHTEPHETOM: YeM MNyylle YesioBeK
OLIEHMBAET CBOW HaBblKKM, TEM C 6OSbLLEN BEPOATHOCTbIO
Y Hero eCTb OMbIT YYacTUA B OHNANH-NOKynKax. [Tpu aTom
B/IMAHME Ha YaCTOTY U HaMepeHre He BbiaBnaeTcA. Mox-
HO MPeANONOXKNTb, UTO MIOXME HABbIK/ NOIb30BaHUA VH-
TEPHETOM MOTYT OCTaHaBAMBAaTb OT OHMAMH-NOKYMOK Npu
NepBUYHOM 3HAKOMCTBE C CEpPBMCaMU NIEKTPOHHON KOM-
MepLUK, HO HE MPU PETYIAPHOM UCMONIb30BaHNN.
[Mnotesa o BAMAHUKU NOfla He MOATBEPXKOAAETCA: KO-
3¢PuUneHT nepen nepemeHHow Gender oOKa3blBaeTCA
He3HauYMMBbIM, YTO CBUAETENbCTBYET 06 OTCYTCTBMU pas-
nnUKnin. AHANOrMYHO He MOATBEPKAAETCA U rmnoTesa ob
OTPYLLATENIbBHOM BANAHUN TPYAHOCTEW NpU Xxoab6e.

Tabnuya 4 - Peynemamel MOOeUPOBAHUA CMPYKMYPHBIMU yPABHEHUAMU

Table 4 - Results of structural equation modelling

MNepemeHHasn Purch Freq Inten MepemeHHasn | Purch | Freq | Inten
BuonorMyeckuin Bospact 018 | —0.21% 1 -0,15% | | Puck oueHku
P (0,00 (0,000 | (0,01) : 0267
Pa3sHunua mexxgy 6ronormyeckum 0,11** 0,15%** 0,06 OMbiT OHNaiiH-NoKyrnok (0,00)
N KOTHUTVBHbIM BO3PacToM (0,05) (0,01) (0,25) (OWHAHCOBbIN PUCK
0,35%** 0,06 -0,15%** —Q 42%*¥
Momolb (0,00) (0,29) 0,01) OnbIT OHMAMH-MOKYMOK (0’ 00)
HaBbIK1 nonb3oBaHUsA 0,16** 0,09 0,05 |_|pOVI3BO,L1CTBeHHbII7I prcK
MHTEpPHETOM (0,01) (0,15) (037) -0,31%**
0.11%* 007 001 OnbIT OHNANH-NOKYMNOK O’OO
Ornaity (0,05) 019 | (090 090
’ ’ ! Puck koHduaeHUManbHOCTH
Mon -0,05 -0,07 -0,06 ) ~0,16**
(0,33) (0,18) (0,25) OnbIT OHNANH-NOKYMNOK 0,02)
~0,04 006 | -007 - :
' ’ 4 CoumanbHbI pUCK
Xonr6a 050 | ©29 | ©19) | > I
OUHAHCOBHI DYCK —0,28** -0,12 —0,24** | | ONbIT OHNANH-NOKYMOK _(0'02)
P (0,04) (043) | (004 '
Puck pedekxra
MpOW3BOACTBEHHBIN PUCK -0,18% ~0,18% | -0,09 0,07
P i P (0,04) (0,05) (0,26) OnbIT OHNalH-NOKYMOK 10 '35)
PUCK OLIEHKM ~0.77 ~022% 1 035 N e ro ’
! (0,40) (0,02) (0,00) A _
Puck nedekra 0,14 0,16 0,38*** | [ ONbIT OHNANH-NOKYMNOK %2(1)0)
A 0,17) (0,13) (0,00) .
014 o1 023 Pa3HoO6pa3ve accopTumeHTa
PasHoobpasme accopTMeHTa ' . . . 0,33%**
017) (0,35) (0,05) OnbIT OHMAH-MOKYMOK (b 00)
Vro6cTEo 0,02 0,13 0,12 -
] (0,87) (0,24) (0,26) N 244 244 244
0.06 0.06 0.00 p > chi2 0,00 0,00 0,00
CoumanbHbIn prUCK 0,51) (0,50) (0,97) RMSEA 0,05 0,05 0,06
b 0,08 0,00 0,03 CFl 0,92 0,92 0,87
MCK KOHQUACHUMaNLHOCTH (0,36) (0,98) (0,65) || SRMR 0,09 0,09 0,10

lMpumeuaHue: Purch — yyacTvie B OHNalH-NoOKynKax 3a nocnegHue 12 mecAues, Freq — yactoTa OHNaNH-NOKYMNOK 3a nocnegHune 12 me-
cAues, Inten — HaMepeHVie COBEPLUNTL OHMAMH-TIOKYMNKM B GnivKaiilumne 12 mecAues.
CocTaBneHo No pesynbTaTaMm aHanm3a cobpaHHbIX AaHHbIX B CTaTUCTUYECKOM MaKeTe Stata.
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B pamkax 61oka BoCnpuyHMMAaeMbIX PUCKOB Habnoga-
€TCA 3HaUMMOe OTpuLaTeNibHOE BANAHME PUCKA OLEHKU
Ha YaCTOTy OHNaMH-MOKYMNOK 1 HAMEPEHUE COBEPLUATb NX
B 6ynyLiem (B mogenax 2 u 3). Ecnn uenoBek cunTaet, uto
OLleHKa KauecTBa NpumobpeTaemblx B MHTEPHETE TOBAPOB
W YCNyr 3aTpyaHUTENIbHA, TO OH pexe NOKynaeT OHJMalH
N B MeHbLUEl CTeNeHN HaMepeBaeTcAa MoKynaTb B Gyay-
weMm. BbiansaeTca oTpuuatenibHoe BANAHME U GUHAHCO-
BOro pucka (B mogenax 1 v 3): uem BblLe CTEMNEHb €ro BOC-
NPUATAA, TEM HXKE BEPOATHOCTb, UTO UHAUBUL COBEpLUAn
WX NNaHWpyeT CoBepLlaTb OHMAMH-MOKYMKY. BnanaHmne
¢bU1HAHCOBOrO pUCKa Ha YacToOTy MOKYMOK OKa3blBaeTcA
He3HauMMbIM, YTO MOXET CBUAETENbCTBOBATb O CHUMKe-
HMN BaXXHOCTW JaHHOro ¢aktopa Npy HEOAHOKPATHbIX
MOBTOPAIOWMNXCA MOKYMKax. Takxke NpPOU3BOACTBEHHbIN
PUCK, OTPaKaloLWMN BO3MOXHbIE TeXHUYECKMe TPYLHO-
CTW MPU OHNANH-MOKYNKaX, OTPULATENIbHO CBA3aH C yya-
CTMEeM B OHMANH-MOKYMKax 1 nx yactoton (mogenn 1 u 2):
Te, KTO B MeHbLUel CTeneHy BOCMPUHMMAIOT 3TOT PUCK,
C 60sbLIeN BEPOATHOCTbIO YYaCTBYIOT B OHNAMH-NOKYN-
Kax 1 vale npuobpeTaloT Heobxogumoe B MHTepHeTe.
[aHHbIN pUCK TepAeT CBOK 3HAYMMOCTb B MOZEeNN 3, UTo
MOXeT ObITb CBA3AHO C €ero CHUPKEHWEM B pe3ynbraTe
npeawecTBYOLLEro OnbiTa U, COOTBETCTBEHHO, MEHbLUEN
3HAUMMOCTbIO NPU AanbHenwmx nokynkax. CoumanbHbIn
PYCK 1N PUCK KOHOUAEHLNANBHOCTN B COOTBETCTBUN C pe-
3ynbTaTamMy OLEHKN MOZENN He BAMUAKOT Ha OHJManH-MNo-
KYMK/ UL CTapLiero Bo3pacrta.

Takxe no pesynbTaTam MoOAenu 3 3HauMmoe NONOXN-
Te/lbHOE B/MAHME HA HaMepeHMe COoBepLlaTb OHJaliH-
MOKYMKKW B ByayLiem oKa3blBaeT pUCK AedeKTa, KOTOpbIN
He CHMXaeTCA C OMNbITOM OHMANH-NOKYNOK. [pnunHom 3To-
roO MOXeT ObITb HU3KasA 3HAUMMOCTb pUCKa ANiA NnL cTap-
LIero BO3pacTa, B CBA3M C YeM PECMOHAEHTbI MPOJOIKAOT
MaHMPOBATb OHNANH-MOKYNKW B 6nmxaniem 6yayLiem.

B KOHTEKCTe BOCMPUHMMAEMbIX BbIFrOf €IMHCTBEHHbIM
3HaUMMbIM GAKTOPOM OKa3blBAeTCA TONbKO pa3Hoobpa-
31e aCCOPTUMEHTa, U C yBENTMYEHEM BOCMIPUATUA JaHHOM
BbIrOAbl MOBbILIAETCA BEPOATHOCTb yYacCTMA B OHNANH-MO-
KynKax. 3HauMmoCTb e yaobcTBa He MoATBEpXKAAeTcs,
1 JaHHasA BbIroAa No pesynbTaTam aHanu3a He oKasblBaeTt
BVIAHMWA HA OHMIANH-NOKYNKW.

Kak BUgHO 13 pe3ynbraToB OUEHKM Mogenu 3, npea-
LEeCTBYIOLWMIA ONbIT OHNAMH-MOKYMNOK MOBbILWAeT BOCNpU-
ATNE BbIFOA 1 CHMXKAET BOCMPUATAE PUCKOB OHJIANH-MO-
KynoK (Kpome NpoayKTOBOro pucka aedekra), Tem cambim
[enan VHTePHET-LLOMMWHI MeHee PUCKOBAHHbIM B rnas3ax
VHAVBUIOB.

Takum ob6pa3om, Mo pesynbTaTaM UCCEAOBAaHUA Ya-
CTUYHO NoATBepPXdatoTcA runoTesbl H1.2, H2.1, H2.3, H2.6,
H4, H5, H7, ocTanbHble runoTesbl He HaXo4AT NMOATBEPX-
JeHusA.

MonyuyeHHble pe3ynbTaTbl YacTUYHO COOTHOCATCA,
a YaCTUYHO OT/INYAIOTCA OT Pe3ynbTaToB paHee ony6nu-
KOBaHHbIX SMMAMPUYECKMX paboT.

ONCKYCCA N OTPAHUYEHUA NCCIIEQOBAHUA

CornacHo pesynbtatam nccnegosanus [Kwon, Noh, 2010],
BOCMPVHMMaeMble BbIrofbl BbICTynaloT 6onee xopoLmm
NpeanKTOPOM HaMePEHWA OHNANH-MOKYNOK OAEXAbI, YEM
BOCMPUHMMAEMbIe PUCKK, U Hanbosbluee BAUAHME OKa-
3blBaeT pa3Hoobpasne acCoPTUMEHTA U LIEHOBbLIX Mpep-
noxeHwui. B gpyroin pabote [Bhatti, Ur Rehman, 2020] Tak-
e BbIABNAETCA NONOXKNTENbHOE BAUAHUE pa3HOObpasus
accopTMeHTa 1 ygobctea. OnpegeneHo NoNoXNUTENbHOE,
3HauMMoe Ha 5%-HOM YypOBHe BNMAHME pa3HOObpasus
aCCOPTMEHTA, OfHAKO pe3ynbTaT OKa3blBaeTCA HeyCTow-
UMBbIM U HabNOAAETCA NUWb B MOZENW, rae 3aBUCMMON
ABNAETCA NepeMeHHasa HamepeHud. BnnaHme Ha yyactme
N 4acTOTY OHNAMH-MOKYMOK He ycTaHoBMeHo. HecmoTps
Ha TO, UTO YAOOCTBO HepeLKO OTMEYAETCA B KauecTBe of-
HOW 13 OCHOBHbIX BbIrof OHMANH-MOKYMOK, B JAHHOM UC-
cnefoBaHUK, Kak 1 B pabote [Doolin et al., 2005], runoTe-
3a 0 ero NONOXNUTENbHOM BIIMAHUN He NOATBEPXKAAETCA.
Mo»HO NpPeanonoXnTb, YTO B KOHTEKCTE POCCUICKOrO
pblHKa laHHasA Bbirofa TepAeT CBO 3HAUMMOCTb NpK yye-
Te BCEX BO3MOXHbIX pUCKOB. bonee Toro, Kak nokasano
nccnegosaHue [Kwon, Noh, 2010], uem cTapLue nogu, Tem
MeHbLLUE BbIrof OHM BOCMPUHMMAIOT, @ 3HaYWT, OTCYTCTBUE
3HAYMMOTO BJIMAHUA MOXeET 6bITb 06YCII0BIEHO 1 BO3pac-
TOM OMPOLLEHHbIX.

Bonee yctoiumeble pesynbTaThl HAONIOAATCA B KOH-
TEeKCTe BOCMPUHMMAEMbIX PUCKOB. CoumanbHbIn PUCK
Nno pesynbTaTaM MPOBELEHHOrO aHanM3a He ABNAETCA
NPeanKTOPOM OHJIAMH-MOKYMOK N, CTapllero Bo3pac-
Ta, UTO He coBnafaeT ¢ pesynstatamu [Doolin et al., 2005],
rae OblIo BbIABNEHO 3HAUYMMOE OTpULaTeNlbHOe BANAHNE
AaHHoro dakTopa. Takxe He MOATBEPXKAAETCA rmrnoTesa
0 BO3JeNCTBUM prCKa KOHOUAEHUMANIBHOCTM HU Ha OfiHY
113 3aBUCMMbIX MEPEMEHHDIX, KaK 1 B paboTe [Dai, Forsythe,
Kwon, 2013]. laHHbI pUCK OKa3blBaeTCA He Tak BakeH
ANIA PECMOHAEHTOB, KakK MPOAYKTOBbIA M (UHAHCOBLIN
PUCKK, OTpULATENbHO BAMUAIOWIME HA OHNAMH-MOKYMKMU.
Hanpumep, prHaAHCOBBIN PUCK CHUXAET HaMepeHue no-
KynaTb B MHTepHeTe B Oyayllem, 1, COMMAcHO BbiBOAAM
Dai, Forsythe, Kwon, 2013], oTpuuaTtenbHoe BINAHWE OKa-
3blBaeTCA 3Ha4MMbIM Ha 5%-HOM YpOBHe.

B KOHTeKcTe MHAMBMAYaNbHbIX XapaKTepPUCTUK He
NOATBEPXKAAETCA BNMAHME TMONa Ha OHNANH-MOKYN-
KW, B TOM YMC/e Ha YacCTOTy MX COBEPLUEHUH, B OTNYMNE
OT pe3ynbtatoB MccnegoBaHua [Doolin et al., 2005], roe
6b1710 BbIABNEHO, YTO My>KUMHbBI 6ONlee CKNOHHbI MOKYNaTb
OHNalH, YeM >KeHWWHbI. Tem He MeHee B [laHHOW pabo-
Te MOATBEPXKAAETCA MONOXKUTENIbHOE BAWAHME OMbITa
NOMb30BaHUA UHTEPHETOM, NPU 3TOM YeM fyulle HaBbl-
K1 MHAWBWAA, TEM BbILIE BEPOATHOCTb €r0 y4acCTUA B OH-
naH-NoKyrnKax. Takxe 6bl0 BbIABIEHO NONOXMUTENIbHOE
BO3[ENCTBME AAaHHOrO $aKTOPa, HO Ha CYyMMY OHMAH-MO-
KyrOK.

MHTepecHbiM OKa3biBaeTcA pe3ynbTaT Mo BAWAHMIO
pazHuLbl Mexay OMONOrMYeckrM M KOTHUTUBHBIM BO3-
pacTtom. B cOOTBETCTBMM C pe3ynbTaTaMu B CPEAHEM KOr-
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HUTWBHbIN BO3PaCT OKa3blBAaeTCA NPU6IM3nNTeNbHO Ha 10
net MeHbLue GakTMUECKOro, U 3Ta pa3HuLa NoNOXUTENb-
HO BNUAET Ha OHNAMH-NOKYNKKM (Mogenu 1 1 2). Yem mono-
Xe olyulaet ceba yenoBek, TeEM Bbllle BEPOATHOCTb CO-
BepLUEeHNA OHMAaNH-MOKYNOK.

B oTnnume ot pe3ynbTaToB Apyrux yueHbix [Bezirgani,
Lachapelle, 2021; Yap et al., 2022] daktop orpaHuYeHNi
no Mo6unbHOCTY (TPyZHOCTEN C Xoabbon) He oKasancs
3HAYMMbIM B PacCMATPUBAEMbIX MOLENAX, U BAUAHUE ero
Ha OHNaMH-MOKYNKN He MOATBEPAWMIOCH MPY UCMONb30-
BaHWUM APYrMxX MHAUBMAYanbHbIX GakTOPOB B KauyecTse
KOHTPOMbHbIX. MOXHO MPeAnonoXunTb, YTo Takue noam
NpoLoMKaloT nocelatb odnaH-MarasuHbl UK peLlaoT
npo6semMbl UHbIM 06pa3oM: Hanpumep, obpallaloTca 3a
MOMOLLbIO C MOKYMNKaMM1 K POACTBEHHMKAM.

3AKJTIOMEHUE

B ycnoBuaAx cTapeHms HaceneHus nuLa CTapLiero Bo3pac-
Ta ABNAIOTCA ayauTopuren, NOHVMaHWe 1 y4YeT KOTOpoWn
HeobXoAUMbI ANA Pa3BUTUA OHMaH-6U3HeCa.

Mo pe3ynbTatam NpoBefeHHOro UCCIEAOBaHUA Onpe-
[eNieHbl 3HauMMble GaKTopbl OHNANH-NOKYNOK «cepebps-
HbIX NOTpebuTENeNy: BbIABIIEHO OTPULATENbHOE BNAHME
6uonornyeckoro Bo3pacTa, ¢UHAHCOBOro, NpPoOu3BOA-
CTBEHHOTO PUCKOB M PUCKA OLEHKW, a TaKXKe NONOXU-
TenbHOe BAWAHWE pa3Hoobpasvsa acCoPTUMEHTA, HaBbl-
KOB MOfIb30BaHWA UHTEPHETOM 1 BOCMPUATAA BO3pacTa
HUXe paKTUyecKkoro.

MonyyeHHble pe3ynbTaThl  MMEKT MPAKTUYECKYIO
LEeHHOCTb 1S OHNANH-puTennepoB. Tak, MM Heobxoam-
MO CTMMYNMpPOBaTb MoTpebuTenen B Bo3pacte 50 nert
N CTaplle COBepLUUTb NepBYI0 MOKYMKY, MO pe3ynbTaTam
KOTOPOW MOBbILIAETCA BOCMPUATME BbIFOA U CHIKAETCA
BOCNpUATAE PUCKOB. [InA BOBMEYEHMA paccmaTpuBae-
MOI ayaouToOpuM B PamKax KOMMYHMWKALMOHHbIX Kamma-
HUN pPeKOMEHLOBAHO YCWMBATb pPeKNnamHble cooblye-
HUA wuHbopmaumen O pa3HOOOpPaA3UN aCCOPTUMEHTA,
MOCKOJbKY aHHAA BbIrofa NONOXMTENIbHO BAWAET Ha Ha-
MepeHMe NoKynaTb OHMaiH. [1na cHxeHUAa GUHAHCOBOTO
pycKa cnefyeT Aenatb akLeHT Ha 6e30MacHOCTU AaHHbIX
KapTbl 1 nnaTexxen, HanpuyMep, NOCPeLCTBOM pa3mMelle-
HUA YKPYMHEHHbIX UKOHOK 3awuTbl nnatexxei. CHU3NTb
NPOU3BOACTBEHHBIN PUCK MOXET Pa3MeLLEHNE NHCTPYK-
umm no GOPMUPOBAHMIO 1 ONJlaTe 3akasa. ITO He TONbKO

MO3BOMNT YNPOCTUTb MPOLIECC 3HAKOMCTBA C nnatdop-
MaMy 3M1EKTPOHHOWN KOMMEepLMKW, HO U NPefoCTaBuT Nn-
LlaM CTapLiero Bo3pacta BO3MOXHOCTb CaMOCTOATENIbHO
nprobpecty ToBap UNKU ycnyry B MHTepHeTe. Hanuuune
LAEeTann3npoBaHHbIX onncaHun n 3D-makeToB ToBapa He-
00XOAMMO /1A CHUMXEHUA PUCKA OLIEHKM.

Mo pe3synbraTtam nccnefoBaHNA NOMOLLb CO CTOPOHDI
OKPY»KeHNA NONOXUTENbHO BAMAET Ha yyacTue B UHTep-
HeT-LIOMNUHre, OfIHAKO TaKMe MOKYMKU OKa3blBalOTCA CKO-
pee pa3oBbIMU, HEXENW PErynAapHbIMU. ITO CBUAETENb-
CTBYET O HeO6XOoAUMOCTV MOBBIWEHNA [JOCTYMHOCTM
OHNaNH-MOKYNOK HEMOCPEACTBEHHO ANA ayAUTOpUn CTap-
wero Bo3pacta. CNocobCcTBOBaTbL STOMY MOXET yiyuylle-
H/e HaBbIKOB MOJIb30BaHUA WMHTEPHETOM, MOMNOXMTENb-
Hoe BNIMSHME KOTOPbIX TaK»Ke OblS10 BbIAB/IEHO B paboTe.
[nAa noBbiWeHNA BOBNEYEHHOCTU OHMANH-pUTENNIepbI
MOTYT 3anyCcTUTb KypcCbl 0BYyYeHUA MO UCMOb30BaHWIO
nnatopm 3NIEKTPOHHOWM Kommepummn. Kpome Toro, npu
pa3paboTke MapKETVHIOBOWN CTpaTernn Cnepyet yumTbl-
BaTb MCUXOJIOrMYeCKme acneKkTbl BOCNPUATUA BO3pacTa.

Mpun paccmoTpeHnn pesynsTaToB AaHHOW PaboTbl He-
006X0AMMO NPUHUMATL BO BHUMAHWME NPUCYLLME e OrpaHu-
YeHKs, NPeoaoneHne KOTOPbIX OTKPbIBAET NPOCTPAHCTBO
ANA DanbHeNwWnx nccneaoBaHnii. Bo-nepsbix, cobpaHHas
BbIOOpKa ABNAETCA [ETEPMUHUPOBAHHON U, COOTBET-
CTBEHHO, HE MOXET CYMTaTbCA FapaHTUPOBAHHO pernpe-
3eHTaTUBHOW, BBUY Y€ro NonyyYeHHble pe3ynbTaTbl MOTYT
He B NOJIHOWN Mepe oTobpaXkaTb MOBEAEHME pacCcMaTpu-
Baemou ayautopun. OueHka mogenei Ha NaHebHbIX UK
NPOCTPAHCTBEHHbIX [aHHbIX, PENPe3eHTUPYIOWMX FeHe-
panbHy0 COBOKYMHOCTb ML, CTAapLIEro BO3pacTa, NPOXu-
BatoLmx B Poccuu, NO3BOAUT pacluMpuTb HANONHEHHOCTb
rpynn v nonyuutb BanvaHble pe3ynbratbl. Bo-BTOpbIX,
3HauMTesIbHasA YacCTb aHKeT Oblia cobpaHa B OHNalH-dop-
MaTe, UTO TaKXe MOXET MPUBOAWTb K HeJOOLieHKe 3Ha-
UMMOCTU HEKOTOPbIX acnekToB pUCKa BBMAY Oonbluero
OfbITa NONb30BaHWA UHTEPHETOM. YBENMUYEHNE KONmye-
CTBa OodnanH-aHKeT (MM UCNonb3oBaHMe TenepoHHOro
onpoca) ABNAETCA NepCrneKTUBON Pa3BUTUA UCCNefoBa-
HWsA. B-TpeTburx, NOCKONbKY YacTb GakTOPOB He yaanocb
chopMmMpoBaTh MO COBPAHHbBIM B paMKax onpoca AaHHbIM
(3koHOMKMA 3aTpaT, refoHNCTNYECKan BbIroga), TO BAUA-
HVe AaHHbIX GAaKTOPOB OCTAETCA OTKPbITBIM K M3YUeHMIo
B KOHTEKCTE POCCMINCKOTO PbIHKA. B
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g MpunoxeHue 1 - OnucamenbHas cmamucmuka
9 Appendix 1 - Descriptive statistics
5
b OnucaHune [NepemeHHble OTBeTbI KonnuyectBo Donsa, %
S HeT-0 31 12,70
& | ®akT oHnaitH-NoKynok Purch
& HOa-1 213 87,30
<
E TouHo He Kynnto - 1 13 5,33
=
» Ckopee He Kynio — 2 24 9,84
HamepeHwve KynuTb oHNaiH Inten He cocragun mHeniA / 3aTpyaHAIoCh 26 10,66
oTBeTUTb — 3
Ckopee kynnto - 4 83 34,02
TouHo Kynnto - 5 98 40,16
He nokynan -0 31 12,70
Pexe, uem pa3 B nonroga — 1 11 4,51
OpuH pas B 4-6 mecAues — 2 16 6,56
YacToTa OHNaH-MOKYNoK Freq
OpwuH pas B 2-3 mecAaua - 3 41 16,80
OgavH pas B mecAay — 4 35 14,34
Heckonbko pas B mecAl - 5 110 45,08
X-0 159 65,16
Mon Gender
M-1 85 34,84
. o 60 net-0 133 54,51
buonornyeckunn sospacr BioAg
60 + net -1 11 45,49
PasHu1La Mexxay 610N0rMYecknm 1 Coanto Ao 10 net -0 114 46,72
KOFHWUTMBHbBIM BO3pacTom g 10 + net - 1 130 53,28
HaceneHue 1 mnH n 6onee - 0 91 37,30
Pasmep ropoga City
HaceneHve < 1 MnH - 1 153 62,70
CpepHee obuyee / 79 3238
Ob6pa3zoBaHue Education npodeccroHanbHoe - 0
MwuHrmym BbicLee - 1 165 67,62
Hetr-0 101 41,39
3aHATOCTb Work
HOa-1 143 58,61
CpegHee n Huxe - 0 151 61,89
CamooLeHKa 340p0Bbsi Health
Xopouee nnun oyeHb xopoluee — 1 93 38,11
Hetr-0 231 94,67
WHBanmaHocTb Disability
Oa-1 13 533
T 6 Walk Het-0 182 74,59
pyAHOCTY Npu Xoabbe a
Oa-1 62 25,41
He xBaTaeT Ha 6bITOBYIO TEXHUKY — O 83 34,02
OuHaHcoBOE MosoxeHne Finance XBaTaeT Kak MHUMYM Ha GbITOBYIO 161 6598
TEXHUKY — 1 !
CpegHuie n xyxe -0 124 50,82
HaBbIKv NONb30BaHMA NHTEPHETOM Skill
Xopoluve v nyywe -1 120 49,18
Het-0 207 84,84
MomoLLb OKpyKatoLLnx Help
Oa-1 37 15,16
Ha 6ymare - 0 68 27,87
Cnocob 3anonHeHUA aHKeTbI Online
OHnanH - 1 176 72,13
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[punoxeHue 2 - CmpykmypHele modenu u duazpammel nymed
Appendix 2 - Structural equation and path models
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JAuazpamma nymeli modenu 1': Defect_risk — puck decpekma, Experience_risk — puck oyeHku, Fin_risk — puHaHcoseili puck, Perf_
risk — npouzeodcmeeHHbili puck, Priv_risk — puck KoHgpudeHyuanbHocmu, Soc_risk — coyuansHeiti puck, Conv_Ben — ydo6cmeo,
Variety_Ben - pasHoo6pa3ue accopmumeHma

Model 1 path: Defect _risk is defect risk, Experience_risk is experience risk, Fin_risk is financial risk, Perf_risk is performance risk,
Priv_risk is privacy risk, Soc_risk is social risk, Conv_Ben is convenience, Variety_Ben is variety of assortment
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JAuazpamma nymeli modenu 2°: Defect_risk — puck decpekma, Experience_risk — puck oueHku, Fin_risk — puHarcoeelli puck,
Perf_risk — npouzsodcmeeHHbili puck, Priv_risk - puck koHhudeHyuanbHocmu, Soc_risk — coyuanbHbili puck,
Conv_Ben - ydo6cmeo, Variety_Ben - pasHoobpasue accopmumeHma

Model 2 path: Defect _risk is defect risk, Experience_risk is experience risk, Fin_risk is financial risk, Perf _risk is performance risk,
Priv_risk is privacy risk, Soc_risk is social risk, Conv_Ben is convenience, Variety_Ben is variety of assortment

TPaccumTaHo B CTaTUCTMYECKOM NakeTe Stata.
2 PaccunTaHo B CTaTUCTUUECKOM NakeTe Stata.
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Online 0,06 Gender
0,01
‘} -
Inten 0,05 Skill
N
Cogn10
0,15
Help
_0,07 Walk

JAuazpamma nymeli modenu 3': Defect_risk — puck decpekma, Experience_risk — puck oyeHku, Fin_risk — puHaHcoseili puck, Perf_
risk - npouseodcmeeHHbili puck, Priv_risk — puck KoHghudeHyuaneHocmu, Soc_risk — coyuaneHslli puck, Conv_Ben - ydo6cmeo,
Variety_Ben - pasHoo6pa3ue accopmumeHma

Model 3 path: Defect _risk is defect risk, Experience_risk is experience risk, Fin_risk is financial risk, Perf _risk is performance risk,
Priv_risk is privacy risk, Soc_risk is social risk, Conv_Ben is convenience, Variety_Ben is variety of assortment

TPaccumntaHo B CTaTUCTMUECKOM NaKkeTe Stata.
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BnsiHHe ONbITa B3aUMO/JIEMCTBUA C OpPEeHI0OM
Ha MOTHBAI[HI0 KJINEHTa K IMOKYIIKe:

POJIb OTKPBITOCTH HOBOMY OIIBITY

C.Yasyworny’, K. lar?

' BUHIéNbCKNN yHUBEPCUTET, T. BuHréns, Typuus
2 MUHUCTEPCTBO HaLMOHanbHOro 06pasoBaHus, r. [asuanTen, Typuns

AHHOTauuA. BHegpeHMe HOBbLIX TEXHONOMWI NPeAoCTaBAAET NOTPebUTENAM AOMONTHATENbHbIE BOSMOXHOCTY A/l COBEPLUEHUA
NOKYNOK 1 NprobpeTeHuns onbiTa NCMONb30BaHUA HOBbIX NPOAYKTOB. CTaTbA NOCBALLEHA U3YUYEHMIO BIIMAHWA OMbiTa K/IMEHTa No
B3aMMOJENCTBUIO C KOHKPETHbIM GPEHOM Ha ero MOTMBALMIO K COBEPLUEHMO NOKYNKW. MpeanprHATa NOMbITKa ONpeaenuTsb,
UrpaeT fIn 3HaYMMyI0 POJib B AAHHOM B3aUMOAENCTBUN GAaKTOP «OTKPLITOCTb OMbITY», NOA KOTOPbIM MOHUMAETCA CMOCOBHOCTb
KJMeHTa K NO3HaHWI0 HOBOFO 1 YPOBEHb €ro ajantauun K n3MeHeHnam. MeTogonormyeckoi 6a3oin nccneaoBaHns BbICTYNIM
Knaccmyeckasa Teopmua MapKeTuHra u Teoprsa camoornpeaeneHnsa B YacTy NONOXEHNA KOTHUTUBHON oueHKW. [pumeHAanmch me-
TOLbl YL,OBHOW BIGOPKN 11 MOAENNPOBAHUA CTPYKTYPHBIMI YpaBHeHUAMU. VIHPOpMaLMOHHYI0 6a3y COCTaBUAU faHHble OHNaNH-
onpoca 416 nonb3oBaTenei nopTana No JocTaBKe rotoBbix 6ntog yemeksepeti.com, nposegeHHoro B Typuumn B nioHe 2023 T.
TecTupoBaHMe rnoTes oCyLecTBAANOCh B CTaTUCTYECKO Nporpamme SmartPLS 4. PesynbTaTbhl uccnefoBaHma AEMOHCTPUPYIOT
NOSIOXMTENbHOE 3HaUMMOE BAVSAHME OMbiTa KNMEHTOB N0 B3auMOZENCTBMIO C GpeHAOM Ha MX MOTVBALIMIO K COBEPLLEHMIO NOKYM-
KW 1 POCT YPOBHA OTKPBLITOCTM HOBbIM MOTPEOUTENBCKUM BreuaTNeHnaM. TakKe fOKa3aHO NONoXMTeNbHOE BIuAHMe gakTopa
«YPOBEHb OTKPbITOCTU KNMEHTa HOBOMY OMbITY» B CBA3W MEPEMEHHbIX OTHOLUEHWE KMeHTa K 6peHfy — ypOBeHb MOTMBaLUK
KnveHTar. MoaTBepxAeHa runotesa O 3aBUCMMOCTU MEXAY MOTMBALMEN KIMEHTOB K COBEPLUEHMIO MOKYMKM onpeaeneHHOro
6peHaa 1 peannsaumein Nx NoBefeHYeCKUX HaMepeHuin. TeopeTnyeckuii BKag UCCIeA0BaHUA 3aKNIOYAETCA B NMOMOSHEHUN Mac-
CMBa SMMUPUYECKMX 3HAHWUIA O MapameTpax «MoTPebUTeNbCKNe MOTHBBI» U «OTKPBITOCTb KAMeHTa onbiTy». Cpean BO3MOXHbIX
HanpaBneHni JaNbHeNLWMX NCCNeRoBaHN — anpobaums NpeanoXeHHON MOAeny Ha NpUMepe anbTePHATUBHbBIX OTPACen KO-
HOMWKM W C UCMOMNb30BaHNEM CTaTUCTUYECKNX AaHHbIX APYrrX CTPaH.
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INTRODUCTION

Customers actively seek unique and inspiring experienc-
es in the consumption process [Becker, Jaakkola, 2020;
Farrelly, 2019; Homburg, Jozic, Kuehnl, 2015; Hosany,
2011]. Thrash and Elliot [2003] define inspiration as a spe-
cific type of intrinsic motivation that is driven by external
stimuli and leads to the realization of new ideas. Customer
inspiration is recognized as a way to strengthen customer
relationships [Ki, Park, Kim, 2022]. Customer inspiration
evoked by brand experiences is treated as an intrinsic mo-
tivational state. Brand stimuli such as name, logo, pack-
aging, advertisements, brochures, websites, etc. are the
main source of subjective, intrinsic customer reactions
called “brand experience” [Brakus, Schmitt, Zarantonel-
lo, 2009]. Hence, brand experience is conceptualized as
subjective and intrinsic customer reactions (sensation-
al, emotional, and cognitive) and behavioral reactions
evoked by the design, communication and stimuli relat-
ed to a brand [Sahin, Zehir, Kitapgl, 2011]. On the other
hand, “inspiration” as a motivational approach suggests
that customers seek to understand new experiences. The
use of applications that affect our lives as customers (such
as Yemeksepeti) can provide inspirational experiences by
mediating the purchase of goods or services [Libaque-
Saenz, Hernani, Noel, 2019]. Several studies have deter-
mined that aforementioned technological applications
can increase customer inspirations [Chuah, 2019; Hinsch,
Felix, Rauschnabel, 2020; Riegger et al., 2021].

The digital transformation happened due to the Cov-
id-19 pandemic and also caused change in customer hab-
its. One of these transformations is the introduction of
online delivery applications. According to data from the
Ministry of Trade, the volume of Turkey’s online food in-
dustry grew by 99% in the first half of 2022, exceeding 12
billion TRY'. Yemeksepeti.com, founded in 2001, was the
first in Turkey to implement the e-mediator model, which
enables online food ordering. Yemeksepeti is one of the
first players in the sector and is also the market leader.
Brands such as Getir Yemek, Trendyol Yemek and Fuudy
have also taken their place in the online food sector
[Tomas, 2014; Cakardz, Civek, 2021]. As of 2022, Yemek-
sepeti has more than 30 million users, and the number of
restaurants using this platform exceeded 79.879, break-
ing the record of 1 billion food orders in 20222, Turkey’s
first and largest online takeaway portal yemeksepeti.com
is an organization that brings local food businesses and
chain food and beverage businesses together with cus-
tomers. The portal allows customers to select and order
food and beverages of their choice from different cuisines,
benefit from promotions and discounts across the coun-
try and in their region, and rate the goods and services

T T.R. Ministry of Trade. (2022). E-ticaret bilgi platformu-
istatistikler. https://www.eticaret.gov.tr/istatistikler.

2 Webrazzi. (2023). Yemek sepeti rakamlari. https://webrazzi.
com/2022/12/30/30-milyondan-fazla-kullaniciya-sahip-yemek-
sepetinin-2022de-one-cikan-rakamlari/.

they purchase by rating service quality, speed and food
quality after purchase [Kilicalp, Ozdogan, 2019]. Success-
ful brands have an aspirational quality that symbolizes
desirable personality traits such as sophistication and
competence that can inspire targeted behavior [Aaker,
1997]. For this reason, it is important for Yemeksepeti,
which includes many digital restaurants, to continue its
existence by being inspirational and creating desire in
customers. In this context, the study was conducted with
users of yemeksepeti.com, a widely used online ordering
system in Turkey.

With the rapid increase in information and commu-
nication technologies, customers’ desire to save time for
different reasons, such as busy work schedules and the
search for new flavors increases the tendency to order
food online. This research is unique in the fact that it aims
to understand the effects of openness to experiences on
behavioral intention by examining the mediating role of
experiential openness in the interaction of customers-
with the source of inspiration in this brand experience.
According to Bottger et al. [2017], customer inspiration
is an important motivational factor in customer behavior
literature. Inspiration significantly affects customers’ af-
fective, attitudinal, and behavioral intentions [Bottger et
al., 2017]. Therefore, it is important to understand the role
of openness to experiences by determining the effects of
brand experience on customer inspiration and behavioral
intention in the online food ordering market. The study
was conducted to determine the effects of brand expe-
rience on customer inspiration and behavioral intention
and to determine the mediating role of openness to ex-
perience. The results of the study are considered to have
implications for the literature and relevant stakeholders.

LITERATURE REVIEW

Brand experience. Brand experience is defined as the
emotions, cognitions and behavioral responses evoked
by a brand’s identity, communication and environment
[Brakus, Schmitt, Zarantonello, 2009]. Brand experience
is related to a customer’s intrinsic, personal response
when interacting with a brand [Morgan-Thomas, Velout-
sou, 2013] and is also defined as the set of responses that
customers evoke at every point of contact with brands
and are stored in long-term memory [Huaman-Ramirez,
Merunka, 2019]. Unlike product experience, shopping
experience and consumption experience, brand experi-
ence is considered as the notion that captures subjective
customer reactions to brand-specific stimuli [Ishida, Tay-
lor, 2012].

Brakus, Schmitt and Zarantonello [2009], divided
brand experience into four dimensions, such as sensory,
emotional, intellectual, and behavioral. The sensory di-
mension relates to the degree to which a brand appeals
to customers’ senses and whether the brand creates
strong and engaging impressions on them. The emo-
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tional dimension relates to how strongly a brand evokes
emotions and feelings in customers. The intellectual di-
mension relates to the extent to which a brand stimulates
curiosity, thinking and problem solving in customers. The
behavioral dimension is about how strongly a brand can
engage customers in physical activities [Zarantonello,
Schmitt, 2010].

Customers can have different types of experiences
with a brand through sensations, emotions, behaviors,
and intellect [Ong, Lee, Ramayah, 2018]. Customers'brand
experience refers to their knowledge and familiarity with
a brand or brand category [Alba, Hutchinson, 1987].
Brand experience can influence certain aspects of cus-
tomer behavior (brand personality, satisfaction and loy-
alty) [Schmitt, 2009; Brakus, Schmitt, Zarantonello, 2009].
Brand experience, which is the sum of customers’ experi-
ences with a brand, plays an important marketing role in
influencing customer behavior [Yu et al., 2020] and can
create brand loyalty [Jung, Soo, 2012], satisfaction, trust
and commitment [Baser, Cintam{ir, Arslan, 2015; Nysveen,
Pedersen, Skard, 2013] by influencing customer behavior
[Ha, Perks, 2005].

Customer inspiration. Inspiration is the experience of
discovering new insights and understandings suddenly
[Oleynick et al., 2014]. The concept of inspiration has be-
come an important source of improvement for sustain-
able customer behavior [Kwon, Boger, 2021]. Customer
inspiration is considered as a state, an intrinsic motiva-
tion evoked by the brand experience (external stimulus).
Bottger et al. [2017] adapt customer inspiration to the
marketing context, defining it as “a transient motivational
state that facilitates customers’ transition from the recep-
tion of a marketing-induced idea to the intrinsic pursuit
of a consumption-related goal” Inspiration is a motivat-
ing state that mobilizes the person experiencing it [Liang,
Chen, Lei, 2016; Thrash, Elliot, 2003]. The full occurrence of
inspiration is attributed to the realization of the inspired
by and inspired to reactions [Thrash, Elliot, 2004].

Inspired by reflects the acceptance of a marketing
idea and the transition to new possibilities in customer
awareness [Bottger et al.,, 2017; Thrash, Elliot, 2004]). In-
spired by is the stage at which customers experience the
urge to realize an idea. It therefore typically reflects the in-
ternal pursuit of a consumption-related goal [Thrash et al,,
2014]. The first stage of inspiration refers to a process by
which individuals form or change their minds or thoughts,
evoked by external stimuli (e.g., brand experiences). In-
spiration reflects a state of intentionality that underlines
the urge (i.e. motivation) to act or do something [Thrash,
Elliot, 2004]. Inspiration to is characterized by motivation
that leads people to positive emotions and the urge to
take action [Kwon, Boger, 2021]. When customers are ex-
posed to exciting new ideas, they move from being “in-
spired” by external stimuli to being “inspired” to realize
the idea embedded in the stimuli [Bottger et al., 2017].
While the inspired by state is related to the receipt of new

ideas leading to the awareness of new and better possi-
bilities, the inspired to state is linked to the urge to realize
suddenly discovered ideas [Thrash, Elliot, 2003].

Inspirational emotional reactions attributed to an
event can be explained by cognitive appraisal theory of
emotions in literature. Cognitive appraisal theory (CAT)
aims to explain individuals’ subjective evaluations of
events that evoke different emotions [Lazarus, 1991;
Roseman, 1996]. In other words, CAT defines emotions as
mental states resulting from the evaluation or appraisal of
personally relevant information [Smith, Ellsworth 1985].
CAT was developed to determine how the evaluation of
an experience elicits emotions by evaluating a stimulus
[Smith, Lazarus 1993]. According to the theory, an emo-
tional response to an event (e.g., an inspirational experi-
ence) is a result of cognitive appraisal based on the indi-
vidual’s reference system. More specifically, individuals
evaluate how an experience affects their goals, benefits,
and value pursuits using various evaluative dimensions
[Roseman, 1996; Choi, Choi, 2018]. Customers are likely to
have different interpretations and emotional responses
to the same stimulus. Brand managers should ensure that
their interactions with customers evoke positive emo-
tions such as “having fun” [Choi, Choi, 2018]. An inspira-
tional shopping experience, which occurs when inspira-
tional brands evoke high levels of surprise, joy and flow,
fuels purchase motivation [Park, Eisingerich, Park, 2013].
Inspiration is also closely linked to quality moments, as
well as the need and desire to indulge customers. This is
characterized by the feeling of satisfaction generated by
the consumption process [Manasseh et al., 2012].

Openness to experience. Openness describes the
breadth, depth, and variability of one’s ambition for new
ideas and is a personality trait that refers to the degree
to which a person is creative, open-minded, intelligent,
and artistically sensitive [Kvasova, 2015; McCrae, Costa,
1985; Zhang et al., 2019; Barrick, Mount, 1991]. Individuals
with high openness to experience tend to be insightful,
curious, intelligent, creative and have different interests
[Costa, McCrae, 1992; Kuo et al., 2015; Rose et al., 2010].
Openness to experience refers to intellectually curious
and creative individuals [Costa, McCrae, 1992; Moghav-
vemi et al., 2017; Matzler, Bidmon, Grabner-Krauter, 2006].
This personality trait explains an individual’s receptivity to
learning new things and adapting to change [Rothman,
Melwani, 2017; Moghavvemi et al., 2017]. Customers with
high openness to experience are more likely to immerse
themselves in the local atmosphere and show a marked
interest in discovering more about a destination, leading
to intention effects [Khoi, Phong, Le, 2019].

Behavioral intentions. Behavioral intentions are con-
ceptualized as self-given directions to behave a certain way
[Cavusogdlu, Demirag, 2021]. Behavioral intention, defined
as the confirmation of the probability of engaging in a cer-
tain behavior, is an indicator of the future behavior of cus-
tomers [Lai, Chen 2011]. Customers’ direct and indirect in-
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teractions with a brand create brand experiences [Schmitt,
1999; Brakus, Schmitt, Zarantonello, 2009]. This means that
while several experiences could be positive, others could
be negative. When customers experience or consume
goods and services, they have behavioral intentions to ex-
perience, purchase, pay a higher price and recommend the
goods and services they experience [Sahin et al., 2017].

When customers have a pleasant or unpleasant expe-
rience with a brand, they readily express behavioral re-
sponses, which can have a direct impact on their future
behavioral intentions in terms of repeated visits, recom-
mendations, and willingness to pay a higher price [Risi-
tano et al., 2017]. These value measures also reflect three
dimensions of behavioral intention. The tendency formed
as a result of customers’ positive or negative experiences
with the brand is called revisiting or not revisiting the
brand [Wang, Choe, Song, 2020; Dag, 2022]. Accordingly,
the intention to revisit is the individual’s decision to pur-
chase the service from the same company again taking
into account the current situation and possible condi-
tions [Cavusoglu, Bilginer, 2018]. Recommending, which
is another dimension of behavioral intention, reflects
customers'intention to purchase the same product again
by recommending it [Sotiriadis, 2017]. If the brand experi-
ence is positive, customers may express their behavioral
intention by recommending the product [Risitano et al.,
2017]. The last dimension of behavioral intention, will-
ingness to pay more, is expressed as the continuation of
the preference of a business by buyers despite the price
being set at the maximum price [Didier, Lucie, 2008].
A positive brand experience even influences the custom-
er's willingness to pay more by causing them to react fa-
vorably to the purchase price [Ha, Perks, 2005].

THEORETICAL FRAMEWORK
Brand experience and source of customer inspiration.
Brand experience, which relates to the customers'intrinsic,
personal response when interacting with a brand [Mor-
gan-Thomas, Veloutsou, 2013], has shown that resources
in the consumption environment (e.g., print advertise-
ments, interior design, personalized messages, or inter-
action with frontline employees) significantly influence
customer inspiration [Bottger et al., 2017]. In addressing
the connection between brand experience, customer in-
spiration, and intention, Kwon and Boger [2021] discov-
ered that brand experience affects customer inspiration.
The way in which intrinsic motivation (e.g., customer in-
spiration) connects the relationships between brand ex-
perience, customer attitude and behavior isimportant for
determining the development of comprehensive brand
experience knowledge [Andreini et al., 2018]. Inspiration
can, therefore, be seen as the transmission process that
connects the stimulus (e.g., brand experience) and inspi-
ration-related activities [Kwon, Boger, 2021].

Wang, Zhou and Liu [2018], emphasized the impor-
tance of inspiration in enhancing the brand experience.

Jeong et al. [2014] suggested that hospitality businesses
should inspire customers to create positive attitudes and
behaviors towards the green business environment. This
is because customer inspiration refers to a state of intrin-
sic motivation [Bottger et al., 2017; Thrash, Elliot, 2004].
Therefore, this intrinsic motivation is positively related to
brand experience and leads customers to create and act
on their thoughts [Liu, Sparks, Coghlan, 2017]. For these
reasons, the following hypotheses were formulated:

H1: Brand experience positively affects the source of
customer inspiration.

H1a: Brand experience positively affects the source of
inspired by.

H1b: Brand experience positively affects the source of
inspired to.

Brand experience and openness to experience.
Brand experience refers to customers’ emotions, cogni-
tions and behavioral responses stimulated by their envi-
ronment [Brakus, Schmitt, Zarantonello, 2009]. According
to these behavioral responses, customers who are highly
receptive to new experiences are more likely to be per-
suaded [Khoi, Phong, Le, 2019]. Openness to experience,
which explains customers being receptive to learning
new things and adapting to change [Moghavvemi et al.,
2017], can be affected by brand experience. Customers
with high openness to experience tend to be insightful,
curious, intelligent, creative, and have different interests
[Costa, McCrae, 1992; Kuo et al., 2015; Rose et al.,, 2010].
Therefore, a good brand experience positively affects cus-
tomers with high openness to experience [Hernani-Me-
rino, Libaque-Saenz, Déavalos, 2023]. Openness to expe-
rience also reflects customers’ preference for innovation
and change [Komarraju et al., 2011], reflecting original
and creative customers. Therefore, openness to experi-
ence is associated with brand experience by manifesting
itself in a wide range of ways, from fantastic experiences,
creative ideas and products to a high level of tolerance
towards the thoughts and experiences of others [Ozhan,
Altug, Deniz, 2018]. For these reasons, the following hy-
pothesis was formulated:

H2: Brand experience positively affects openness to
experience.

Openness to experience and source of customer
inspiration. Openness to experience is characterized
by being imaginative, insightful, non-traditional, having
broad interests and having a preference for diversity [Mc-
Crae, John, 1992]. Openness to experience refers to intel-
lectually curious and creative individuals [Costa, McCrae,
1992; Moghavvemi et al., 2017]. Therefore, openness to
experience is associated with inspirations such as think-
ing creatively and differently, pursuing aesthetic goals
and engaging in creative activities [Westjohn, Singh,
Magnusson, 2012]. In other words, individuals with high
openness to experience have multiple interests, flexible
thinking and are open to new ideas [Hee, Johari, 2014].
These customer characteristics related to openness to ex-
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perience may have an impact on inspiration. Inspiration
is a motivating state that mobilizes the person who ex-
periences it [Liang, Chen, Lei, 2016; Thrash, Elliot, 2004].
Thrash and Elliot [2003] provide theoretical evidence that
openness to experience facilitates inspiration. Hermann
and Nadkarni [2014] suggest that personality traits such
as openness to experience can positively influence the
initiation of change. They also argue that divergent think-
ing and creativity can be transformed into motivating
and mobilizing inspiration. Similarly, Khoi, Phong and Le
[2019] put forward an idea that openness to experience
positively affects customer inspiration. For these reasons,
the following hypotheses were formulated:

H3: Openness to experience positively affects the
source of customer inspiration.

H3a: Openness to experience positively affects the
source of inspired by.

H3b: Openness to experience positively affects the
source of inspired to.

The mediating role of openness to experience. He,
Liuand Li[2021] state that openness to experience plays a
positive mediating role in brand experience and custom-
er inspiration. Brand experience can influence customers
with high openness to experience. Customers with high
openness to experience tend to be insightful, curious, in-
telligent, creative and have different interests [Kuo et al.,
2015; Rose et al,, 2010]. Graham and Smith [2021] state
that inspiration is a source of motivation influenced by
openness to experience. People who are more open to
experience are more willing to share their experiences
and ideas with others [Tan, Tang, 2013]. According to Hee
and Johari [2014], attitudes towards customer-oriented
behaviors are positively correlated with customers’or ser-
vice providers’ openness to experience personality traits.
Openness to experience can directly influence experi-
ences with a brand [Tarka, Kukar-Kinney, Harnish, 2022]
because this trait represents an intrinsic need, which may
mean that customers are more likely to seek new experi-
ences and enjoy them more [McCrae, Costa, 1997; Olsen
et al,, 2016]. There is a significant relationship between
openness to experience and customer behavior [Kvasova,
2015] and it is suggested that openness may play a me-
diating role [Shalley, Zhou, Oldham, 2004; Baer, Oldham,
2006; Van Tilburg, Sedikides, Wildschut, 2015]. Openness
to experience is strongly and consistently associated with
attitudes and behaviors that have a positive effect [Hirsh,
2010; Milfont, Sibley, 2012]. For these reasons, the follow-
ing hypothesis was formulated:

H4: Openness to experience partially mediates the
positive effects between brand experience and the
source of customer inspiration.

Source of customer intention and behavioral inten-
tion. According to [Liang, Chen, Lei, 2016; Thrash et al.,
2014; Bottger et al,, 2017; Park, Eisingerich, Park, 2013; An,
Youn, 2018], customer inspiration has a significant impact
on emotional responses like positivity and satisfaction,

which in turn affect behavioral intention. According to
Kwon and Boger [2001], the transmission process that in-
fluences behavioral intention is the inspiration produced
by a positive brand experience. In the opinion of Bottger
et al. [2017], customer inspiration, which significantly af-
fects customers’ emotional, attitudinal and behavioral in-
tentions, is considered animportant motivational factorin
the literature on customer behavior. Therefore, it is stated
that this motivation supported by inspiration means that
customers will behave in a certain way to realize an idea
[Kwon, Boger, 2021]. Customer inspiration affects behav-
ioral intention depending on the brand experience [Liang,
Chen, Lei, 2016; Cavusoglu, Bikey, 2022]. Being inspired
to and having inspired by are strongly related to each oth-
er, as they are sufficient conditions for the customer expe-
rience of inspiration [Thrash, Elliot, 2003]. It has been stat-
ed that both dimensions of inspiration have a significant
potential to dominate in generating customers’emotions
(e.g., pleasure) and eliciting their subsequent behaviors
(e.g., revisit, recommendation, and intention to pay more)
[Cavusoglu, Biikey, 2022]. For these reasons, the following
hypotheses were formulated:

H5: The source of customer inspiration positively af-
fects behavioral intention.

H5a: The source of inspired by positively affects the
intention to revisit.

H5b: The source of inspired by positively affects the
intention to recommend.

H5c: The source of inspired by positively affects the in-
tention to pay more.

H5d: The source of inspired to positively affects the in-
tention to revisit.

H5e: The source of inspired to positively affects the in-
tention to recommend.

H5f: The source of inspired to positively affects the in-
tention to pay more.

RESEARCH METHOD

The study is conducted to determine the effects of brand

experience on customer inspiration and behavioral inten-
tion and to understand the mediating role of openness
to experience. The research model is presented in Figure.

Openness
to experience
Brand
experience

Inspired- Inspired-
by state to state

Research model
Moodenb uccnedosanus
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The population of the study consists of customers who
order from the online takeaway portal yemeksepeti.com.

Sample. The data for study were gathered using the
guestionnaire technique. The questionnaires, which were
collected using the convenience sampling method, were
collected online in June, 2023. A total of 416 valid re-
sponses were received.

Scales. The questionnaire form includes demographic
characteristics and the statements in the model. The vari-
ables consisted of statements to measure brand experi-

ence, openness to experience, customer inspiration and
behavioral intention. Variables and statements are pre-
sented in Table 1.

The scale expressions using a five-point Likert scale
were directed to the participants in the range of 1 -
strongly disagree to 5 - strongly agree.

RESEARCH RESULTS
Demographic findings. Table 2 presents the socio-demo-
graphic characteristics of participants.

Table 1 - Research model variables
Tabnuya 1 - [NlepemeHHble Modesu

Variables Dimensions

Statements Reference

This brand leaves a strong impression.

| find this brand to be sensory engaging.

This brand appeals to my senses.

This brand stimulates my senses and emotions.

I have strong feelings about this brand.

Brakus,

This brand is sentimental to me.

Brand One

Schmitt,

experience dimension

Using this brand pushes me to engage in physical actions and behaviors.

Zarantonello

This brand results in bodily experiences.

[2009]

This brand is action-oriented.

Thoughts cross my mind when | come across this brand.

This brand makes me think about a lot of things.

This brand encourages my curiosity and problem solving.

| am seeking out fantasy.

Openness One | am seeking out aesthetics.

Khoi,

to experience | dimension

| am seeking out feelings.

Phong, Le
[2019]

| am seeking out ideas

This takeaway portal fired my imagination.

| appreciate the new ideas in this takeaway portal.

Inspired-by
state

| got new ideas unexpectedly and spontaneously by looking at this takeaway portal.

| admire the new idea shared on this takeaway portal.

Customer

| feel as if | have discovered something new from this takeaway portal

Bottger et al.

inspiration

This takeaway portal inspired me to do something.

[2017]

This takeaway portal made me want to do something.

Inspired-to

This takeaway portal increased my interest in doing something.

state

This takeaway portal motivated me to do something.

This takeaway portal made me want to do more

I would like to revisit this takeaway portal.

Visit intention

I plan to revisit this takeaway portal.

I will make an effort to order from this takeaway portal again

portal.

I will encourage my friends and relatives to dine out by ordering from this takeaway

Han,

Word-of-mouth
intention

Behavioral

intentions takeaway portal.

If someone is looking for a restaurant, | will suggest that they order food from this

Hsu, Lee
[2009]

I will say positive things about this takeaway portal

| will pay more for the services of this takeaway portal.

Willingness
to pay more

It is acceptable to pay more for the services of this takeaway portal.

I am willing to pay more for orders from this takeaway portal
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Table 2 - Socio-demographic characteristics of participants
Tabnuua 2 - CoyuanbHo-0emozpaguyeckue Xapakmepucmuku

pecnoHoeHmMos
Participant characteristics N %
18-24 105 25.2
25-34 113 27.2
35-44 84 20.2
Age range
45-54 63 15.1
55-64 30 7.2
65+ 21 5.0
Male 206 49.5
Gender
Female 210 50.5
Marital Married 294 70.7
status Single 122 29.3
Primary school 23 55
High school 69 16.6
Education Associate degree 122 29.3
Bachelor degree 135 325
Postgraduate 67 16.1
Very low 11 26.7
Low 142 34.1
Income. Average 138 33.2
perception
High 21 5.0
Very high 4 1.0
Yes 332 79.8
Frequency
No 84 20.2

Following an analysis of the demographic data from
416 participants and drawing conclusions based on the
results obtained, it was found that 27.2% (n: 113) of the
participants’ age range fell between 25 and 34. Consider-

ing the gender of the participants, 49.5% were male and

50.5% were female. When marital status was analyzed,
70.7% of the participants were married. As for the educa-
tion level, 32.5% of the individuals (n: 135) held under-
graduate degrees. Regarding the income perceptions of
the participants, 34.1% (n: 142) stated that they had a low

level of income. In response to the question “Do you of-
ten shop online?”, 79.8% of the participants answered “yes”
(n:332).

Data analysis. Partial least squares regression (PLS)
and structural equation modeling (SEM) analyses were
conducted to evaluate the theoretical hypotheses for-
mulated on brand experience, source of customer inspi-
ration, openness to experience, and behavioral intention.
PLS-SEM can retain a large number of reflective materi-
als per dimension compared to other statistical methods
(CB-SEM) [Cavusoglu, 2021a]. Leguina’s (83) two-stage
method was adopted to evaluate the collected data. In
this method, the measurement model (referred to as the
external model) is assessed for reliability and validity, and
then the structural model (referred to as the internal mod-
el) is tested to support or reject the proposed hypotheses.
To test the external model in PLS-SEM, standardized fac-
tor loading (>0.7), composite reliability (CR >0.7), average
variance explained (AVE >0.5), normed fit index (NFI >0.9),
Standardized root mean square errors (SRMR <0.08) values
suggested by Hair et al. [2014] were calculated.

Measuring model results. Various cut-off thresholds
were followed to assess the validity and reliability of the
external measurement model (Table 3). These criteria in-
clude composite reliability (CR), Cronbach’s alpha, rho_A,
discriminant and construct validity. As shown in Table 3,
Cronbach’s alpha, CR, and AVE values for all latent dimen-

Table 3 - Validity and reliability test results

Tabnuya 3 - Pe3ysiemamel npogepKu 8aaUOHOCMU U HadeXHOCMU

Variables Dimensions Factor loadings CA rho_A CR AVE
0.929 0.930 0.939 0.562
BE 1 0.683
BE 2 0.694
BE3 0.706
BE 4 0.688
BE 5 0.801
Brand experience BE6 0.767
BE7 0.807
BES8 0.806
BE9 0.763
BE 10 0.763
BE 11 0.776
BE 12 0.723
0.908 0917 0.936 0.786
OE1 0.912
Openness to experience OE 2 0.897
OE3 0.813
OE4 0.920
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™
Table 3 (concluded) ¢
OKoHYaHUe mabauybl 3 'S
3'
Variables Dimensions Factor loadings CA rho_A CR AVE i
0.867 0.873 0.905 0.658 S
by 1 0.822 §
I-by 2 0.866 2
Inspired-by state Y E
by 3 0.866 =
I-by 4 0.823 3
by 5 0.659 E
0.889 0.892 0.918 0.692 ;
I-to 1 0.840 E
) I-to 2 0.869 S
Inspired-to state
I-to 3 0.865
I-to 4 0.798
I-to 5 0.783
0.950 0.951 0.968 0.909
L . VI 0.956
Visit intention
Vi2 0.959
VI3 0.945
0.855 0.856 0.912 0.776
WOM 1 0.843
Word-of-mouth
WOM 2 0.906
WOM 3 0.892
0.913 0.913 0.945 0.852
. WPM 1 0.892
Willingness to pay more
WPM 2 0.938
WPM 3 0.939

sions exceeded the recommended cut-off level, indicat- supporting the adequacy of scale reliability. In the study,
ing that the scale items have appropriate internal reliabil- discriminant validity was calculated based on two crite-
ity and construct validity. ria: (1) Fornell-Larcker criterion and (2) Heterotrait-Mono-

Furthermore, all standardized factor loadings ex- trait (HTMT). Discriminant validity results are presented
ceeded 0.70 [Kaiser, 1974], providing further evidence inTable 4.

Table 4 - Discriminant validity results
Tabnuya 4 - Pe3ynemamel QUCKPUMUHAHMHO20 AHA/IU3A

Variables 1 2 3 4 5 6 7
Fornell-Larcker criterion
BE .749
OE 637 .886
I-by 470 415 811
I-to 442 400 631 .832
Vi 229 .390 .596 656 .953
woMm .255 419 602 674 .870 .881
WPM 242 .390 .582 .649 .848 .861 .923
HTMT criterion
BE
OE 690
I-by 531 468
I-to 483 439 752
VI 245 418 713 713
WwoMm .285 473 772 .867 .857
WPM 262 426 720 .862 .887 .767

Notes: Values written in bold represent the square root of the average variance extracted (vJAVE).
Chi-Square: 5410.394; SRMR: 0.073; NFI: 0.664.
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As shown in Table 4, the AVE square root values high-
lighted in bold are greater than the correlation coefficient
between variables, indicating a high level of discriminant
validity [Garson, 2016]. Finally, HTMT values were ana-
lyzed to ensure the accuracy of the Fornell-Larcker criteri-
on [Cavusoglu, 2021b). It is recommended that HTMT val-
ues be lower than 0.90 [Henseler, Ringle, Sarstedt, 2015].
HTMT levels were found to be lower than 0.90 (Table 4).
The previous results showed that the measures have suffi-
cient reliability, discriminant and construct validity. There-
fore, we proceeded with the internal model evaluation for
hypothesis testing.

Structural model results. In the last step of the Smart
PLS4 calculations, the 5000 bootstrapping approach was
applied to assess path coefficients and t-significance val-
ues for direct effects (Table 5). First, whether there is a
linearity problem between the variables in the model is
checked in this approach, and the relationships and path
coefficients in the structural model are evaluated. Table
5 shows the VIF values of the constructs. VIF values are
recommended to be below 5 [Gujarati, 1999]. Since there
is no VIF score above this threshold in the model, there
is no linearity or bias problem in the model. R? value was
examined to calculate the coefficient of determination.
The results show that the independent variables gener-
ally moderately affect the dependent variables. Table 5
presents the R? results.

The results of the structural equation model showed
that brand experience had a positive effect on customer
inspiration and its sub-dimensions of source of inspira-
tion and enthusiasm. Therefore, hypotheses H1, H1a and
H1b were accepted. On the other hand, it was determined
that brand experience had a positive effect on openness

to experiences; in this respect, hypothesis H2 was accept-
ed. Similarly, it was determined that openness to experi-
ences had a positive effect on customer inspiration and
its sub-dimensions of source of inspiration and enthusi-
asm. Therefore, hypotheses H3, H3a and H3b are also ac-
cepted. As a result of the analyses, it was determined that
customer inspiration and its sub-dimensions had positive
effects on behavioral intention and its sub-dimensions:
intention to revisit, intention to recommend and inten-
tion to pay more. In this respect, hypotheses H5, H5a, H5b,
H5¢, H5d, H5e and H5f were accepted.

The mediating effect of openness to experience be-
tween brand experience and customers’ inspiration was
tried to be determined. Zhao, Lynch and Chen [2010]
state that in mediating effect analyses, mediating effects
can be found if the indirect effects are significant. If the
indirect effect and direct effect are significant and the to-
tal effect is positive or negative in this context, the me-
diating effect is partial. If the indirect effect is significant
and the direct effect is insignificant, the mediating effect
is full. Since the indirect (B = .36, p<0.001), direct (8 = .63,
p <0.001), and total effects (8 =.13, p < 0.001) in the path
BE>>>>0E>>>Cl are significant, the analysis determines
the partial mediation effect of openness to experience
in the relationship between brand experience and cus-
tomer inspiration. In this context, hypothesis H4 was also
accepted.

RESULTS AND RECOMMENDATIONS

This study was conducted to determine the effects of
brand experience on customer inspiration and behavioral
intention, and to understand the mediating role of open-
ness to experience. Our study is unique in that it looks at

Table 5 - Structural equation modeling results

Tabnuya 5 - Pesynemamei MoOes1upo8aHus CmpykmypHsiMU ypagHeHUAMU

Hypotheses B S.S. t-values p-values R? VIF

H1 BE>>>Cl 0.365 0.059 6.226 0,000%**

H1la BE>>>I-by 0.344 0.064 5.448 0,000%** 0.24 1.682
H1b BE>>>I-to 0.315 0.058 5.485 0,000%** 0.22 1.682
H2 BE>>>OE 0.637 0.033 19.268 0,000%** 0.41 1.000
H3 OE>>>Cl 0.218 0.058 3.791 0,000%**

H3a OE>>>|-by 0.196 0.061 3.194 0,001** 1.682
H3b OE>>>I-to 0.199 0.058 3.438 0,001** 1.682
H4 BE>>>OE>>>CI 0.139 0.039 3.594 0,000%**

H5 Cl>>>BI 0.719 0.038 19.105 0,000***

H5a I-by>>>VI 0.304 0.060 5.021 0,000%** 0.48 1.662
H5b I-by>>>WOM 0.294 0.056 5.217 0,000%** 0.51 1.662
H5c I-by>>>WPM 0.288 0.063 4593 0,000%** 0.47 1.662
H5d I-to>>>VI 0.464 0.062 7.515 0,000%** 1.662
H5e I-to>>>WOM 0.488 0.053 9.171 0,000%** 1.662
H5f I-to>>>WPM 0.467 0.061 7.643 0,000%** 1.662

Note: *** p =< 0.001, ** p =< 0.01, * p =< 0.05; Cl is Customer inspiration; Bl is Behavioral intentions.



Marketing models, practices and trends: Challenges and prospects of the Greater Eurasia

how openness to experience mediates the way that cus-
tomers interact with the brand experiences that inspire
them to understand the effects of openness to experi-
ence on behavioral intention. According to the results of
the research, all of the hypotheses were supported.

The study results supported the brand experience
affects the source of customer inspirationhypothesis. In
addition, the sub-hypothesis brand experience positive-
ly affects the source of inspired by and inspired to was
found to be significant. The obtained results correspond
to the literature [Bottger et al., 2017; Kwon, Boger, 2021;
Liu, Sparks, Coghlan, 2017; Thrash, Elliot, 2004]. Kwon and
Boger [2021] state that brand experience affects customer
inspiration. Similarly, Béttger et al. [2017] put forward the
idea that positive brand experiences significantly affect
customer inspiration. Therefore, the effects of a positive
brand experience for businesses are apparent. The on-
line takeaway portal yemeksepeti.com is an organization
that brings local food businesses and other restaurants
together with customers. The platform, which includes
many businesses, offers different experiences to custom-
ers. Such experiences help create a positive source of in-
spiration for customers. It is important for yemeksepeti.
com to provide a positive brand experience, especially
to keep service quality, speed and food quality at a high
level, to enable customers to evaluate the goods and ser-
vices they purchase to ensure sustainability.

As a result of the analysis conducted, brand experi-
ence positively affects openness to experiencehypothesis
was also supported. The obtained results correspond to
the literature [Khoi, Phong, Le, 2019; Moghavvemi et al.,
2017; Ozhan, Altug, Deniz, 2018]. Furthermore, openness
to experience positively affects the source of customer
inspiration and openness to experience positively affects
the source of inspired by and inspired to hypothesis were
also supported. The obtained results correspond with
the literature [Westjohn, Singh, Magnusson, 2012; Liang,
Chen, Lei, 2016; Thrash, Elliot, 2003; Khoi, Phong, Le, 2019;
Hermann, Nadkarni, 2014]. Hermann and Nadkarni [2014]
mention that openness to experience will create a change
in personality traits and this will turn into inspiration.

The analysis results determined that openness to ex-
perience partially mediates the positive effect between
brand experience and customer inspiration. The obtained
results correspond to the findings by [He et al, 2021;
Shalley, Zhou, Oldham, 2004; Baer, Oldham, 2006; Van Til-
burg, Sedikides, Wildschut, 2015; Kvasova, 2015]. He et al.
[2021] mention the mediating role of openness to experi-
ence and put forward that if customers have high levels of
openness to experience, significant and positive correla-
tions may be formed between experience and inspiration.

The last hypothesis, that customer inspiration positive-
ly affects behavioral intention, was also supported. Inspi-
ration to and inspired by, which are the sub-dimensions
of customer inspiration, were found to positively affect
the intentions to revisit, recommend and spend more.

The obtained results correspond to [Liang, Chen, Lei,
2016; Bottger et al,, 2017; Park, Eisingerich, Park, 2013; An,
Youn, 2018; Cavusoglu, Bikey, 2022; Kwon, Boger, 2021].
In their study, Bottger et al. [2017] state that inspiration
is an important motivational factor affecting customers
behavioral intentions. Customers will act in the ways that
help an idea come to fruition because they are inspired
and motivated to do so. Similarly, Park et al. [2013] put
forward that an inspirational experience positively affects
purchase behavior.

7

CONCLUSION

Theoretical implications. The study was conducted to
determine the effects of brand experience on customer
inspiration and behavioral intention and to understand
the mediating role of openness to experience. Further-
more, the study was administered to enrich the existing
literature and to determine the possible effects of cus-
tomer behavior by considering cognitive appraisal theory
of emotions. The research has contributed to the litera-
ture gap in this field by focusing on the mediating role of
openness to experience.

The first theoretical implication is that the study pro-
vides evidence for the field to research openness to ex-
perience as an interdisciplinary concept in marketing.
Theoretically, the research deepens our understanding of
these concepts in the marketing context. It is understood
that the interaction desired to be created through the
brand experience may be more effective on customers
who are open to experiences. As brand experience influ-
ences customer inspiration and behavioral intention, it is
important to understand the potential benefits of cus-
tomer interactions with inspiring brands.

Another theoretical implication that our study con-
firms is the correlation established by openness to experi-
ence between brand experience and customer inspiration.
Since the stimuli produced by brands reflect customer
senses in relation to the overall brand experience Krishna,
Cian, Aydinoglu [2017], it is important to understand the
individual characteristics of customers. Brand experience
can impact behavioral intention depending on the char-
acteristics of customers with high openness to experi-
ence by revealing the source of inspiration.

Practical implications. The study results provide
noteworthy recommendations for brand managers, e-
commerce businesses and online retail stakeholders. Re-
sults show that brand experience can positively influence
customer inspiration and behavioral intention. The study
also shows that openness to experience plays a mediat-
ing role between brand experience and customer inspira-
tion. Brand managers can use this as an important source
of improvement for sustainable behaviors by providing
unique and impressive experiences to their customers
and influencing the motivational state of customers with
high openness to experience. In this respect, customer
inspiration evoked by the unique differences of experien-

47

UPRAVLENETS/THE MANAGER 2024. Vol. 15. No. 3




48

YNPABAEHEL, 2024. Tom 15. Ne 3

MapKETMHFOBbIe MoAenun, NPakTUKN N TpeHAbI: BbI3OBbI N NEPCNEKTUBbI PErMOHa bonbuwon EBpa3VIVI

tial marketing can be effectively utilized by online service
providers.

By focusing on actions such as leading customers to
a motivating response through brand experience, under-
standing the behavioral responses of customers ordering
from yemeksepeti.com (e.g., purchase of products, deliv-
ery time, quality, and hygiene), the basis for providing cus-
tomers with a memorable experience while interacting
with the brand can be established. Customers ordering
from the online takeaway portal yemeksepeti.com may
be able to generate inspiration, which is the intrinsic mo-
tivation of customers with high openness to experience
through sensory, emotional, intellectual and behavioral
brand experiences. Behavioral intention formation as a
result of brand experience basically becomes more effec-
tive with the realization of customer inspiration. Especially
during the first stage of inspiration, which is enthusiasm,
it is recommended to offer exciting new opportunities to
customers since this is the stage where people will associ-
ate positive or negative thoughts with the brands. In addi-
tion, it is recommended to evaluate the comments made
by customers on different platforms and to establish
strong relationships with customers through improve-
ments made pursuant to the evaluations. It is important
to develop and facilitate the use of websites and mobile
application programs. Increasing diversity by expanding
the product line and product mix is especially impor-
tant in terms of inspiration. When forming behavioral
intentions, e-trust, e-satisfaction and e-loyalty programs
should also be established. It is recommended to improve

the security infrastructure of electronic payment systems
used by customers and to offer the opportunity to order
food using different payment methods. In addition, the
timely and complete delivery of the ordered products
is also very important for ensuring customer continuity.
Managers who want to turn these and similar situations
into opportunities can influence behavioral intention by
creating a source of inspiration, which is the acceptance
of a marketing-based idea. The results of the study also
confirm that openness to experience partially influences
customer inspiration by affecting the way customers pro-
cess brand-related stimuli. Therefore, marketing manag-
ers can use the construct of openness to experience (i.e.,
customers who emphasize traits related to imagination,
creativity and innovation) as a segmentation variable.
That is, they can target customers with low openness to
experience and thus design advertising campaigns to
present new ideas that motivate customers.

Limitations and directions for future research. The
data for the study were collected from customers who
order from the online takeaway portal yemeksepeti.com
in Turkey. Therefore, the results of the data collected in
different regions and countries may differ. Conducting
future studies by collecting data from portals offering
similar services in different countries will enable compa-
rability of the results. Another limitation is that the study
focuses only on content related to the service sector. Fu-
ture research could include other sectors as well. In ad-
dition, comparative research can be performed with a
diversified sample and in relation to different variables. m
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Bocnpusitue NoTpedoUTE/SIMH ITHUYECKUX OPHAMEHTOB
IJIs1 CYBEHHPHOM O/1e)KABI: pe3y/IbTaThl HPUMEHEeHHUs

TE€XHOJIOTHH HEﬁpOMapKeTI/IHI‘a H HCKYCCTBEHHOI'O HHTECJ/IVIEKTA
0.b. AApouwy, 3.A. }KaBopoHKOBa

KpbiMmckuin deepanbHbiil yHUBepcuTeT umeHun B.A. BepHapackoro, r. Cumbepononb, PO

AHHoTauua. C yyeTom afanTyBHOCTU NOKynaTenien K yCTOABLIMMCA MapKETUHIOBbIM CTUMYyNaM BO3HMKAeT HeoH6XOAMMOCTb
COBEPLLEHCTBOBAHNA CMOCOOOB MPOABUMKEHNA TEKCTUABHON NPoAyKUuumn. NpuMeHeHne HENPOTEXHONOTMI NO3BONAET Oonpefe-
NNUTb NOTEHUMaNbHblE «AKOPA» B BUAE STHUUYECKUX OPHAMEHTOB AfIA CyBEHUPHON npoaykuun. MccnegoBaHve HanpaBneHo Ha
BbIAIBNEHWE HENPOMAPKETUHIOBbIX METPUK NOTPEOUTENBCKOFO BOCNPUATUA STHUYECKUX OPHAMEHTOB A CYBEHUPHON ofexnbl
Ha OCHOBE WCKYCCTBEHHOTO MHTeNnekTa. Metogonornyeckoi 6a3oi paboTbl NOCAYXKUN MONOXKEHNA CEHCOPHOrO MapKeTHra.
Vcnonb3oBanuch obLyre MapKeTUHIOBble U cneluanbHble HePOMapKETUHIOBbIE MeTofbl UccneaoBaHna. IHGopMaLMoHHY0
6a3y cocTaBWN MacCMB JaHHbIX, NMOJTyYEHHbIX B PaMKax 3NneKTposHuedanorpadprnyeckmnx skcneprmeHToB n GoKyCc-rpynnbl, B KO-
TOPbIX Y4acTBOBano 12 yen., 1 BbIGOPOUHOrO NpefBapuUTENbHOTO ONPOCa, oxBaTbiBatowero 90 yen. WccnenosaHua Goinm npo-
BeieHbl B Nepurog ¢ AHBapA no ¢pespanb 2024 r. PazpaboTaHbl NOAX0Ab! K HEVPOMAPKETUHIOBOW NOTPEOUTENbCKON OLIEHKE STHY-
YECKUX OPHAMEHTOB ANA CYBEHVPHOI OfEX[bl, OCHOBaHHblE Ha BIOMETPUYECKMX AaHHbIX. BbiABNEHbI peakumu notpebutenein
Ha pasHble BUAbl STHUYECKUX OPHaMeHTOB ofexabl. Ha 6ase anekTposHuedanorpaduyeckoro obcnefoBaHma 1 BepbanbHOro
onpoca 3KCneprMeHTanbHON rpynnbl O6biny BbibpaHbl Harbonee cunbHble SMOLMOHaNbHBIE PeakLyn Ha OTAeNbHbIE BUAbI Op-
HameHTOB. [onyyeHHble pe3ynbTaThl Oblv 06PaboTaHbl C MOMOLLbIO UCKYCCTBEHHOTO MHTENIEKTA /1 CO3[aHMA COBPEMEHHOTO
AM3aliHa CYBEHMPHON NPOAYyKLUUM, B KOTOPOM MCMOJIb30BaHbl 3THUYECK/E HaLWOHasbHble y30pbl. Pesynbrathl nccnegosaHna
BHOCAT BK1af B NMOHMMaHWe BANAHNA apOMaTUUYECKON HeMPOCTUMYALIMN Ha BOCMPUATME SNEMEHTOB OAEXAbI, @ TaKXKe BO3MOX-
HOCTE NCKYCCTBEHHOTO NHTeNNeKTa B GOPMUPOBaHNM 060CHOBaHHbIX MaPKETUHIOBbIX PELLEHNIA.
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Customer perception of souvenir clothing ethnic ornaments:
Results of using neuromarketing technologies

and artificial intelligence

Olga B. Yarosh, Zinaida A. Zhavoronkova
V.I. Vernadsky Crimean Federal University, Simferopol, Russia

Abstract. Given consumer adaptability to the established marketing incentives, there emerges a need to improve the methods
for promoting textile products. The use of neurotechnology allows determining potential ‘anchors; such as ethnic ornaments,
that can be associated with souvenir products. The article focuses on identifying neuromarketing metrics of consumer perception
of souvenir clothing ethnic ornaments based on artificial intelligence technology. The foundation of the study resides in the pro-
visions of sensory marketing. General marketing and special neuromarketing research methods were applied. The empirical data
are obtained from electroencephalographic (EEG) experiments, a focus group survey (12 respondents), and a preliminary sample
interview (90 respondents) conducted in January-February, 2024. We propose biometry-based approaches to neuromarketing
consumer evaluation of ethnic patterns for souvenir clothing and reveal customer reactions to different types of ethnic clothing
patterns. The strongest emotional responses to particular ornaments are identified based on the EEG test and verbal questioning
of the experimental group. The collected data were processed using artificial intelligence to create modern textile designs for
souvenir clothing. The results of the study contribute to the understanding of scent neurostimulation’s impact on the perception
of clothing elements, as well as the capabilities of artificial intelligence in providing reasoned marketing solutions.
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BBEJEHUE

B HaunoHanbHoM TexHonornyeckom nHnymatmee Poccuu,
yTBepxaeHHoun B 2017 r., npeanaraeTca pa3BrBaTb CKBO3-
Hble LdPOBbIE TEXHOMOMMN B PasHbIX OTPACNAX SKOHO-
MuKn'. VX Ha3BaHMe YHMBEpPCanbHO, MOCKOJbKY CBA3a-
HO C LUMPOKMMW BO3MOXHOCTAMU MpuUMeHeHnda. OfgHUM
13 BULOB CKBO3HbIX LMPOBbIX TEXHONOMMIA ABAAIOTCA
HENPOTEXHONOTUUN M UCKYCCTBEHHbIN NHTENNEKT.

K HelpoTexHonornam corfacHo nporpamme «Lund-
poBas 3KoHoMuKa P®», npuHaton B 2019 r.2, oTHOCAT
TEXHOJNIOTUW pPacro3HaBaHuA NoTpebuTenbckon UHbOpP-
MaUMKU 33 CYeT BCEBO3MOXHbIX MHTepdENCoB, pPa3HbIX
BUIOB HENPOCTUMYNALMM, @ UCKYCCTBEHHbIN UHTENNIEKT
MO3BONAET MOMYUYNTb HOBble AM3alHEPCKME peLieHMs,
YNPOCTUTb MAPKETUHIOBYID KOMMyHMKauuio. NpumeHe-
HVe CKBO3HbIX LG POBbLIX TEXHOMOTNIA NPW MPOLBUNKEHNN
NPOAYKUMN TEKCTUNBbHON MPOMBILLIEHHOCTU OCOBEHHO
aKTyaJIbHO C yYE€TOM COBPEMEHHbIX BO3MOXKHOCTEN, KOTO-
pble OHU npegocTaBnAloT. [yxoBHoe Bo3poxaeHue Poc-
CUM CBA3AHO C Pa3BUTMEM UHTEpeca K HaUMOHanbHbIM
TPaguUMAM 1 KynbTypaM HapoOAoB, KOTOpble MPOXKMBa-
0T Ha ee TeppUTOPUN. DTHUYECKAA OAEXAa 3a4acTyto He
nonb3yeTca 60/bWMM CIPOCOM Y MOTPEeOMTENLCKON ay-
autopun. Yalle Bcero Takue npegmetsbl rapgepoba npu-
00peTaloTca TONbKO ANA TEMATUYECKMX MEPONPUATUIA
NN B KauecTse CyBeHUpHoN npogykummn. Cnpoc Ha 3THU-
yecKkme KOCTIOMbI OFPaHWuYEeH M3-3a MX creundryeckoro
bacoHa 1 CNOXHOCTEN UCMOJIb30BaHNA B NMOBCEAHEBHOW
Xn3HW. OpHaKo aKTMBM3aUMA BHYTPEHHEro Typu3ma
B NociefHNe AecATUNETVA NPUBena K MacwTabHoMy pas-
BUTUIO PbIHKA CYBEHMPHOW NPOAYKLUN.

JTO CBA3aHO Kak C BO3POXAEHMEM MHTepeca K Ha-
LMOHA/IbHBIM Y30paM, Tak 1 C MOMCKOM HOBbIX MHTEpec-
HbIX peLleHn AnA UX aganTaumm B MPaKkTNKe HaHeCeH A
Ha COBPEMEHHY10 OAeXay. ITHUYECKME OPHAMEHTbI MOTYT
LWIMPOKO NPUMEHATLCA NpY pa3paboTKe CyBeHWPHON ay-
TEHTMYHON NPOAYKLMK, YTO CNocobCTByeT nonynsapusa-
LMW TPaauLMiA 1 NOMOraeT TYpUCTaMm Nyylle NOHATb NCTO-
pUto 1 KyNbTYpY aBTOXTOHHbIX HAPOLOB.

B cTpemneHnn ncnonb3oBatb STHAYECKUA OPHAMEHT
B OCHOBHbIX NpeAMeTax rapaepoba Heobxoaumo onpepe-
NUTb T SNEMEHTbI, KOTOpble AeNCTBUTENIbHO CMOTYT Npw-
BJlIeUb COBPEMEHHOTO YenioBeKka. MOXXHO NpeanonoXuTs,
UTO NOTPE6UTENN HEOCO3HAHHO ByayT 6oee NO3MTUBHO
BOCMPUHMATb OPHAMEHTbI, MICTOPUYECKN ayTEHTUYHbIE
NX 3THMYeCKon rpynne. na noucka Helpodusmonoru-
YeCKMX KOPPEeNATOB, MO3BONAOWMX MOHATb peakuun
MO3ra Ha 3MeMeHTbl OPHaMEHTa STHUYECKMX KOCTIOMOB
1 OLEHWNTb MOJACO3HATe/IbHbIE PeaKUMM MOTEHLUMANbHbIX
noTpebutenei, HeOGXOANUMO MNPUMEHATb HEMPOTEXHO-

'O peanusaunm HauMoHanbHOM TEXHONOMMYECKON MHULMATV-
Bbl: nocTaHoBeHue MpaButenbctea PO ot 18.04.2016 N2 317.

2 Undposas skoHoMUKa Poccuiickoin Pegepauum: nporpamma,
yTB. MPOTOKONOM 3acefaHuA npesugmyma Coseta npu MNpesngen-
Te P® no cTpaternyeckomy pasBuTrIO U HaUMOHabHbIM NPOEKTamM
o1 04.06.2019 N2 7.

nornn. Cpean pasHbIX MX BUOOB TaKOW MHCTPYMEHT, Kak
anekTposHuedanorpadua (33r), nomoraetr oUeHWUTb W3-
MEHEHWA B PermcTpmupyeMon sneKTpuyeckom akTuBHOCTH
MO3ra YesnioBekKa, YTo CNYKUT MHANKATOPOM M3MEHEHMN
B KOTHWTMBHON 06paboTke moTpebuTenem BU3yanbHON
nHpopmaumn. Mpeumyectsa 331 B TOM, UTO MOXHO MO-
nyyaTb nokasaTenu 06 aNeKTPUUYECKON aKTMBHOCTY MO3ra
Kaxkable 3 Mc, obecrieunBas 6onbliee BpeMeHHOe pa3pe-
LeHWe, YeMm Nitoban apyraa TEXHONOMA HepoBU3yanu3a-
umm [Kalaganis et al., 2021]. B KauecTBe HelipocTUMynA-
LMW NpU NPOAarke TEKCTUNbHOW CYBEHMPHONW NPoayKLun
MOXET UCMONb30BaTbCA apoMaTMyeckasa CTUMYNALNWA,
KoTopasA MPOUCXOAMT 3a CYET B3aMMOAENCTBMA MONEKYI
apomara c 6enkamm 060HATENbHbIX PELLENTOPOB.

Llenb pabotbl - onpeaenvTb HEMPOMaPKETUHIOBbIE
METPUKM MOTPEOUTENbCKOTO BOCMPUATUA STHUYECKMX
OpPHAMEHTOB AN CyBEHUPHON OfEX bl Ha OCHOBE MCKYC-
CTBEHHOrO MHTeNNeKTa. YKasaHHaAa uenb npegonpenenu-
Na NOCTaHOBKY ClieflytoLumx 3ajav:

* BbIAIBUTb Hambonee npuBneKkaTesibHble 3THUYECKME
OpHaMeHTbl Ha ayTeHTUYHOWN OAex e Ha OCHOBE Henpo-
TexHonornn (ngeHTnonkaumm 33M-mapkepos);

* OMNPEeAeNnTb BO3MOXHOCTY U OCOBEHHOCTN BANAHMA
apoMaTUYeCKON HEMPOCTUMYNALMMN Ha NOTpebuTenbckoe
BOCMPUATME OPHAMEHTOB 3THUUYECKMX KOCTIOMOB;

+ 00paboTaTb BbIAB/IEHHbIE KOPPENATHI C MOMOLLbHO NC-
KYCCTBEHHOrO VHTENNEKTa 1 NPeanoXnTb An3anH CoBpe-
MEHHOW CYBEHWPHOW NPOAYKLMN C UCMOSb30BaHNEM 3T-
HMYECKX OPHAMEHTOB.

TEOPETUYECKUI OB30P

MpooBuXeHNe 3THMYECKMX OPHAMEHTOB OAEXAbl B CO-
BpeMeHHOM 06LlecTBe Hanbonee BOCTPebOBaHO B Buae
HaHeCceHWs KX Ha CYBEHUPHYlo npogykumio. OHa npep-
CTaBfAET CBOEro pofa akKyMynsALM BOCMNOMUHAHWUIA Ty-
pucTa B OTHOLIEHWM NOKaLun NpebbiBaHUS, a TakKe Nnoj-
TBEPXKAAeT GaKT MOCELIEHMS YENIOBEKOM KOHKPETHOro
TYPUCTUYECKOTO FOPOAa UMM PervoHa.

MHoOrouncneHHble UCCNeaoBaHUS MO3BONUIM  Kac-
cndULMPOBaTL MOTUBALMIO NOKYNKN CyBEHUPOB [Amaro,
Ferreira, Henriques, 2019, p. 224]:

* CYBEHUPbI Kak BOCMNOMUHAHUS;

* CYBEHUPbI Kak [OKa3aTenbCTBa;

* CYBEHUPbI Kak NOAAPOK.

3ayacTyto nyTellecTBEHHUKN NPYOBPETAIOT CYBEHMPbI
Ha NMaMATb O MeCTaX, KOTOpble OHW MOCETWU/IN, YTO B OCO-
6eHHOCTN CBOWCTBEHHO MNAfLWMM BO3PACTHbIM Fpyr-
nam. Tem He meHee paf UCCedOBaHNI YKa3biBaloT Ha TO,
UTO CYBEHVPbI MOTYT PacCMaTPUBATLCA B KAUECTBE «0Ka-
3aTenbcTBa» noceweHua. Hanpumep, . YUNKUHC yTBepx-
[AEeT, YTO TYPMUCTbI XOTAT He TOSIbKO 3aMOMHUTb CBOW OMbIT,
Ho 1 goka3satb ero [Wilkins, 2010]. Kpome Toro, oH nogyep-
KVBaeT, YTO CYBEHUP caM Mo cebe MOXKeT ObITb Cnocobom
KOMMYHVKaUUM cpeau notpebuteneit TypUCTUYECKMX
ycnyr. MogobHylo MOTMBaLMIO TakXe OMWCbIBAKT ApY-
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rne yuyenble [Gordon, 1986; Kim, Littrell, 2001; Swanson,
Timothy, 2012].

MomuMo TOro, UTo CyBEHMPbI OObIYHO paccMaTpuBa-
l0TCA Kak OOBbeKTbl, HAaNOMWHAKWME N CBUAETENbCTBY-
oWwre o nyTewecTsrm, ele ogHoONn MoTMBaUMen Ansa ux
MOKYMKKW ABNAeTCA NpuobpeTeHne B KauecTse MNofgapka.
CTonT OTMeTUTb, YTO AaHHas MOTMBALMA CUYMTAeTCA of-
HOM W3 TNABHbIX COCTABAAOWMX TYPUCTUYECKOTO LIO-
MMHra He3aBWCUMO OT uenu noe3gku [Le, Ryan, 2018].
B cBoeir pabote K. CBOHCOH 1 3. Xoppuax [Swanson,
Horridge, 2006] nokasanu, 4to coumanbHo-gemorpadu-
yeckas CerMeHTauus TYpUCTOB He OKa3blBaeT 0coboro
B/IMAHNA HW Ha KONMYECTBO NpMobpeTaemblx CYBEHUPOB,
HW Ha CYBEHVPHYIO aTprBYTUKY.

Pan nccnepoBaHnid YKasbiBaloT Ha PasnnyuunAa B MOKY-
MaTeNbCKOM NOBELEHUN CPefM XKEHLUUH U MY>KUNH-TYPU-
cToB. bblfo 06HaAPYKEHO, UTO >KEHLLMHBI-TYPUCTbI TPATAT
3HauMTENbHO BOMblUe U MOKYNaloT CYBEHUPDI Yalle, Yem
MyuunHbl [Lehto et al.,, 2004]. B paborte I. YunkuHca yT-
BEPXKAAETCA, UTO >KEHLIMHbI TaKXe MOKYNawT pervo-
HaslbHble Creunanm3MpoBaHHble NpPeaMeTbl AeKopaTuB-
HO-NPWKNAJHOTO NCKYCCTBA W Lpyrie MecTHble TOBapbl
3HAUMTENbHO Yallle, YEM MYXKUMHDBI, @ Takxe C bonblueit
BEPOATHOCTbIO NPUOBPETAIOT CYBEHUPbI B KayecTBe Mo-
papkoB [Wilkins, 2010]. My»kumHbl B cBOO ouepenb 601b-
Wwe 3a6oTATCA 06 OnpefeneHHbIX aTprubyTax CyBeHMPOB,
HanpuMep MX KynbTYPHOM 3HAYeHUN.

CTonT OTMETUTL, YTO aTPMOYTbl NPOAYKTa ABNAKTCA
HeManoBaxxHbIM GakTopoM Mpu Bblbope MNOKynatens-
MU CYBEHUPHbIX TOBapoB. BmecTto TOro, utobbl cpas-
HMBATb CaMW CYBEHMPbI, MOKYNaTeNn CKNOHHbI LeHWUTb
onpepaeneHHble aTpnbyTbl 6onblue, Yem gpyrue [Swanson,
Horridge, 2004]. BaxkHO noHUMaTb, Kakune ¢akTopbl Hau-
6onee 3HauMMbl NpPY MOKYMKe CyBeHWpOB Ans 6onee
3¢ deKTNBHOrO npusneyeHns Typuctos. K TakosbiM OT-
HOCATCA: NpMBJieKaTeNbHble LBeTa U AK3aliH; MacTepcTBO
WM TEXHMKA BbICOKOTO KauyecTBa; BO3MOXHOCTb BbICTa-
BUTb UX B JOME; CTOMMOCTb M BO3MOXHOCTb 1X NOAAPUTD.

JcTeTMyeckne CBOWMCTBA  HEM3MEHHO  NPU3HAKT-
CA OOHUM W3 BaXHENWUX KpUTEPUEB HE3ABUCUMO
OT TWMa CyBEHUpPA (TEKCTUNbHbIE U3AEeNUA XO3ANCTBEHHO-
ro Ha3HauYeHWs UNIK Xe NpeameTbl rapfepoba) u oT Toro,
npefHa3Hayanca v cyBeHUp Ans cebs nam KynieH B no-
[APOK. B TO Bpemsa Kak «l1erkocTb B YXOAe WK YMCTKE»
W «JIEFKOCTb B YMAKOBKE WM TPAHCMOPTMPOBKE» He Oblnin
0003HaueHbl B KayecTBe CyLeCTBEHHbIX aTpubyToB
NPEeAUKTOPOB HaMepeHUs MOKYMKU CYBEHNPOB, paccMa-
TPMBAEMbIX B LIMPOKOM CMbIC/IE, OHM GbINU NPU3HAHBI
BaXHbIM/ NPU MOKYNKe TeKCTW/bHbIX u3genui [Kim,
Littrell, 1999]. 3710 cBUAETENLCTBYET O TOM, UTO aTPUOYTHI
MOTYT BapbMpPOBaTbCA B 3aBUCMMOCTU OT TVNa CyBEHUPA.
Hanpumep, b. Xy u X. O 06Hapymnu, 4To npu NoKynke
MOMENOK B KauecTBe CYBEHMPOB BaXXHbIMW aTpubyTamm
BbICTYMAIOT BbICOKOE KauyeCTBO W3rOTOBAEHWA U 3CTETU-
yeckoe ynoBNeTBOpeHue oT ux npuobpeteHusa [Hu, Yu,
20071].

Kak otmevatot Y.L. J1> n O.C. JoHr, po3HMYHaA Top-
rOBNA M CyBEHUPHbIE Mara3nHbl OKa3bIBaloT MONOXKMTENb-
Hoe B/IMSHME Ha O6LUYI0 YAOBIETBOPEHHOCTb TYPUCTOB.
Mpr 3TOM PO3HUYHbIE U CYBEHMPHbIE MarasuHbl OLEeHU-
BaJINCb MO KauyecTBy, pa3HoobOpasnio 1 LieHe TOBapOB,
a TaKkXKe NPaKTUYHOCTU 1 HaNIMUUIO CYBEHMPOB C MECTHOM
npueazkon [Le, Dong, 2017].

[nAa BbiABNEHUA 0COGEHHOCTEN CNpoca Ha CyBeHUp-
HYI0 NpoayKLUMo Hamu 6bln NpoBefeH NpefBapuTesb-
Hblll BepbanbHbIi ONPOC, B KOTOPOM MPUHANN yyacTue
90 yen. c paBHOMEPHbIM reHAepHbIM pacnpefeneHu-
eM. Ero pesynbTaTtbl mokasanu, 4yto Haubosnbliaa fons
(49 %) pecnoHAeHTOB npepnouymTaeT npuobpertatb Cy-
BEHUPbI Ha MamMATb Ana cebs, a Takke B KauyecTBe Mo-
napka (40 %). PecnoHfeHTbl, BoleAwne B BbIOOPKY,
66111 OTOOpPaHbI Cpeaun Tex, KTo MyTellecTBOBan B Te-
YyeHne NocnefHuxX MATU JIeT U BO BPeMaA Moe3fok npu-
obpeTan cyBeHupbl. Bce onpolueHHble OTMETUAN, UYTO
BO BpeMsA MyTewwecTBUA OHU MOKYManu JeLieBble CyBe-
HMpPbl MacCOBOro MPOW3BOACTBA, Takue Kak GpyToonky,
YalKy, KapaHJawwy, yKpaweHus, oxepenba 1 n3genvs
13 KepaMUKK, YTO NOATBEPKAAIOT pe3ynbTaThl MPOLLbIX
nccnepgoBaHun [Apow, Kanbkosa, 20226; Paraskevaidis,
Andriotis, 2015], KoTopble NOKa3anu, YTo NOKYMKa CyBe-
HUPOB ABMAETCA OObIUHBIM TYPUCTUUECKMM NOBEAEHNEM.
OueHka no wkane JInkepTa npegnoyntaembix CyBeHMp-
HbIX FPYNM TOBapOB (ayTEHTUYHbIE NPOLOBONbCTBEHHbIE
TOBapbl, KOCMETNKA, OAeXJa, U3Jenva 13 fepeBa, pe-
MeC/IEHHbIe CYBEHUPbI, a/IKOrofibHaA NPoAyKUKA) NokKa-
3aHa Ha puc. 1.

AyTeHTUYHble
NPOAOBOJIbCTBEHHbIE TOBAPbI

5
4
Opexpa 3 KocmeTunueckune
C CUMBONVKOM n3genns
MecTHbIn N3pgenuna
ankorosb 13 gepesa

PemecneHHble cyBeHMpPbI

Puc. 1. OyeHka cyseHupHoU npodyKyuu no wkane Jlukepma
Fig. 1. Evaluation of souvenirs on the Likert scale

CornacHo paHHbIM puc. 1 pecnoHAeHTbl B HaVMEHb-
Well CTeNeHW PacnosioKeHbl K MPUOBPETEHNID OfEX-
Obl C CUMBOJTMKOW, YTO CBA3AHO He CTOMbKO C HEXenaHu-
eM NpUobpeTeHns UMEHHO 3TON KaTeropum CyBEHUPHOW
NPOJYKUMU, CKOJIbKO C MPEASIOKEHHbIM aCCOPTUMEHTOM
nofobHol NpomyKuUmmM, KOTopas He TOMbKO He pacnona-
raet Kk cebe ayguTopuio, HO N He BbI3bIBAeT accoLMaATUB-
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HbIX PALOB, CBA3AHHbIX C HEMOCPEACTBEHHOW NoKaumen
UK TYPUCTUYECKMM panioHOM. OTMETUM, UTO B KOHTeK-
CTe pa3BUTMA Typu3Ma ayTEHTUYHOCTb onpefensaeTca
bnarMaHCKMMKM 1 3HAKOBbIMK OOBbEKTaMM UNKU Bellamm,
KOTOpble MOTMBMPYIOT NoceLaTbh Te UM UHbIe NoKauun
[Ram, Bjork, Weidenfeld, 2016]. 3To o3HauaeT, uTO Cylle-
CTBYIOLLEE HA PbIHKE MpefjioKeHne TeKCTUIIbHOWN CyBe-
HUPHOW OAEXAbl, Kak NpaBuno, He yAOBNETBOPAET 3a-
npocbl TypucToB. [laHHyo Npobnemy MOXHO 06BACHUTD
TEeM, UTO He BrOJIHE MPaBUIbHO NOA06PaHbI Br3yanbHble
obpa3bl nNpepnaraemMoi TeKCTUBHOW MpPOAyKUMK, 4TO
00ycnoBuno aKTyanbHOCTb BbIOPAaHHOWM Tembl Mccnefo-
BaHUA. MMofMHHbIE CyBEHUPBLI GOPMUPYIOT UMUK ANA
OTAENbHbIX TYPUCTUYECKNX HaNpaBieHWI, CO30aT YHU-
KaJibHble BrevaTneHns n 0bpasyioT MAeHTUYHOCTb [Smith,
Reid, 1994]. HekoTopble aBTopbl [Soukhathammavong,
Park, 2019] nonaratot, YTo NOANNHHbIE CYBEHUPbI JOSKHbI
BKNIOYaTb TPW OCHOBHbIX LIEHHOCTHbIX KOMMOHEHTA: KO-
HOMWYECKUIN, CUMBOSINYECKU U pemeCcieHHbIN. VIMeHHO
OHW NpefonpenenstoT LenoCTHOCTb KyNbTypbl, NCTOPUA
N MAEHTMYHOCTM MeCTa NPONCXOXKAEHMWA TOBAPA Ha OCHO-
BE COXPAHEHWA ayTEHTUYHbIX OPHAMEHTOB, Y30POB U NX
npogswxeHna [Suttikun, Meeprom, 2021].

Mounck peleHnin, ¢ 04HON CTOPOHbI, OTBEYAKOLWUX CO-
BPEMEHHbIM NOTPEOUTENBCKUM NPEANoYTEHUAM, a C ApY-

rovl — TPaHCIMPYIOWMX MpPaBUiibHble CMbICbI (MPOABU-
MeHKe KynbTypbl ManbiX HAPOAOB B KOHTEKCTE Pa3BUTUA
HaLWOHaNbHbIX GecTMBanei, APMapoK 1 Jpyrmx MynbT1-
KyNbTYPHbIX COOBITWI), NEXUT B pyc/ie ugen pa3BnuTma Ha-
LMoHanbHbIX Tpaauumi [Chiselev, 2022].

B Poccuu, umetowleir 6oratoe apXUTEKTYPHOE U Kyfb-
TYpHOE Hacneaue, JOBONbHO PEfKO NCCNeayTCa BOMPO-
Cbl MCMOMNb30BaHUA KYNbTYPHbIX PEeCcypcoB AnA Npown3-
BOACTBa CyBeHMPOB. B HaykomeTpuyecko 6a3e JaHHbIX
PUHL, HacuuTbiBaeTca 164 HayuHble paboTbl B pedepu-
PYeMbIX XYypHarnax, MOCBALLEHHbIE N3YYEHMIO STHUYECKNX
KOCTIOMOB. M3 HMX K 061acT UCNofb30BaHNA OpHAMEH-
TOB 3THUYECKON OfeXAbl B MOBCEAHEBHOM rapaepobe oT-
HocATcA 60 pabot. Ob6nako TeroB 13 258 KnoueBbix COB
MO3BONUIIO BbILENNTb TEMATUYECKMNE KNnacTepbl, MOKa3bl-
BaloLLe OCHOBHble HanpasfeHNA NOLOOHbIX NCCnefoBa-
HUn. X pasmep n CBA3M NPAMO NPONOPLMOHaNbHbI Ya-
CTOTE MOABNEHNA KIOYEBbIX C/IOB B U3YYaeMbIX CTaTbAX.
Ha ocHoBe meTooB rpadoBoii Knactepusaunm 3Tux gaH-
HbIX B nporpamme VOSviewer 6bifniv BblaeneHbl 3Haumble
Habopbl ceTeBbIX AAHHbIX B BUAE Y3/10B (K/IOUYEBbIX C/IOB),
M3BNIEYEHHbIX 13 CTaTel, 1 pebep (cBA3el) Mexay HUMM
(puc. 2).

Bubnuorpaduryecknin MeTa-aHann3 N3BfEYEHHbIX AaH-
HbIX JEMOHCTPUPYET, YTO MCCNefoBaHUA, NOCBALLEHHbIE
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cneunduke aganTauuy STHUYECKOTO AU3aliHa Nop cTpe-
MUTENIbHO MEeHAIoLWMeca YCIOBUA MOZbl, MPOBOAMINCH
B 2017-2019 rr. B nepunog ¢ 2020 no 2022 r. OCHOBHOMN
aKLEHT B NCCNIeJOBAaHNAX CMECTWUCA B CTOPOHY UHTep-
npeTaLmm 1 COBPEMEHHOWN CTUAN3ALMM STHUYECKOTO KO-
CTIOMa, B TOM UMCNe OPHAMEHTOB 1 3/IEMEHTOB JeKopa.
Takxe B 3TO BpeMsA yueHble NpoBenu rpynnmpoBKy Mo-
LeNbepoB C yuyeToM 0COBeHHOCTEN MPUMEHEHUA 3THU-
yeckux snemeHToB [[puropbesa, AkuypuHa-MydTnesa,
2020]:

« MOfieNnbepbl, C TOYHOCTbIO BOCCO3JaloWMe STHUYE-
CKMe KOCTIOMbI;

+ MOfeNnbepbl, NCNob3yolme 06beKTbl STHUUECKON
opexnapl (TpagnUMOHHOe AeKkopupoBaHue, uBeTa). Cne-
[OBaTeNnbHO, 06pa3Hoe pelleHne CYUTLIBAETCA 3a CYeT
OpHaMeHTaNbHbIX KOMNO3ULNIA;

+ Mofenbepsbl, Ncnonb3yoLme Mmetapopsl, ysoaaLime
K 06pa3y 3THMYECKOro KOCTIOMa Npv MOMOLLM «MAsIKOB»
(oToEenbHO y3HaBaeMbIX S1E€MEHTOB).

OpHako paccMOTpeHHble paboTbl He 3aTparvBalT
acneKkTbl MOTPebuTeNbCKOW NpPUBREKATENIbHOCT NP
NPYIMEHEHUN OPHAMEHTOB STHMYECKMX KOCTIOMOB B CO-
BpeMeHHON moge. YumuTtbiBas TOT GaKTop, UTO KOHEYHbI-
MW NOJSIb30BATENAMU CYBEHWPHOW 3THMYECKOW ofexabl
NM60 CyBEHNPHOW NPOAYKLMM C HAHECEHNEM STHUYECKUX
OpHaMeHTOB 6yayT TypuCTbl, HEO6XOAUMO onpenennTb
KNloueBble acneKkTbl, CNOCO6Hble 3auHTepecoBaTb Mo-
TeHUManbHbIX Nokynatenein. [JaHHyilo npobieMy MOXHO
pewunTb NyTeM MCNOMb30BaHNA HenlpoTexHonorum. Pern-
CTpaunsa OUHAMUKM PUTMOB 3eKTpo3HUedanorpaMmbl
B OTBET Ha MapKeTVMHroBble CTUMYNbl C MPUMEHEHUEM
apoMaTNyeCcKon HenpoCTUMYNAUWUK, C OLHOW CTOPOHBI,
MO3BOJSINT MOHATb, KaKMe OpHaMeHTbl BU3yaNibHO 6onee
npviBNeKaTenbHbl, @ C OPYro — MOMOXET OnpefenuTb,
MOBbILAET NN OBOHATENbHAA CTUMYNAUWUA YPOBEHb
BM3YyaNlbHON NpUBEKaTeIbHOCTA. JTO [JaeT BO3MOX-
HOCTb CO3[jaTb COBPEMEHHbIN 06pa3 ¢ yueToM KonopmTa
KOHKPETHOro 3THOCA, KOTOPbI MOXHO MCMONb30BaTb
NPV NPOABVXEHNUN CYyBEHUPHOMN OfeXbl.

METOANKA NCCNEAOBAHUA

MeToauka Bblibopa Hambosee nprBneKaTenbHbIX IEMEH-
TOB OpHaMeHTa HaLMOHaNbHOrO TEKCTUNA BKIKOYAET Che-
AYIOLWNA anropuTM.

Ha nepsom 3Tane wuccnepoBaHus 6bin NOArOTOB-
NeH CTUMYSbHBIA MaTepuan B BUAE N300PaXKeHUI STHNYe-
CKMX KocTiomoB HapogoB Kpbima. B nepuopg ¢ 11.03.2023
no 13.03.2023 B atHorpaduueckom mysee r. Cumdepono-
ns 6oinn caenaHbl otorpadrn HaUMOHaNbHON oaeXabl
npeactaBuTenel Pycckon, KPbIMCKO-TaTapCKoOW, YKpa-
WHCKON, 6enopyccKon, apMAHCKOW, rpeyeckol guacnop,
npoxuBawwmx Ha Tepputopun Pecnybnunkn Kpbim. Bbi-
60p JaHHbIX rpynn obycnoBneH Tem, 4To cornacHo Bce-
poccunckon nepenucu HaceneHna 2020 r. gaHHbIe Hapo-
Abl ABNAIOTCA Hanbonee MHOFOUMCNEHHBIMI, COCTaBAAKT
OCHOBHY!I0 oMo HaceneHus Pecny6nunkn Kpbim n nx Kynb-

Typa Haubonee NONHO NpefcTaBfieHa B CUMBOIMYECKOM
MPOCTPaHCTBE pernoHa’.

Ha BTopom 3Tane uccnegosaHws 6bin NPOBEAeEH Bep-
6asNibHbIN OMpPOC MOTpebutenelr Ha OCHOBE METOAWKM
PAPI (paper assisted personal interviews) B oTHoweHUN
BU3yanbHON NPWBNEKaTeIbHOCTU NpefCcTaBsieHHbIX $o-
Torpaduin. OnpalumBaembiM1 BbICTYNaaN MONOAbIE fOAM
B Bo3pacTe oT 18 go 25 net. Pe3ynbraThl onpoca no3sBonu-
Ny NpefBapuTeNnbHO ONpefennTb STHUUECKNE KOCTIOMbI,
OpPHaMeHTbl Ha KOTOPbIX MOMYuYnMnu Hanbonbliee Konu-
YeCTBO MOSIOXKUTENBbHBIX OTKMKOB. Tak, Hanbonee nosm-
TUBHO OblIN BOCNPUHATbI C TOYKW 3PEHNA Ay TEHTUUHOCTM
OpPHaMeHTbl KPbIMCKO-TaTapCKOW OfieXabl.

Ha TpeTbem 3Tane wuccnepoBaHua Obil NOArOTOB-
NeH CTUMYNbHBIA MaTepuran 13 BbIGpaHHbIX OPHAMEHTOB
ANA npoBeAeHus 3neKTposHUedanorpadpuueckoro Kc-
nepumMeHTa. Ha moHutope ¢ pacwmpenmem 1920 x 1080
ObIMN NPOAEMOHCTPUPOBAHbI N300paXKEHNA 3IEMEHTOB
OpPHaMEHTOB ayTEHTUYHOW 3STHUYECKOW KPbIMCKO-Ta-
Tapckon opexabl. [MopAgoK U NPOAOIKUTENbHOCTb Ae-
MOHCTpaummn dotorpadunini COOTBETCTBOBANN METOANKE,
npepnoxeHHon B nccnegosaHuy B.A. Jioka n gp. [2014].
Takum 06pa3om, 13obpaxkeHns NpesbaABAANN B Clydai-
HOM nopsagKe. Bpema npefbaBieHMs CTUMYNA COCTaBUIO
3000 Mc, MeXcTMynbHbIN nepuod — 2000 mc. B mexcTu-
MY/bHbIA NepUoL UCMbITYyeMOMY MpeabABnAanm n3obpa-
EeHWe Ha 6enom GpoHe YepPHOro Kpyra C YepHOW TOUKON
BHYTpY Ans ¢uKcaumm B3rnaga B LeHTpe 3KkpaHa. [lo no-
Ka3a CTUMYNOB PerncTpmpoBany AMHamMuKy putmos 30
NCMbITYeMbIX B COCTOAHWM MOKOA C 3aKPbITBIMU Fla3amu.
B sKcnepumeHTe MPUHANN yyacTue LWeCTb UCMbITYeMbIX
B Bo3pacTe oT 18 go 25 net. [laHHaA rpynna 6biia KOH-
TPOJSIbHOWN.

Ha uveTBepTOM 3Tane wuccnepoBaHWA B 3KCMepU-
MEeHTaNnbHOW rpynne M3yyanncb OCOBEHHOCTW FeHepa-
UMM CBA3AHHBIX C COObITMeM 33 NOTeHLMaNoB B YCJO-
BUAX HENPOCTUMYAALWUM — apoMaTM3aLMM NOMELLEHUA
Macnom naBaHfbl ropHoii (Lavandula angustifolia), pac-
nblfieHHOW apomagunddysopom B cooTHoWweHMM 0,48 mn
macna (8 kanenb) Ha 20 m [Apow, KanbkoBa, 2022a]. Pag
yyeHbIX NpepnaralT MeTOAUKM BbIABEHUA OOOHA-
TeNbHbIX CTUMYMOB no putMam 33 [Caraty, Cherubino,
Mattiacci, 2018; Pehlivan et al., 2022]. ABTopbl pUKCK-
pytoT MowHocTb putma I3[, rae npucytcTeoBan 060-
HATENIbHBIA CTUMYN, @ TaKkXKe nccnenyoT 0boHATeNbHble
npoLeccbl Ha OCHOBE 3MOLMOHANbHBIX peakLUuii, nosy-
YaeMbIX C MOMOLLbIO SN1eKTPO3HLedaNorpaMmsl, U ULEH-
TNOULMPYIOT MX C NONOXNTENBHON NMOO OTPULLATENBHON
BaJIEHTHOCTbIO. AHANM3 BANAHWA apOMaTUUYECKUX COoefun-
HEeHW Ha KOFHWUTMBHbIE 1 adPeKTBHbIE MPOLECChl No-
TpebuTenel nposeaeH B pabote A. bepunk [Bercik et al.,
2023].

! YnpaeneHve QefiepanbHoii cny»K6bl rocyjapCTBEHHON CTaTh-
cTukn no Pecny6nvke Kpbim v . CeBactononto. https://82.rosstat.
gov.ru/folder/179764.
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Bbibop 3anaxa naeaHAbl O6YCNOBNEH BLICOKOW KOH-
FPY3HTHOCTbIO U accoumaumamm ¢ Pecnybnukoii Kpbim
B CUJTy €ro LWMPOKOTro NPUMEHEHUA B CAHAaTOPHO-KYpPOpPT-
HOM U1 TYPUCTUYECKOM KOMMAEKCe permoHa. Kpome Toro,
3¢upHOE Macno naBaHAbl OKa3blBaeT bGnaronpuATHOe
BO3[ENCTBME HA NCUXOPM3NONOrNYeckoe COCTOAHME UC-
MbITYEMbIX, CHUKAETCA CUTYyaTMBHAA W JINYHOCTHaA Tpe-
BOXHOCTb, YNy4llaeTcA MX CaMOYYyBCTBME, HACTPOEHME,
MoBbILWaeTCA aKTUBHOCTb [Knpunnosa, MaHoBa, Jlecosa,
2006]. 310 B CBOI OuepeAb CMOCOOCTBYET MOKynaTesb-
CKOIM aKTMBHOCTU NPW BbIGOpE 31EMEHTOB OfieXabl.

MexaHn3m HenpoCTUMYRALUN B SKCMEepPUMEHTasb-
HOW rpynne oTobpaxeH Ha puc. 3.

Puc. 4. Cxema omeedeHuti 337

Puc. 3. MexaHu3m Helipocmumynayuu
8 3KcnepuMeHmaneHol epynne’

Fig. 3. A neurostimulation mechanism
in the experimental group

MNpouecc BO3OeNCTBMA NaBaHAbl HAYMHAETCA, KOr-
[a apomart, ncxomdawmn u3 guddysopa, nonagaeTt B HOC
N NPUKPENNAeTCA K PecHUYKaM PeLEenTOPHbIX KNETOK.
Helipoctmynauua o6OHATENBHON CMCTEMbl AOCTAaTOYHO
3¢ PeKTMBHA, TaK KakK OMMCbIBAETCA OTHOCUTENIbHO Mps-
MbIMW CBA3AMU C BOBJIEYEHHbIMW CTPYKTYypamy Mo3ra
B MaMATV U 3MOUMAX, TaKUMMN KaK FMNMoKamm, Tanamyc
1 nobHas Kopa.

Ha natom 3Tane sKkcnepumeHTa mccnefoBanacb pas-
HMLUA B peaKkumsax Mo3ra B 3KCMepUMeHTanbHOW (C Hen-
pocTMynALMen apomaTam) 1 B KOHTPONbHOW rpynnax
(6e3 HelipocTMynALMN).

[na 3anmMcn puTtMoB 3NeKTpo3HLUedanorpaMmbl Obin
MCnosb30BaH uYeTblpexkaHasnbHbli npubop NeuroPlay-
4C dupmbl Neurobotics, BKntouatowWwmii Takme 3neKTpobl,
Kak Fp1, Fp2 (nobHoe oTtBepeHune) n O1, O2 (3aTblIouHOE
otBefeHune) (puc. 4), a Takke bGecnpoBofHas rapHUTY-
pa c yactoTton guckpetmsaumm 128 .

' CocraBneHo Ha ocHoBe [Sowndhararajan, Kim, 2016].

ApomaT nasaHgbl Fig. 4. Electrode locations for EEG recording
v
KpenneHne pecHnuYkamu K KneTkam 060HATeNbHbIX peLienTopoB SNeKTPOAbI Pacnonaranncb B COOTBETCTBUN C MEXAY-
v HapoaHon cuctemon 10-203. MonyyeHHble B XOAe 3KC-
OBORATENLHbI STUTENTA nepumeHTa 3anucu 6bln 06paboTaHbl MO cregytolemy
5 anroputmy (puc. 5).
O6oHATeNbHaA NyKoBULIA (0OOHATENbHDBIN TPaKT)
v MNpepBaputenbHas O6Hapy»keHne M3BneyeHne
; W yaaneHue NoNyYeHHbIX
DneKTpuyecKmne cmurHasbl (06oHATEbHbIE CEHCOPHbIE HENPOHDI) o6paborka > A > y
cirHana apTedakToB Npr3HaKoB
2
AkTtuBauua GPCRs (G-protein-coupled receptors/ .
peLenTopbl, cConpakeHHble ¢ G-6enKkom) Puc. 5. Cxema 3KkcnepuMmeHmassHoul npoyedypol
v Fig. 5. Schematic diagram of the experimental procedure
BcnomoraTtenbHas BbiCLIas Kopa rojloBHOr0 Mo3ra
(rpyLweBmaHas Kopa, MUHAANEBUAHOE TENo,
nepriamurhanongHas Kopa, SHTOPUHaNbHAasA Kopa 1 rinnokamn) SKCnepuMeHTasnbHble AaHHble OblK NonyyeHbl B Gpop-

MmaTe dalinoB C pacllMpeHnemM eeg, KOTopble BRocies-
CTBMU ObIIN SKCMOPTUPOBaHbI B Mporpammy MATLAB,
MMEIOLLYIO Cneunanm3npoBaHHyl 6ubnuoTeky ana ob-
paboTKM AaHHbIX NogobHoro Tvna, — Brainstorm. [lJaHHble
6b17111 06paboTaHbI MO CNIEAYIOLEMY aITOPUTMY.

1. [pedsapumenvHas obpabomka cueHana. NonyyeH-
Hble curHanbl putMoB 33 06bIYHO MMEIOT PALbI LYMOB
1 apTedaKkToB, reHePUPYEMbIX Pa3NUYHBIMUA NCTOYHMKA-
M. Ha laHHOM 3Tare OH 6blnn YCTPaHEHbI (MK, No Kpaii-
Hel Mepe, ocnabneHbl) B COOTBETCTBUM C OOLLENPUHATDI-
MW anroputmMamm 1 npoTtokonamu [Sourov et al., 2023].
MpoctbiM 1 Hambonee 4YacTo UCNOSb3YyeMbIM METOLOM
yOaneHus Kak Wyma, Tak n aptedakTos asnaetca Gpusib-
Tpauua, NOCKOMbKY OHa NO3BONIAET U30eXaTb NCKaXKeHMUN
1 U3MEHeHWIA faHHbIX. [peaBapuTenbHaa obpaboTka cur-
Hana BK/OuYana MPUMEHEHUE PEXEKTOPHOro ¢unbtpa
(notch filter), koTopbli momor yaanuTb CUHycoupasnb-
Hble CUrHanbl (ANEKTPUUECKME CUrHabl) Ha YactoTe 50,
100 1 150 u. Takxe 1Ncnonb3oBanca noaocoBon GpunbTp
(band-pass filter), npenctaBnaowmin KomérHaumo Gunb-
TPOB HWKHMX (MbllEYHblE COKPALLEHNA) N BEPXHUX Ya-

2 Hemponnan-4C // Neurobotics. https://neurobotics.ru/cata-
log/arenda/np-4c/?ysclid=ljgapa32z697990746.

3 Cucrema 10-20 // CMI Brain Research. https://cmi.to/%D1%8
D%D1%8D%D0%B3/%D1%81%D0%B8%D1%8 1%D1%82%D0%B
5%D0%BC%D0%B0-10-20/.
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CTOT (AbIxaHwe), Takum obpa3om, Obinn yaaneHsl Bce Ya-
CTOTbl 3a NpeAenamn nHTepecyoLen nonocol. [inanasoH
AndA aHanmsa coctasun ot 1 go 400,

2. O6bHapyxeHue u yoaneHue apmegakmos. B HacTo-
AlleM MCCNefoBaHMN OCHOBHOE BHUMaHMWE YAenAanocb
ABNIEHMAM CYNpeccuu, CBA3aHHbIM C NpeabABNEeHVEM
BM3yaNbHbIX CTUMYNOB. Taknum 06pa3om, 6bino pelleHo
UCKIOUUTD NEepPUobl, B KOTOPbIX Oblv 06HapyXeHbl Mu-
raHvA. YganeHve aptedakToB MOPraHusa MPOUCXOAnNo
Ha KaHanax Fp1 n Fp2, nockonbky nioboe ABvkeHue rnas
6yneT conpaXeHOo C ABMXKEHMEM JIOOHbIX MbIlL, @ OHU
B CBOIO ouepefb JaloT peakumto K KaHanam Fp1 un Fp2, ko-
TOpble W pacnonaraloTcsa B JIOOHOM YacTu rofioBbl UCHbI-
TYEeMbIX.

3. WzeneyeHue nosydyeHHbix npusHakos. ObpaboTaH-
Hble CurHanbl BNOCNeACTBMM Bbirpyxanucb ns MATLAB,
a 3aTeM NoMeLlannchb B Cneumani3npoBaHHyo Nporpam-
my Neurobotics gna ganbHelilero aHanmsa n NHTepnpe-
Tauun.

Ha wectom 3Tane 3KkcnepumeHTa Obinv  Bblbpa-
Hbl Camble MNO3UTUBHO BOCNPUHMMAEMbIE 3JIEMEHTbI HaLK-
OHaJIbHOrO TeKCTUNS. OHM 6bl 06pPaboTaHbI C MOMOLLbIO
WCKYCCTBEHHOIO VHTENNIEKTa ANA NONyYyeHna m3obpaxe-
HWIA COBPEMEHHOW CYyBEHMPHON ofeXabl C HAHECEHHbIMM
OpHaMeHTaMMm.

PE3YNbTATbl NCCNIEAOBAHUA
KoHBeHUMA 06 OxpaHe HemaTepuanbHOro KynbTypHOro
Hacnegua (KOHECKO), npuHaTtasa B 2003 r., nogyepkmBaeTt
Ba’KHOCTb Pa3BUTUA TPAAULIMOHHBIX peEMeCeN Kak OfHON
13 obnactell HemaTepUanbHOrO KyNbTYPHOro Hache-
AUA, KOTopble NEPERAoTCA U3 NOKONEHNs B NOKONEHUE,
NPWAAT UYYBCTBO WAEHTUYHOCTV U MPEEMCTBEHHOCTY,
TEM CaMbIM CMOCOGCTBYA YBAXKEHMIO K KYJIbTYpHOMY pas-
HOOOPa3MI0 N YEIOBEYECKOMY TBOPUECTBY'.

Pecny6nuka KpbiM BO MHOroM CBOUM KyNbTypHbIM 60-
ratcTBoM o6f3aHa yHMKaIbHOMY pPa3HOO6pasuo rpymn
HaceneHusn, KOTopble Ha MPOTAXKEHWN BEKOB CEeNMUCH

' Convention for the Safeguarding of the Intangible Cultural
Heritage. https://ich.unesco.org/en/convention.

14,6285

8,5122
0,5061

0,4504
0,2395
75,6632

Ha 3TOW TePPMTOPUK, MPUBHOCS C COOON CMEChb A3bIKOB,
3CTeTUYECKMX Tpaguumin u BepoBaHM. Kpbim npogon-
»aeT 0CTaBaTbCA MPEVMMYLLECTBEHHO MYSIbTUKYNBTYPHOM
TeppUTOpPMEN, The HAa OTHOCUTENIbHO HebOoNbLIOM MpPo-
CTPaHCTBE >KUBYT MHOMECTBO MasblX STHMYECKMX, STHO-
Pennrmo3HbIX U STHOKYMBTYPHbIX Py,

B HacToAwee BpemMA 2 MAH 4en. NPOXMBAKLIMX
Ha JaHHOW TeppuTOpUK, COrfacHo pesynbratam Bcepoc-
cunckon nepenucy HaceneHua 2020 r. BKNOYaOT npeq-
ctasuTenern 131 HaumoHanbHocTw?. Hanbonee MHoro-
YMCNEHHBIMW Cpelin HUX ABAAITCA PYCcCKUe, KpbIMCKUe
TaTapbl, YKpauHLbl, 6enopychbl, apMaHe, rpeku, mosaa-
BaHe, TypKu (punc. 6). MpeacTaBuTeNn 3TUX HAPOLHOCTEN
BHEC/I OFPOMHBIV COLMOKYNBTYPHbIN BKNag B GopmMunpo-
BaHue Pecny6nvku KpbiM Kak MONNSTHUYECKOTO PErvoHa,
a TakXe B KynbTypHOe pa3Hoobpasue 1 pasBuTMe NOKa-
LM NoNlyoCTpoBa.

B HacToAlwee BpemA akTMBHO pa3BMBaEeTCA KynbTyp-
HbI Typr3m. OHUM U3 ero 31eMeHTOB ABNAETCA GOpPMM-
poBaHMe pbiHKa CYBEHUPHOM NPOAYKL MK, KOTOpas npeq-
CTaBfieHa LWMWPOKMM CMEeKTPOM ayTeHTUYHbIX TOBapOB,
XapaKTepPHbIX 4S1A TOW U MHOW TYPUCTMYECKOW JIOKaLnN.
CyBeHuvpHana ogexpga GopmumpyeT Ana TYpUCTOB NOAJINH-
HbIl 06pa3 pervoHa. OHa NpW3BaHa NONyNApPU3NPOBaTb
KynbTypy pa3HbiX HAPOAHOCTEW 1 TPAHCMPOBaTb Yepes
npegmeTbl [eKOpaTUBHO-NPUKNAAHOIO WCKYCCTBA OCO-
6eHHOCTN KynbTypHOro Typu3ma. MapkeTuHrosoe npo-
ABUXEHWe CYBEHUPHOWN NPoayKLMU CBA3AHO C BbIGOPOM
Hambonee ApKMx 06pPa3oB, YAOBNETBOPAOLWMX TYPUCTM-
yeckuM 3arpocam, KoTopble 6yAyT Kak oTpaxaTb UCTO-
pUIO 1 KYNbTYpY, Tak 1 6bITb COBPEMEHHBIMU U MOAHBIMU.
Cpeau oTaenbHbIX 3IEMEHTOB KyNbTYPHOro Hacneams Ha-
LMOHaNbHbIN KOCTIOM BbINOMHAET POfib BHELLUHEro MapKe-
pa ugeHTUYHOCTH, Byyum CIMBONIOM COLMOKYNBTYPHOM
anddepeHUnaLnm 1 STHUYECKON NaEHTUPUKaLMN.

na BbiABNeHNA Hambonee MHTEPECHBIX STHUYECKUX
OpHaMeHTOB Ha MepBOM 3Tarne MUCCefoBaHuA B paMKax

2Ynpasnexune QOegepanbHoii Ciyx6bl roCyAapCTBEHHON CTaTh-
cTmkn no Pecny6nuke Kpbim v . CeBactononto. https://82.rosstat.
gov.ru/folder/179764.

m Pycckne
KpbimcKue TaTapbl
YKpaviHubl
benopychbl

B ApmsaHe

W [pekn

B MonpaBaHe
Typku

0,0860

Puc. 6. Cmpykmypa Hapooos Kpeima, donu

Fig. 6. The structure of the Crimean peoples, shares
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onpoca 6blN0 NPefNoKeHO OLEHUTb BU3yallbHYK Mpu-
BJIeKaTeNIbHOCTb MPEACTaBEHHbIX HAUMOHANbHbIX Y30-
POB Ha ofexie HapoLoB, NpoXMBaloLWMX B Pecnybnuke
Kpbim (puc. 7).

STHUYECKMEe KOCTIoMbl KOHLA XIX — Hauana XX B. cBUW-
[eTeNbCTBYIOT O TOM, YTO TOProBAA U TKAYeCTBO UMENu
6onbluoe 3HaueHve. Mo TeppuTOPUU PermoHa nposeran
Benukni wenkoBbi MyTb, Xnonok Be3nu u3 CpepnHen
A3unm, a wenk — ¢ Boctoka. [Mpn 3TOM MHOCTPaHHble TKaHu
He BbITECHANIN MECTHOE MPOV3BOACTBO, XOTA 1 UMMOPTHBbIN
TEKCTWNIb Urpan 3aMeTHYI0 POSib B SKOHOMUKE PEermoHa.
MHorve coxpaHuBLIMECA OPHAMEHTbI, CTUIM U1 Y30Pbl Xa-
paKTepHbI N1 MECTHOTO HaceNeHrs, 0COOEHHOCTbIO TKaHU
6bina BblwMBKA., Knaccudukauma STHUUECKMX KOCTIOMOB
[OCTAaTOYHO C/OXHA, MOCKONbKY HeobXopMmo npuHU-
MaTb BO BHMMaHWe MHOMECTBO BapuaHTOB TKaHen. Cam
TEPMUH «TKaHb» C TOUYKW 3PEHUA KyNbTYPHOro Hacneams
[Goudineau, 2003] meeT ABa Pa3HbIX 3HAUEHNSA: MOXKET 03-

e,

x)
' i S

KPbIMCKO-TaTapCKkune

HauaTb 3THUYECKYIO ofexay Nbo BCe, UTO CBA3AHO C TeK-
CTUNEeM — METOAbI TKAUYECTBa, Y30Pbl 1 TUMbl O4EXKbl, A TaK-
e onpeaeneHHble BepOBaHMA, CBA3aHHbIE C OPHAMEHTOM.
B AaHHOM MccneaoBaHNMM TKaHb TPAKTYETCA B MEPBOM MO-
HVUMaHWK. Y HEKOTOPbIX STHUYECKUX MPYNM KPOW ofexnibl
He MMen OTNNYNTESNIbHBIX OCOBEHHOCTEN, B TO BPEMA Kak
Y BPYTVX OAHW Te Xe Bubl HAPALOB MO UMETb HECKOSTb-
KO TeXHVK HaHeceHus y30poB. Hanbonee pacnpoctpaHeH-
HOW ofeX a0 Oblnn 00KK, BPIOKM, COPOUKU, TYHUKM, XEH-
CKne ronosHble y6opbl, GapTykn. C coBpeMEHHON TOUKU
3PEHNA JaHHble MOJENM MOXHO NPY3HaTb YCTapeBLIMMY,
OJHAKO Y30pbl, KOTOPbIE Ha HUX MPUCYTCTBYIOT, He noTeps-
N CBOEN aKTyanbHOCTU. DTV CUMBOJSIMYECKNE OPHAMEHTbI
ABAAIOTCA CBOEOOPA3HbIMY  KYNBTYPHBIMY  MapKepamu.
JlaHHOe yTBepXJeHue XapakTepHO AnA npeacraButenen
pa3HbiX STHUYECKUX rpynn. B KayecTBe KnaccndurkaumoH-
HbIX MapPKEPOB OPHAMEHTbI Ha OAexae NAeHTUGULMPYIOT-
CA Nerye, yem A3blK.

s
SRR
g

1) YKpanHckmne

Puc. 7. Pomozpacpuu 3mHu4ecKux y30poe Ha KOCMIOMAx KpbIMCKUX HAPOO08

Fig. 7. Patterns of the Crimean peoples’ ethnic costumes
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B xome onpoca pecrnoHAeHTaM O6bl10 NpenioXeHo
OLEHUTb BM3YyasNibHYIO MpPUBNEKaTeSIbHOCTb OPHAMEHTOB
STHUYECKUX KOCTIOMOB Mo LKane Jlukepta ot 1 go 5. Co-
rNacHo NoslyyYeHHbIM pe3ynbTaTaM ANs NoTPebuTeNnbCKom
ayautopumn Haubonee npuBReKaTeNbHbIMA OpPHAaMeHTa-
MW, OTPaXatoLWMMN ayTEHTUYHOCTb KpbiMa, CTanu y3opbl
Ha KPbIMCKO-TaTapCKUX KOCTiomax (puc. 8).

Tatapbl

Typku MonpaBaHe
—_M
— K
Pycckne ApmsaHe
Mpekun Bbenopycobl

YKpauHubl

Puc. 8. Pe3ynemamel 8ep6asnibH020 onpoca pecnoHOeHmMoa
Fig. 8. Respondents interview results

Ha cnegyloulem 3Tane B KauecTBe CTMMYNbHOTO Ma-
TepmMana MCNONb30BaNUCh TOMbKO ayTEHTUYHbIE KPbIM-
CKO-TaTapcKkme opHameHTbl. OHW AEeMOHCTPUPOBANUCH
B [BYX rpynnax: KOHTPONbHON (6e3 HelpoCTUMynALMN)
N 3KCNEepPUMEHTaNIbHOM (C HEMPOCTUMYNALMEN), C apoMa-
TU3aumven NomeLleHNA 3anaxom nasaHabl ropHon. B rpyn-

JkcnepumeHT N21. KoHTponbHas rpynna

Vrctpykuva s | Kanu6poska [mmmsh

CKPVIHWHT

3KcnepuMeHT N22. IKCnepuMeHTaNbHas rpynna

3anucb curHana

B COCTOAHUN
nokos (4000 mc)

z PacnbIeHMe 3anucb curHana Touka
I » NHcTpyKumA apoMaTa Kannb6poska B COCTOAHMM duKcaumm
8‘ nokos (4000 mc) (2000 mc) n=9

Max aHa/IM3MPOBaNNCb CUHXPOHM3AUMA U AECUHXPOHN3a-
uma putmoB I3 ncnbiTyembix (puc. 9).

Bo Bpems 3KCneprMmMeHTOB OblSIM MPOAEMOHCTPUPOBaA-
Hbl CnegytoLne opHameHThl (purc. 10).

B KauectBe ogHOro u3 nokasartenen AnA AanbHenwle-
ro aHanm3a Nosy4yeHHbIX franasoHoB putmoB 331 6bina
BblOpaHa acCMMeTPYA YaCTOTHOMO AMana3oHa Mexay ne-
BbIMW W MPaBbIMU JIOGHBIMM 06/1ACTAMMU FONIOBHOMO MO3-
ra UCNbITYyeMblX B OTBET HA NpeAbABNEHE OPHAMEHTOB
ofexnbl. Korga ona pecnoHieHTa BM3yasibHO MpuBeKa-
TeJIeH TOT W VHOW 3N1eMeHT, HabnlogaeTca CUHXPOHM3a-
umA (6onee BbICOKAasa MOLWHOCTb) 6eTa- 1 raMmMa-puTMOB
33l 1 OecMHXpPOHMU3aUMs (CHUKEHME MOLLHOCTY) anbda-
pyTMa B JIEBOM NOGHOM MONYLIAPUN NO CPABHEHMIO C Mpa-
BbIM. B clyuyae oTCyTCTBMA NpUBREKaTeNIbHOCTW Habnoaa-
eTca obpaTtHasa TeHaeHums [Vecchiato et al.,, 2011]. Takum
00pa3om, NOBbllWEHHAA NEBOPPOHTaNbHAA akTMBHOCTb
MOXET CJTYKUTb NMOKa3aTenem MoNoXMTeNbHbIX NOBEAEH-
YecKnx peakumin, a npaBodpoHTaNbHas — MoKasaTenem
oTpuuatenbHbiX. OLeHKa AaHHOrO MoKasaTens B JKcrhe-
pUMeHTanbHON rpynne (C HempoCcTUMynAumen) npuseae-
Ha Ha puc. 11.

PesynbTaTbl  nMoKasanu, UTO  3KCMepuUMeHTanb-
HaA rpynna bonee NoONOXWTENbHO BOCMPUHMMANA Npes-
CTaBNEHHble OPHAMEHTbl KOCTIOMOB, O YeM CBUAETESlb-
CTBYeT NpeobnagaHune 6eTa-pUtMoB B NeBOPPOHTANIbHON
30He. B T0 e Bpems KOHTponbHasa rpynna bonee Hera-
TUBHO OTHeCnacb K JaHHbIM CTUMYMaM — LOMWHUPYIOT
anbda-pUTMbl B NpaBodPOHTaNIbHOW 30HE.

CTMynbHbI MaTepuan

OOQ McC) n=9
Touka X )

duKcaymm
(2000 mc) n=9

PesynbTatbl
CpaBHeHuA

CraTucTrnyeckmne TecTbl

CTMynbHbI MaTepuan
(3000 mc) n=9

Puc. 9. Cxema npedcmassieHusi CMumysibH020 MAMepUasia Npu 37eKmposHyeanozpagpuyeckom skcnepumeHme

Fig. 9. Stimulus material representation in the EEG experiment

Puc. 10. Uccnedyembie opHameHMbi 00exK0bl

Fig. 10. Clothing ornaments under study
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Puc. 11. OyeHka acummempuu 4acmMomHo20 OUANA30HA
pummog I3 mexdy legbIMuU U NPABbIMU JI06HbIMU
o61acmamu 20/108H020 M0O32d 8 3KChepuUMeHMA’sbHOU 2pynne

Fig. 11. Evaluation of the EEF frequency range asymmetry
between the left and right frontal lobes
in the experimental group

YpoBeHb BHVMMaHWA B OTHOLIEHUW BU3YasbHbIX CTW-
MYJIOB OKa3blBAeT BAUAHME Ha anbda-puTMbl TakuM 06-
pa3oM, YTO BO BpemsA BU3yanbHON CTUMYNALMUK Habnto-
[aeTca AeCMHXPOHM3aumMa anbda-puTmMa B 3aTblIOYHbIX
oTBeAeHusAX. Pa3nnuHble uMccnefoBaHWA  CBA3bIBAOT
YPOBEHb 3PUTESIBHOTO BHWUMAHUA C CUNol KonebaTtesnb-
HOWM aKTUBHOCTW HENPOHOB rOSIOBHOIO MO3ra, Npu 3TOM
OTMEUYaeTCA, UYTO MOBbLILIEHHOE 3PUTENIbHOE BHUMAHUE
BbI3bIBAET AECMHXPOHM3aLUO anbda-puTMOB AN KX CY-
npeccuto [Magosso et al., 2019]. B naHHOM nccnepoBaHnm
n3yyeHre anbda-puTMOB MPOBOAMIOCH B 3aTblNOYHbIX
otBegeHuax O1 n 02 (puc. 12).
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Puc. 12. YacmommHeiii duana3oH
3ambl104HbIX 06/1acMeli Mo32a

Fig. 12. Frequency range of the occipital lobe

Takum 06pa3om, CorfiacHo pesynbTaTamM MccieaoBaHmA
Y 3KCMEepUMEHTANIbHOM rpynmbl HabNAANOCh NOHUKEH-
HOEe 3pWTeNbHOE BHVMAHVE B OTHOLIEHWN OPHAMEHTOB
KPbIMCKO-TaTapCKMX KOCTIOMOB, TO €CTb YYACTHUKM IKC-
MePVIMEHTA MEHbLLE aHANN3MPOBaN BU3yaslbHble CTUMY-
bl ¥ MEHbLUE KOHLEHTPUPOBAM CBOE BHUMAHVE Ha AaH-

HbiXx 0ObeKkTax. B mosb3y HaHHOrO CyXaeHus roBopuTt
NpeBbIlLeHe MOLWHOCTY anbda-pUTMOB B NMPAaBOM MOJy-
WAPUN Y NCMBITYEMBIX, MPOXOAMBLUMX SKCMEPUMEHT 6e3
HeMpOCTUMYNALMK, YTO ABNAETCA cneacTBnem GyHKUMO-
HaNbHOWM aCMMETPUN MO3ra, CBA3aHHOW C 6osbliein
aKTMBHOCTbIO JIEBOrO MOMyWapws, U CBULETENbCTBYET
O MOBbLIWEHHON KOHLEHTpaUun 3pUTENIbHOTO BHUMa-
HUA. B TO Xe Bpemsa y sKCneprMeHTanbHON rpynmbl Ha-
6ntopanacb 6onbllas akTUBHOCTb MPaABOrO MOYyLAPUS,
YTO CBA3aHO C MOHMKEHHOW KOHLEHTpauunen 3putenb-
HOro BHUMaHWA. MogobHaa peakuma ABNAETCA B NePBYIO
ouepefb CneficTBMEM BO3JENCTBMA apomarta naBaHAbl
Ha YenoBeKa, a UMeHHO ceflaTMBHOIO 1 paccnabnatoLlero
a¢dekTa. BozgencTere apomaTta 06bEKTUBHO NOATBEPX-
AEHO Helpodusnonornieckummn peakumamm. bonee Toro,
HeMpPOCTUMYNALMA 3anaxoMm JlaBaHAbl cnocobcTBoBana
YBENNYEHMWIO NOTPeOUTENBCKON NOANBHOCTA NpK 13yye-
HMM OPHAMEHTOB KPbIMCKO-TaTapCKUX KOCTIOMOB. B cBA-
311 C 3TUM MOXKHO NPUITY K BbIBOZAM, YTO apoMaTnyecKas
HeMpOCTUMYNALNA ABNAETCA JOCTAaTOUHO 3PPEKTUBHbBIM
METOOM MNP NpoJaxe CyBEHNPHON ofexbl, M03BoNAeT
YBE/IMYNTb BOBIEYEHHOCTb MOKYyMNaTenen.

Pe3ynbTrathl NnocnefHero stana MccnefoBaHNa CBA3a-
Hbl C MPYMEHEHNEM TEXHOMNOTMIN NCKYCCTBEHHOMO MHTEN-
neKTa, KOTOPbIA, UCMONb3ya BblbpaHHble 06pa3Lbl op-
HaMEHTOB, MPEeLNOXW/ HECKONbKO BapuaHTOB Au3aliHa
CyBEHVMPHOI MpofyKumMn. JTa 3afaya Obina peanusoBa-
Ha npu nomoly Hepocetn HenpoXonct'. Bbinn crexe-
pupoBaHbl Bapraumm HaTeflbHOW CYBEHWPHOMN ofexabl
C Uenblo JanbHeNWwero NPOABMKEHNA Ha PErYOHaNIbHOM
TYPUCTUYECKOM pbIHKe (puc. 13).

B kauecTBe OCHOBHOI Oblna BbiOpaHa nacTesibHo-Gu-
ONleTOBasA LBETOBaA raMma, KOTopas 4YacTo npeBannpyet
B KPbIMCKO-TaTapCKUX KOCTIOMAX, a TakXe accoummpyert-
€Ay TYPUCTOB C JTaBaHAOW — HEOTHEMIIEMbIM 3JIEMEHTOM
npripoabl KpbiIMCKOro nonyocTposa.

MpucyTtcere B An3aliHe 60PAOBOroO LBETa B COYeETa-
HIWK C 30/10TbIM OpHaMeHTaM GOpPMUpPYET acCOLMaTUBHBIN
pAn C KPbIMCKO-TaTapCKMMU KOCTIOMaMK, B KOTOPbIX Ta-
Koe coueTaHue HepeKo MCMNOoMb3yeTcs.

BapuaHTbl An3aiiHa cyBeHUPHbIX GyTOONOK YepHOro
uBeta GOKYCUPYIOT BHMaHME HEMOCPEACTBEHHO Ha Op-
HaMEHT, NPOCNEXMBAETCA aHaNorMA C HauMOHaNIbHbIMU
KOCTIOMamu npuv CO6MI0AEHNN COBPEMEHHBIX TEHLEHLWIA
MOJpbl.

Takum obpasom, pe3ynbTaTtbl NEpBOro 3Tama  WC-
CnefloBaHUA MO3BONAIOT OLUEHWUTb MPUBEKATENbHOCTb
N Yy3HAaBaEMOCTb OPHAMEHTOB HaLMOHANbHOIO TEKCTU-
na notpebutenamn. 3T JaHHble NOMOFNM BbIABUTL Ha-
LMOHAsbHbIE Y30Pbl, KOTOPblE BbI3bIBAKOT HanbonbLINA
NONOXKNUTENbHBIN OTKAMK Y Lieneson aygutopun. Ha cne-
AyloleM 3Tarne UCCNefoBaHMA MNPOBOAMIICA SKCNepw-
MEHT C UICMONb30BaHNEM UHCTPYMeHTOB 331 n apomatuye-
CKOW HeMpPOCTUMYNALMM 1A N3YUYeHMWA NOTPeOUTENbCKIX

' HempoXoncr. https://neuro-holst.ru/.
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Puc. 13. Co30aHHbIe HeL'lpocemblo ousa’liHel Cy8eHUpHO020 meKcmuJid ¢ UChoJib308aHUeM dymeHmMuU4YHblX OpHamMeHmMoese

Fig. 13. Souvenir textile designs created by the neural network using authentic ornaments

peakuuii Ha pasu4YHble BapuauMM HaLMOHANbHOro
STHUYECKOrO OpHameHTa. B pesynbrate Mbl BbIACHWUAN,
Kak apomar flaBaHAbl BIMAET Ha BbIPaXX€HHOCTb peak-
LUK C NONIOXKNUTENBHON 1 OTPULLATENIbHON BaNeHTHOCTbIO
Yy PecrnoHAeHTOB Ha MpeAcTaB/ieHHble CTUMybl. Ha oc-
HoBe aHanm3a putmoB D3I Obifn BbIOPaHbl STHUYECKNE
y30pbl, KOTOpble Hanbonee NO3UTUBHO BOCNPUHUMANNCD,
cnefoBaTtesbHO, BAMANM Ha BOCMPUHUMAEMYIO LIEHHOCTb
ana notpebutena. C NOMOLLbIO UCKYCCTBEHHOMO WHTES-
nekTa 6bina paspaboTaHa BU3yanu3auma COBPEMEHHbIX
006pa3oB CyBeHVPHON NpoayKLMK, cofepallei SneMeH-
Tbl HALMOHANbHOro OpHamMeHTa. [peanaraemble peleHns
MOTYT NPUMEHATLCA 1A NPOABUXKEHUA NofobHOM npo-
OYKUMW HA TYPUCTAYECKOM PbIHKeE.

3AKJTIO4YEHUE

Pa3gutne KynbTypHoro typusma B Pecnybnuke Kpbim
Ha OCHOBe nonynApu3auny KynbTypbl ManbiX HApPOAOB
BO3MOXHO u4epe3 noAafep»Ky W MNpofBuMXKeHue cyBe-
HUPHON NpPOAYKLUMMW, TPaHCAUpYOLWen onpeaeneHHble
CMbICJIbl. DTO TaKXe MOXET CTaTb OCHOBOW MOMUTUKU
B cdepe oxpaHbl U MPOABMXKEHNA O0OBEKTOB HemaTe-

pUanbHOro KyNbTypHOrO Hacneama STHUYECKUX rpynn,
npokmBaowmx B Kpbimy.

PaspaboTaHHas MeToAMKa MO3BOMAET MPUMEHATb
CKBO3Hble LUMPPOBbIE TEXHONOTUN AN1A NPOABUNKEHNSA CY-
BEHUPHON NpoayKuumn. OHa BKITIOYAET TPY OCHOBHbIX 3J1€e-
MEHTa: HEeNPOTEXHONOIMKN, HENPOCTUMYNALMIO U UCKYC-
CTBEHHbIN MHTeNNeKT. CoeiIMHEeHNe STUX S1EMEHTOB NMO3BO-
naet chopmmpoBaTb UHHOBALMOHHbIE MEXaHWU3Mbl Map-
KETMHroOBOro MpPOABUMMEHNA TOBAPOB Ha PbIHOK, B YacT-
HOCTM HaxOXAeHMe HOBbIX AM3aNHEPCKUX pPeLleHNni,
onpeneneHne NOACO3HaTENbHO MpPUBeKaTenbHON CyBe-
HWPHON NpoAYyKUUK, KoTopasa OGyaeT Monb3oBaTbCA WM-
POKMM CMPOCOM Y TYpUCTOB, Nnocewatrowmx Pecnybnnky
KpbIM. SKOHOMUYECKIMI CMbICN Pa3BUTKA AAHHOIO PbIHKA
3aKJII0YaAETCA B TOM, YTO MOKYMNKa OfeX bl C ayTEHTUYHbI-
MW OpHaMeHTaM1 MOXET UrpaTb PeLLatoLLyto posb B pas-
BUTUN TEKCTUBHOW MPOMbILLAIEHHOCTU TYPUCTUYECKOTO
pervoHa.

OrpaHunyeHna nccnefgoBaHWA CBA3aHbl C NPOBEAEHN-
€M 3KCMEePMMEHTOB Ha MOJOAEXHOW BblbOpKe 1 Heob-
XOAUMOCTbIO JafibHENLIEN OLEHKN KOMMeEpLManmn3aumum
pe3ynbTaToB. B
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AHHOTauuA. Ha poccuiicCKoM pbiHKe MaprapyMHOBO NPoayKLUUM HabnogaTca U3MeHeHVs MOAENei NoTpebrTenbCKoro nose-
JeHus, oTpac/ib CTONKHYNach C NajeHem npofdax paga 6peHnos. ViccnenoBaHye HanpaBneHO Ha BbiABMEHWE HOBbIX TPEHAOB
Ha PbIHKE MAC/IOXKMPOBON NMPOAYKLMM 1 MPOBEPKY MMMNOTe3 O COKPALLEHUM NOTPebeHns MaprapmHa KOHeYHbIMK NoTpebuTe-
NAMMW MO NPUYMHE NOMNYNAPHOCTU 3A0POBOr0 06Pa3a MU3HM, BLICTPO PacTyLLero CNpoca Ha FOTOBYIO efly U BbiNEYKY, BbICOKON
YyBCTBUTENBHOCTU MOKynaTenel K LeHe. MeTogonormyeckyio OCHOBY MCCIeJOBaHNA COCTaBUN Teopun 6peHi-MeHeaKMeHTa
1 MapKeTuHra. icnonb3oBaHbl MeTofbl KAOMHETHOrO U MONIEBOrO MAPKETUHIOBBIX UCCNef0BaHUIA, OMPOC, CTaTUCTUYECKME METO-
Jbl aHanm3a. PacueTbl NpoBeAeHbl C MOMOLLbIO CTaTUCTUYECKOrO NporpaMmmHoro obecneyeHus SPSS n JASP. ina oueHkn 6peHa-
MeHeKMeHTa KOMNaHWiA MPUMEHANNC HAEKC NOANBHOCTM 6peHay, NoKasaTenb 3HaHuA 6penfos B AHaekc Wordstat. iHdop-
MaLMOHHYto 6a3y paboTbl cocTaBUM NaHeNbHble faHHble Nielsen no puTtein-ayauTy Ha pbiHKax TOBapoOB NOBCEAHEBHOTO CNpoca
3a 2021-2023 rr., aHanutudyeckon nnatpopmbl QlickView, otuet 000 «lMpodu NccneaoBaHus» no ntoram nosieBoro NccnefoBa-
HWA 6peHOO0B MaprapuHa B Hosbpe 2023 r.,, MaTepuanbl ONpoca, NPOBEAEHHOTO aBTOpamMiu B HoAbpe — aekabpe 2023 r. MonyuyeH
BbIBOA O COKpaLleHUW JoMnn MaprapuriHa B obllem obbeme Npon3BOACTBA U MPOAAX TBEPAbIX XMPOoB. [oATBEPANINCD FMMOTE3bI
00 yMeHbLLIEHN NOKYMNOK MaprapyHOB 13-3a CTPEMNIEHNA K 3[J0POBOMY 0Opasy XM3HM U N0 pekomeHAaLmmn Bpaya. BeissneHo,
UTO LiEHa ABNAETCA KtoUYeBbIM pakTOPOM Npu BbibOpe MaprapvHOBO NPoAyKLMH.
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Abstract. Shifts in the Russian margarine market have produced changes in consumer behaviour patterns and caused a de-
cline in sales of a number of brands. The study aims to reveal new trends in the fats and oils market and tests the hypotheses
that end consumers tend to buy less margarine due to the rising popularity of a healthy lifestyle, the fast-growing demand for
ready-made foods and baked goods, and customers’ high price sensitivity. The theories of brand management and marketing
constitute the theoretical basis of the study. The research uses desk and field marketing research methods, survey, and statisti-
cal analysis. Calculations were carried out in statistical software SPSS and JASP. To assess brand management at the companies
under review, we apply the brand loyalty index and the brand awareness indicator in Yandex Wordstat. The empirical evidence
covers Nielsen panel data on retail audits in consumer goods markets for 2021-2023; data sourced from the QlickView analytical
platform; OO0 Profi Issledovania’s report based on the results of a field study of margarine brands in November 2023; and data
from a survey conducted by the authors in November-December, 2023. The findings show that the share of margarines in total
production volumes and solid fats sales is in decline. We confirmed the hypotheses that margarines consumption is decreasing
due to a healthy lifestyle culture and the need to follow doctor’s recommendations. Price is found to be the key factor in choos-
ing margarine brands.
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BBEOEHUE

MpoayKumna MacnoXnpoBor OTPacin — HeoTbemiemas
COCTaBNAKLLWAA paunoHa HaceneHud. LLnpoko wmcnonb-
3yeTCsA B KOHOMTEPCKOWN, KOHCEPBHOW, XnebonekapHom,
MOJIOYHOV NPOMBILSIEHHOCTV M B OpraHu3auuax obuue-
CTBEHHOrO nNUTaHWA, obnagaet 6OMbWMM 3KCMOPTHBIM
noteHumnanom. MaprapvH COAEpXUTCA B MeyeHbe, TOp-
Tax, dactdyne, *kapeHbix nonypabpukatax, LLOKONAAHbIX
KOHdeTax, MOPOXEHOM U MHOTUX APYrMX NPOAYKTaX Mu-
TaHUA. [JaHHbIA PbIHOK MOABEPXEH BANAHUIO HECKOJb-
KX GpaKkTopOB: BO-MEPBbIX, POCT NOMNYNAPHOCTU CropTa
1 3p0poBoro obpasa xu3Hu (302K), BO-BTOPbIX, MOBbI-
LeHHOe BHMaHMe HaceNleHnsA K roToBOW efle, 13-3a Yero
13 MOTPeOUTENbCKMX KOP3WH MPOMAAaloT paHee npu-
BblUHblE W MOBCEAHEBHblE AnA MOTpedbuTens ToBapbl
MaCNOXMpPOBOW KaTeropuun. [ipaiBepomM Mac/ioXnpoBOn
oTpacnu BbicTyrnaeT $acoBaHHOE PacTUTENbHOE MACNo,
Mo KOTOPOMY HabnopaeTca pacTyluii CNpoc, Torga Kak
MalroHe3bl, MaprapuHbl 1 Cpeabl CTOIKHYUCD C NaieHu-
eM noTpebneHna B pe3ynbtaTe M3MeHeHMs nNoTpebuTesb-
ckux npeanoyteHnii [Borrello, Annunziata, Vecchio, 2019].
MpocnexuBaeTca TPeHA Ha OCO3HAHHOe noTpebneHue
M 300POBOE MUTaHWE, pacTeT WMHTepec noTpebutenen
K «anibTepHaTUBHbIM» NpogyKTam nutaHus [Lusk, 2019].

CnnBoYHOE Macno BOCNPUHUMAETCA POCCUMAHAMM KaK
60nee None3HblIii 1 HaTypPasbHbIA TPOAYKT, a MaprapuH cuu-
TaeTcA BpefHbIM MPOAYKTOM C MOBbILWEHHbIM COAEpP»Ka-
HYeM TpaHCkMpoB. CornacHO AaHHbIM aHANUTMYECKOro
ueHTpa Milknews, 3a 2021-2023 IT. pbIHOK CJIBOYHOIO
macna B cpefiHem Bo3pacTan Ha 4 % exeroaHo'. o Ha-
TUCKOM 3TWMX TPEHOOB PbIHOK MaprapuMHOB CTankuBaeT-
€5 CO CHUXKeHmeMm cripoca. O6beM nNpogax MaprapuHoBoOA
npoaykuun B Yp®O 3a 2023 r. no cpaBHeHmio € 2022 . co-
KpaTtunca Ha 17 %, 4To B LieSIOM COOTBETCTBYET TeHAEHL MM
Ha BCem pbiHKe Poccumn?. O6bembl noTpebneHus v Buapl
MCNOMb3yembIX Macen OTIMYATCA NO PErMoHam CTpaHbl
B 3aBUCMOCTY OT BKYCOBbIX MPEAMNOYTEHNIN MECTHOTO Ha-
ceneHuns [Yenenesa, 2021]. B cBA3M ¢ 3TUM 4514 KOMMOaHWUNA,
OYHKUMOHUPYIOWNX HA PbIHKE MaprapuHOBOW MPOAYK-
UMK, 6peHA-MEHEIXMEHT 1 U3yUYeHUe NoTPebUTenbckoro
noBefeHUa NpuobpeTaoT 0CobYH 3HAYNMOCTb.

Llenb nccnepoBaHma — onpegenntb OCHOBHbIE TEHAEH-
LMW pa3BUTKA pPbiHKa TBEPAbIX XMpoB Poccum B Lenom,
a Takxke ¢daKkTopbl NOTPebUTENbCKOro Bbibopa GpeHaoB
MaprapuHoBon npogykuun B Yp®O Ha ocHOBe Mapke-
TUHFOBbIX UCCNIEAOBAHUIA PblHKa MaprapuHa B cdepe pos-
HUYHOW TOProBAn.

C yyeTOM TPEHAOB Ha PbIHKE MAaCOXNPOBOW NPOAYK-
LMW NOCTaBJIEHbI CieflytoLire 3ajaum UccneoBaHuUA:

* YCTAHOBUTb MPUYMHbI NAfIEHMA CNPOCa Ha Maprapu-
HOBYI0 NPOJYKLMIO B PO3HUYHOW TOPTroOBIE;

" NoTtpebneHne monouHoW Mpoaykummn B 2023 T. CTANI0 MakK-
CUManbHbIM 3a 28 net. 19.02.2024 // Milknews: HOBOCTV ¥ aHanu-
TUKa MOMOYHOro pbiHKa. https://milknews.ru/index/molochnye-
produkty/potreblenie-molprodukcii-2023.html.

2Basa Nielsen, nanens Ural Urban, 2023.

* BbIfIBUTb, HAa KaKne KaTeropuu MacnoXxupoBomn npo-
AYKLVN NePeKoUMINCh NOKYMNaTeNn MaprapuHoB;

« onpepenntb GpakTopbl NOTPEOUTENBCKOrO BbIOOPA,
BUAIOLLME HA NPUHATME PELIEHNA O NOKYMKe MaprapuHa
KOHKpeTHOro bpeHpa.

OB30OP JIUTEPATYPbI

Hanbonblunin BKnag B pasBuTue OpeHA-MeHemKMeHTa
BHec KJ1. Kennep [Keller, 1993]. bpeHa paccmaTpurBaetca
MM KaK COBOKYMHOCTb YHMKaNIbHbIX U MO3UTUBHbBIX aCCo-
uMaumin, KoTopble BO3HUKAOT B CO3HaHUM noTpebuTens
1 [0o6aBNAT BOCMPUHMMAEMYIO LIEHHOCTb TOBapy Wiu
ycnyre. OT gpyrvx TOProBblX MapoK OH OTiMYaeTcsa no-
3UTVMBHBIM OTK/IMKOM MOKynaTeflell Ha BCE SNEeMEeHTH
MapPKEeTUHI-MUKCA: NPOAYKT, LeHa, NPoaBMKEHME U pac-
npepenenne. 1.0. ['aneccanapo [2002] oTmeuaet, uTto
6peHz — 3TO BCe TO, YTO MPUXOAMT B FONIOBY NOTPebUTENIo
npu nio6om B3aUMOLENCTBUM C MPOAYKTOM: Korga BUauT
NOroTUM, CNBILNT Ha3BaHue. bpeHp He TOMbKO BKOYaeT
MMS, TEPMUH, AN3alAH WU CUMBOJ, HO Y BOCMPUHUMAET-
CA KakK HemaTepuanbHbIA pecypc, CO3AaoWniA LeHHOCTb
AN KomnaHui [Barros-Arrieta, Garcia-Cali, 2021]. T. 3
[2005] cumTaeT, uTo NobeguTenem Ha PblHKE ABNSETCA
6peH C Hanbonee TOYHbIM MO3NLMOHNPOBAHNEM B CO-
3HaHWKM Noaen.

OyHpameHTanbHbIV TPy N0 6PeHANHTY NPUHAANEXNT
[. Aakepy [2008]. Hanbonblumii nHTepec npencrasnaet
NPeanoXKeHHaa UM MoZenb MAEHTUYHOCTM BpeHpaa, co-
FMacHO KOTOPOW OH M3YYaeTCA MO YeTbIPEM HampaB/eHu-
AM: KaK TOBap, Kak opraHu3auus, Kak MHAUBMAYanbHOCTb
1 KaK CMBOJI. B jaHHOI cTaTbe BpeHp paccMaTpMBaeTCA
Kak ToBap. Mpun 3Tom Nnoj KOHKypeHunen 6peHI0B NOHM-
MaeTCs MPOLeCC SKOHOMMYECKON 6opbObl 1 B3auMOAEeN-
CTBMA MeXJy Npou3BoAUTENAMU AnA obecneyeHus nyuy-
wero cbblTa CBOEro ToBapa U YAOBIETBOPEHUA CMpoca
notpebutenen [Hamel, Prahalad, 1996; Shakir, 2012].

Mo MHeHWMo yuyeHblx, ngeHTndUKaLma 6peHaa, KoTo-
pas OT/IMYaeT NPOJYKT OT TOBAPOB KOHKYPEHTOB, ABNAET-
CA OCHOBHOW Lienblo ynpasneHua 6peHaom [Soeherman,
Panjaitan, 2023]. bonbwon nHTepec npeacTaBnaeT Hayu-
HaA npobnema M3MepeHVs WHAMBUAYaNbHOCTM GpeHaa.
IkJ1. Aakep npegnoxkuna nATb MNOKasaTenem WHAMBU-
AyanbHOCTU 6peHAa (MCKPEHHOCTb, 3MOLMOHANbHOCTD,
KOMMETEHTHOCTb, CIOXHOCTb Y MPOYHOCTb) 1 060CHOBA-
na UX NpakTUYeckyo npumeHmmocTsb [Aaker, 1997].

KJ1. Kennep [2016] onpeaenvn 6peHA-MeHeaKMeHT
Kak «pa3paboTKy 1 BHefpeHWe MAPKETMHIOBbLIX MPO-
rpaMm 1 MeponpuATi No GOPMUPOBAHUID, U3MEPEHMIO
1 ynpaeneHuto Kanutanom 6penHgax. XK.-H. Kandepep no-
HVUMaeT nop 6peHAd-MeHeXMEHTOM AeATENIbHOCTb KOM-
MaHWKU Ona naeHTMdrKaumMm cBoero bpeHaa 1 npuagaHna
eMy YHMKaNIbHOCTW MyTeM WCNOMb30BaHWA MPUCYLLUX
TONbKO [AaHHOMY TOBapy XapakTePUCTVK B JaHHOe Bpe-
MA 1 Ha JaHHOM PbIHKE B MPOTUBONOCTABIEHMN TOBapam
KoHkypeHTa [Kapferer, 2008]. 3aHumaemas fona pblHKa
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MOXET BbICTYMaTb OAHUM W3 NokKasaTtenen 3p¢peKTuBHO-
CT1 6peHa-meHegxmeHTa [Zhenshan, Pu, Jianming, 2015].
K dyHKUMAM BpeHa-MeHeLXMeHTa OTHOCAT UaeHTUdUKa-
LVIo TOBapa 1 NPOV3BOANTENA, FAPaHTNIO KayecTa 6peH-
[OBOro TOBapa, YBEPEHHOCTb B OMNTUMASIbHOM MNoTpe-
6UTeNIbCKOM BblbOpe 1 caMoBbIpaXkeHue KnueHTa [Tien,
Vu, Tien, 2019]. UccnepoBaHmA NoATBEPXKAALOT BIMAHKE
NPUHLUMNOB YCTONYMBOrO Pa3BUTUA KOMMAHWUA U 340pPO-
BOro obpasa XW3HM Ha HageXHOCTb b6peHaa [Bae, Lee,
Luan, 2023]. O. Aakep [Aaker, 2014] aKkueHTMpPYyeT BHU-
MaHMe Ha TOM, YTO Ha pa3HbIX CTagUAX Pa3BUTMA BpeHaa
KapAuHANbHO MeHAeTcA OpeHA-MeHeIKMeHT — OT Tak-
TUKM K CTpaTernu, K ynpasneHuio noptdenem 6peHpos
1 pa3paboTKe MapPKETMHIOBBIX MPOrPaAMM.

Uto KacaeTca MapKeTuHra n OpeHA-MeHeLXMeHTa
Ha pblHKe npoaykToB nuTaHua, To P.B. Cky6a [2021]
YyTBEPXKAAET, YTO OTMNPABHON TOUKOW GpeHAuHra ABnSA-
€TCA NO3ULMOHNPOBAHUE NPOJOBOIbCTBEHHOMO TOBapa.
MapKeTyHI NPOAYKTOB NUTAHNA HaMpPaBNeH Ha YCTaHOB-
NeHne [OBEPUTENBHBIX U JIOASNIbHbIX OTHOLLEHUIA MeXaY
NPOW3BOAUTENAMM W NOTPEOUTENAMU, Ha NonynApu3a-
LMo BKyCa U nonb3bl ToBapa [KanycTtuHa, MukoneHko,
CbicoeBa, 2022]. B. MaptnHbo [Martinho, 2020] Bbige-
NS OCHOBHble GAKTOPbI, KOTOPbIe BAWAIOT Ha NOTPeoU-
TeNlbCKOe MOBeAeHMe Ha PblHKe NPOAOBONbCTBEHHbBIX
TOBApOB: LieHO06pa3oBaHme, MapKNPOBKa 1 YMaKOBKa,
PbIHOYHbIE CTpaTerMu, MHHOBaLUMK B arpobusHece, cer-
MeHTbI PbIHKA, COLManbHble acneKTbl, 6peHa U 6peHANHT.
B pa6ote [Civi¢, Cilimkovi¢, 2020] oTmeuaeTca Heobxo-
OUMOCTb PErynspHOro M3yyeHUa noBefeHus NoTpebu-
Tenel NPOAOBONbLCTBIUSA, YTOObI HE BO3HMKANO pa3pbiBa
Mexgy ¢pakTopamu, CyLecTBeHHbIMU ANA LeneBon ayam-
TOpUU, 1 NPU3HAKAMK NO3ULNOHMPOBaHNA GpeHaa nNpo-
N3BOAUTENAMU.

3HaHUA 06 O0COBEHHOCTSIX TOFO WM WHOTO pPblHKA
MOXHO MOJTyYnTb C MOMOLLbIO MapKETUHIOBbIX UCCNefo-
BaHWU (KabMHETHbIX NCCNeAoBaHWIA PbiHKa, ONPOCOB MO-
TpebuTenen 6peHaa) [AHoxuH, AHOXVH, KacaToBa, 2014].
®. Kotnep [2018] onucan MapKeTMHroBble MCCNeaoBaHWsA
Kak cuctemaTmyeckumi npouecc, COCTOAWMN 13 onpege-
neHwus, cbopa, aHanm3a faHHbIX, TPEOYIOLLMXCA KOMNAHWK
B TeKyllen MapKeTUHroBOW CUTYauuu, a Takxe oT4yeTa
0 pesynbTaTax. B cBoo ouepepb E.B. MaplmHa [2023] BbI-
[enAeT TPU OCHOBHbIX 3Tana MApKETUHIOBbIX UCCeno-
BaHWIA: BbiABNIeHME NPO6IeMbl; 0TOOP NCTOUYHNKOB; COOP,
aHanm3 1 obpaboTka AaHHbIX. OHU CBA3bIBAIOT MPOU3-
BOAWTENSA, NOTPEONTENA 1M OOWECTBO C MApPKETOSI0roM
yepes uHbopMaLMIo NO Pa3HbIM acneKTaM MapPKeTWHra
KomnaHum [JleoHos, 2021], npumeHsioTcA OnA pelle-
HVA NPo6nieMHbIX BOonpocoB B 3Tol cdepe [LLInHKapeBa,
2019]. Mpwn 3TOM UENN TaKUX MU3bICKAHWIA OOKHbI ObITb
KOHKPETHbIMW, MOHATHLIMK, W3MEPUMBIMUA W [OCTUXN-
mbiMmun [KynukoBa, TponbiHrHa, 2020]. Pe3ynbtaThl Mapke-
TUHIOBbIX UCCIeJOBaHMI 3aKNafblBalOTCA B OCHOBY Mpu-
HATWA YNpaBfieHYeCKUX PeLleHIii Mo pa3BuTrio bpeHaoB
[WTe3enb, Tionnsesa, Hdasbigosa, 2019]. KomnaHua mo-

XET CHATb TOBap C NPOW3BOACTBA, Pa3paboTaTb HOBLIN
ToBap wanm moanduLMpoBaTb CylecTBYyOWME, OCBO-
UTb CPepbl CMEXHbIX KaTeropuin. BaxkHO NOHATb, HACKOJb-
KO YCMeLWHOo ToBap Obl1 NPUHAT ayauTopuen, NOCKONbKY
Takaa MHdopMaLMA NonesHa ¢ TOUKU 3PeHMA BbICTPamBa-
HMA KOMMYHVKaLmin 6peHpa c notpebutenamu [fOgakoBa,
2022].

Hanbonee nonynapHbIM METOAOM UCCIEAOBAHUA PbIH-
Ka NPOAOBOJSIbCTBEHHbIX TOBAPOB ABMAETCA MMCbMEHHDBIN
WM YCTHBIN ONPOC pecnoHaeHToB. OH cuMTaeTca cambim
MPOCTbIM, HO B TO e BPeMs HafeXHbIM U fOCTOBEPHBIM
METOAOM MONyYeHNA NepsuYHON nHdopmauumn. Bropoi
MeTof — ayAuT PO3HWYHOW TOProBNM — XapaKTepusyeT
HanMuMe 1 KayecTBO NPOAYKUUM MO mccnepyemomn To-
BapHOW KaTeropuu. W3yuyeHume ocobeHHoOCTel MOTpe-
6UTENbCKOrO MOBEAEHNA MO3BOMAET MOSYYMTb [aHHble
0 KayeCTBeHHOM COCTOSHUW LIeNeBOro PblHKA, OCHOBHbIX
NOTPeOUTENBbCKUX MOTMBAX, OTHOLIEHWU K Pa3NUYHbIM
6peHgam [JleneHéra, 2019].

0630p nuTepaTypbl Mo3BOAWMA CPOPMUPOBATL Me-
TOLONOMVI0 MPEACTaBNEHHOIO WCCNeAOBaHUA U 3aKto-
UnTb, UTO B OCHOBe OpeHA-MeHEeKMEHTa Ha pblHKe
NPOLOBONBbCTBEHHBIX TOBAPOB NEXUT UYETKOE MO3MLKO-
HWpPOBaHMe MPOLYKTa, AOHECeHMe OO noTpebutena ot-
nnuKin 6pensa KOMNAHWK OT NPeLIoKEHNIN KOHKYPEHTOB.
JbPeKTMBHOCTL BpeHA-MeHedXMeHTa MOXeT ObiTb oLe-
HeHa NOANbHOCTbIO W oBepuemM noTpebuTtens GpeHay,
€ro Y3HaBaeMoCTblo, JoNel B npofakax oTpaciu. dbdek-
TUBHBbI 6peHA-MeHeAKMEHT NPOABAAETCA B MO3UTUBHOM
OTK/IMKe MOKynaTtenel Ha BCe MepPONpPUATUA KOMMAHUN
B paMKax Kommnjiekca MapkeTuHra 4P. BaxHbim 3Tanom
B ynpasfieHun 6peHaaMu NPOAYKTOB NUTaHUA BbICTYMNa-
€T nuccnegoBaHme GpakTopoB NoTPebuTenbCcKoro Bolbopa
A1 CBOEBPEMEHHON KOPPEKTUPOBKM PbIHOYHOIO No3u-
LMOHNPOBaHMA bpeHaa.

MATEPUAJIbl U METOAbl UCCNNEQOBAHUA
B xofe paboTbl 6bI1M NMOCTaBNEHDbI CieayoLWme UCcneno-
BaTe/bCKMEe BOMPOCHI.

1. KakoBbl OCHOBHble TeHAEHLNW B Pa3BUTUN CErMeH-
TOB POCCUICKOIO PblHKa MAacNoX1POBOWN NpoayKumm?

2. ABnAeTca N1 poCT NONYNAPHOCTM FOTOBOW efbl dak-
TOPOM CHUXEHMA CNpoca Ha MaprapuHOBYHO NPOAYKLUIO
B PO3HWYHOW TOprose?

3. Kak cTpemneHne K 300poBOMYy 06pasy >KuU3HW
N pPeKOMeHAALMN Bpayeil O coKpalleHun notpebneHus
TPAHCOKMPOB BAUAIOT Ha CHUPKEHUE MPOoJdaX MaprapuHo-
BOW NpOAYyKUMMW B PO3HWYHON TOprosne?

4. KakoBa 3HauMMOCTb LieHbl 6peHa MaprapuHa ans
nokynaTene npu Bblbope MaprapvMHOBON MpPOAyKLMM
B MarasuHe?

MeTonbl KaBUHETHOrO MCCNefOBaHNA NCMONIb30BaHbI
ANA OTBETa Ha NepBbIit Bonpoc. MHGopMaLMOHHOI OCHO-
BOW NOCNYXWNN:

+ 6a3a JaHHbIX MexpyHapomHoli komnaHum Nielsen
no putenn-ayguTy Ha pblHKax TOBApOB MOBCELHEBHO-
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ro cnpoca (AC Nielsen, naHenn National, Ural Urban):
06beMbl MPOfaX BCEX CErMEHTOB PblHKA TBEPAbIX XKNPOB
B Poccun 1 no depepanbHbIM OKpyram, 06beMbl Mpoaak
6peHAoB MapraprHOB B runepMapKeTax, CynepmapKeTax,
MWHMMapKeTaX, B MarasvmHax TpaguUMOHHOWN TOProBau
B TOHHaX 1 pybnsx, B3BelleHHana U Hymepuyeckas Auc-
Tpnbyuun 6peHA0B MaprapyriHoOB;

« aHanuTnyeckas nnatpopma QlickView: o6bembl
NpoLaX MaprapvHOB PasfiuHbix 6peHAoB yepes Topro-
Bble ceTn B Yp®O no mecauam, LeHa 3a 1 Kr, Map»a, ToBa-
po0bOpOT B TOHHAX 1 py6nax;

+ OTYET N0 MAPKETUHIOBOMY MccnefoBaHumio «OLeHKa
yTBepxaeHua “MaprapuH lMNbiwka — N2 1 anA Bbineukn™»
000 «Mpodn UccnegosaHms»: nokasatenu ysHaBaemo-
CTU 1 NO3NLMOHNPOBaHNA BpeHaoB mMaprapuHos B Poc-
can.

Take MCnonb3oBaHbl METOMbl SKOHOMMYECKOrO aHa-
NM3a 1 MaTeMaTUYECKOWN CTaTUCTMKN: KOPPENALNOHHbIN
aHanu3, metop T-kputepua CTbiofeHTa ANA He3aBUCK-
MbIX BbIGOPOK C MOMOLLbIO NPOrpamMMHOro KOMMeKca
Statistical Package for the Social Science (SPSS).

MeToapl moneBoro mccnefoBaHUA MPUMEHEHbI AnA
OTBEeTa Ha nocnegHue Tpu Bonpoca. OnpeneneHbl KpuTe-
pun oTbopa 1 pa3mep BbIGOPKU:

* MOTPebnTENN MaCNOXNPOBOW MPOAYKLNKW, MPOXKU-
BatoLme Ha Tepputopum YpdO;

* MOJI: MYXUMHbI U XEHLLMHbI;

 BO3pacT: o1 18 neT;

* ICMONb30BaHME KaTeropumn: NOTPebuTenn Macnoxu-
POBOW MpofyKuUWKM, KoTopble 106ABNAIOT ee B BbiMeuky,
rotoBble 604a.

[eHepanbHasA COBOKYMHOCTb cocTaBnAeT 9478 964 uen.
N BKJTOYAET MYXKUMH U KeHLKH, npoxmBatowumx B YpdO,
B Bo3pacTte OT 18 neT u ctapuwe. Penpe3eHTaTiBHaA Bbl-
6opka — 96 uen. npu JoBepUTENbHON BepoATHOCTH 95 %
1 goseputesibHom uHTepsane 10 %.

loneBoe MapKeTMHIOBOE WCCNEfOBaHNE MNPOBO-
Annocb B HosIbpe — Aekabpe 2023 T. ¢ UCNONb30BaHNEM

Google ®opmbl. B onpoce npuHanu yyactne 188 uen.,
N3 HUX CKPUHWHIOBble BOoMpochl npolen 101 yen., uto co-
OTBETCTBYET pPenpe3eHTaTMBHON Bblbopke B 96 yen. 44 %
(83 onpoLlueHHbIX) He MOKYMNaT MaprapuH. Pesynbratol
nccnefoBaHua obpabaTbiBaNNCb B NporpaMme And CTa-
TUCTUYECKOro aHanm3sa JASP.

Ina aHanu3a ¢akTOpOB CHUMXEHUA Cnpoca Ha Map-
rapuHoBylo npopykumio B Yp®O mcCnonb3oBaHbl METO-
Abl CTAaTUCTMUYECKOrO aHann3a, npeAcTaBneHHble B Tabn. 1.

KogmpoBKka [AaHHbIX MPensIOXEHHON aHKeTbl [AaHa
B NPUNOXKEHWN.

B pamkax wuccnegoBaHua 3¢deKTBHOCTL OpeHa-
MeHeKMEeHTa OLeHrBanach C MOMOLLbIO CeayoLLnX Me-
TOLOB: UHAEKC NoANbHOCTY noTpebuTenen 6peHay (NPS),
3HaHMe 6peHaa B AHpgekc Wordstat, pbiHOYHas pons
6peHO0B KOMMAHWUN.

PE3YJIbTATbl KABMUHETHOIO NCCJIE4OBAHUA
Mo paHHbIM Nielsen, B Poccun Habniogaetca pocTt no-
NYyNAPHOCTM TOTOBOW efibl W BbIMeYKW, NPOoJaXu roto-
BbIX 67110 U KyNMHAPUU PpacTyT ABY3HAYHbIMK TeMnamm
B TOProBbIX CETAX W JOCTUFIM NOYTM 6 % OT BCero obb-
emMa MNpoAax CKoponopTAWMXcA npogyktos'. bonblie
BCEro YBENUUMUANCL NPOAAXKK XN1e600yN0UHbIX N3aenuii,
YTO CHMXAET CMPOC Ha TBEPAble »KMPbl, NCMOMb3yemble
ANA AOMAlLHen Bbineuku. B 1abn. 2 npeactaBneHbl 06b-
€Mbl MPOJaXK KaXK4oro cermeHTa Ha pbiHKe TBepAbIX »Ku-
pos B2C.

O6bembl Mpopdax cnpenoB B Poccun CHU3UAUCH
B 2023 r. Ha 27 %, MaprapvHbl NMOKa3blBalOT CHUXeHNne
Ha 15,3 %. He nagaeT ToNbKO CNpPOC Ha CIMBOYHOE Mac-
no. lona maprapmHa Ha POCCUNCKOM PbIHKe TBEPAbIX »KW-
poB cokpatunacb ¢ 8,5% B 2021r.007,1% B 2023 1.

B cTpyKType KaHanoB npofax B cermeHTe Mapra-
PUHOB Hambosblive NPoJaXu MPUXOAATCA Ha Ccynep-
MapkeTbl (53 %), Ha BTOPOM MecTe — MUHUMAPKETHI

! KapabyT T. Mpogau rotosom eabl pacTyT ABY3HAYHbIMN TEM-
namu // RG.ru. https://rg.ru/2023/03/27/rolly-zakrutilis.html.

Tabnuya 1 - Memodsl cmamucmuyecko20 aHanU3a 0aHHbIX
Table 1 - Methods of statistical data analysis

[MnoTesbl 1 3agayn NccnegoBaHNA

Bup aHanusa

1. BnsAHWe nona Ha Lefb NOKyNK/ MaprapuHa

2. BnusHne cemMeHOro NOMOXEHUSA Ha Lieflb MOKYNKN MaprapuHa T-Test
ONA He3aBUCUMMbIX
3. Bnuanwue nona Ha GpakTopbl, OT KOTOPbIX 3aBUCUT NPUHATUE PELLEHUNA O NOKYMKe MaprapyHa BLIGOPOK
4. BnnaHne cemeliHOro NonoXKeHnA Ha GaKTopbl, OT KOTOPbIX 3aBUCKT NPUHATME PeLLEeHKA O NOKYMNKe MaprapmHa
OnwucatenbHas

5. MpoBepKa rnnoTesbl: Hanbonee 3HaUNMBbIN paKTop ANsA NOTPebuTeNs Npun Boibope MapraprHa — LeHa

CTaTUCTUKa

6. OnpefeneHrie y3HaBaeMoCTu 6peHA0B MaprapuHa

YacToTHbIN aHann3

7. MpoBepkKa rinoTesbl: AnA NoTpeduTene BaxeH 6peHa MaprapriHa, KOTOPbI OHW NCMOJb3YIOT AA KapKu

8. OnpepeneHue Lenei NOKynKn pasnuyHbix 6peHAoB MapraprHa Tabanupl
9. MpoBepkKa runoTesbl: MHEHWe ApY3el U 3HAKOMbIX BIIMAET Ha NOKYMKY onpefenieHHoro 6peHaa MaprapvHa CONpPAKEHHOCTN
10. OnpeneneHune ToBapa-cybCTUTYTa ANA MaprapmHa

OnwucatenbHas

11. MpoBepka runotesbl: hakTop «TpeHd Ha 30XK» BNMAET Ha CHIXKEHME MOKYMOK MaprapuHa

CTaTUCTUKa
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Tabnuya 2 - [JuHamuka 06vemos npodax u 001U ce2MeHmMo8 Ha poCCUliCKOM pbiHKe maepobix Xupos, %
Table 2 - Dynamics of sales volumes and segment shares in the Russian solid fats market, %

e et PELClE [lonsa cermeHTa B o6L1em o6beme Npofak TBEPAbIX XKNPOB
2021 2022 2023
CnvBoYHOE Macno 104,5 100,7 81,7 82,8 86,0
MaprapuH 98,9 84,7 8,5 8,1 7.1
TonneHas cmecb 83,9 98,3 0,6 0,5 0,5
Cripep 95,8 73,0 9,2 8,6 6,4
Bcero TBepable Xnpbl 103,1 97,0 100,0 100,0 100,0

PaccumTaHo no: 6a3a Nielsen, naHenb Total National Urban.

c gonen 29 %. B 1abn. 3 oTpaxkeHa AMHaMUKa NpPoAax
B KaX[JOM U3 KaHaoB.

Mponaxu Bo Bcex KaHanax yMeHbLUAKOTCSA, UTO CBUae-
TENbCTBYET O TOM, YTO COKpALLEHNe CErMeHTa Maprapu-
HOB HOCMT MacCOBbIN XapaKTep.

Hanborbline npogaxu MaprapuMHOB MNPUXOAATCA
Ha LleHTpanbHbll PpepepanbHbliii okpyr (23 %), Cnbup-
cknin defepanbHbIn okpyr (20 %), Mpusomkckuin dbepe-
panbHbli oKpyT (20 %) 1 Ypanbckuin penepanbHblii OKpyr
(16 %). B Yp®O npopaxm cokpatunucb 3a 2023 r. Ha 17 %,
yto 6onblUe, Yem B Apyrmx dedepanbHbix okpyrax. Oc-
HOBHbIMMN KOHKYPEHTaMU BbICTYMAKOT TPY KOMMaHWK:

+ «Pycarpo» npoussogut GpeHfbl MaprapuHa «Llle-
Apoe netoy, «YygecHnua», «CapaToBCKUN;

« Hmxeropoackuin macnoxunpooi komorHat (HMMK)
npeacTaBnseT 6peHAabl «Xo3atowKay, «CIIMBOYHUKY;

« TK «9¢pKo» nponssogmt MaprapuH «[biwkax, «Jobas-
KuH», «obpbil nekapb».

Mpw atom 6peHg «Mbiwka» nossunca 8 Poccun 8 2000 T.
nexoamn B noptdenb koHuepHa Unilever, kotopbinis 2017T.
npogan 6usHec maprapuHos u cnpepos Upfield. B utore
Npoun3BoAcTBO «[bilWKW» 6bIN0 NOKann3oBaHo B Monblue,
a MK «9¢Ko» 3aHanacb ancTpubyumen 6peHga B Poccum.
B Hauane 2020-x rr. Upfield BbiBena mapky ¢ poccuinckoro
PbIHKa, a B 2023 T. «DpKo» nprobpena 6peHa «MbitwiKax'.
B cBA3m c 3Tum B 2022 1. NPOM3BOACTBO 6peHAa CoKpaTu-
nocb, a B 2023 1. 3HAUUTENBHO BbIPOCNIO C HU3KOW 6a3bl.

1«3¢dKo» BbIKyNUTO6peHMaprapuHoB«[biKa».27.04.2023 //Re-
tail.ru. https://www.retail.ru/news/efko-vykupit-brend-margarinov-
pyshka-27-aprelya-2023-228297/.

Mo paHHbIM Nielsen, 6onee MONOBMHbBI PO3HUYHOIO
pblHKa MaprapvHoB Yp®O npuxogutca Ha bpenp «lle-
apoe neto» (56,2 %), Ha BTOpom mecTe bpeHa «Xo3dtoL-
Ka» ¢ gonen 15,6 % (cm. pyucyHok). Mpu 3TOM, ecnu fona
«X03AI0WKN» OCTAaeTCA Hen3MeHHOW, To gona «Llegporo
neta» 3a 2021-2023 rr. cokpaTtunacb Ha 4,9 n.n. B 6onb-
el CTENEHW Ha 3TO BAUAIOT 6peHAbl «IPKO».

W leppoe neto
M Xo3atwowka
B Mbiwka
B YypecHuua
56,2 | CapaTtoBckui
No6aBKuH
B CnnBOYHMK

M [Mpoune

BpeHObl Map2apuHa, peanu3oeaHHble
8 po3HUYHbIx cemax Yp®O e 2023 2., %

Margarine brands sold in retail chains
of the Ural Federal District in 2023, %

B KpynHbIX po3HMYHbIX ceTax «[1atepouka» n «MarHmT»
B Yp®O B rpynne maprapuHoB NMAEPCTBO NPUHAZNEXUT
6peHpam «Pycarpoy. B «Matepouke» B Yp®O Ha «Lleapoe
neto» npuxoautca 38 % npopax 3a 2023 r., Ha «X03AI0LL-
Ky» HMXK - 29 %, Ha «YygecHuuy» «Pycarpo» — 11 %?3.

2CocTasneHo no: 6a3a Nielsen, nanenb Ural Urban.
3 basa Nielsen, nanens Ural Urban.

Tabnuya 3 - [JuHamuka u dona 06vemos npodax mapzapuHa 8 PO 8 pasHeix kaHanax 3a 2021-2023 22., %
Table 3 - Dynamics and share of margarine sales in Russia by sales channels in 2021-2023, %

Honsa kaHana B o6uem o6beme npopax
KaHan npogax 2022 K 2021 2023 K 2022

2021 2022 2023
[MnepmapkeTbl 98,3 77,5 9,9 9,8 8,9
CynepmapkeTbl 106,0 86,0 49,4 53,0 53,8
MuHMapKeTbl 98,6 86,8 29,1 29,0 29,7
TpaguumoHHaa Toprosnsa 69,9 771 11,6 8,2 7,6
Bcero maprapuHbl 98,9 84,7 100,0 100,0 100,0

PaccumTaHo no: 6a3a Nielsen, naHenb Total National Urban.
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Hona «Xo3dawwKny» 3a rog cokpatunacb ¢ 41 % po 29 %,
nockonbky HMMK ctan npoussogutb ana «latepoukm»
cobcTBeHHyto Toproeyt Mapky (CTM) «KpacHaa ueHav,
BBOJ, KOTOPOW MPMBEN K CHUXEHWMIO Npofdax KoMnaHum
B JaHHol ceTn. COOCTBEHHbIE TOProBble MAPKK PO3HNY-
HbIX CeTell CTAHOBATCA CUSIbHBIMU KOHKYpeHTammn 6peH-
Aam npoussogutenen. Tak, B «latepouke» Ha CTM npu-
xoaunocb 21,5 % npogax 8 2023 r., B «MarHute» — 25 %",

Mo paHHbIM aHanuTMyeckol oTtyeTHocTU QlickView
(no 844 ToproBbIM TOYKaM ceTel «ALLaH», «JleHTa», <OKen»,
«Matepoukax, «<MarHuT»), noutn Bce 6peHabl B YpdO, Kpo-
Me «Xo3AwWKmM» 1 «MblWKN», COKpaLlaloT NpeacTaBieH-
HOCTb B TOProBbIX TOUYKaX.

KoppenAumnoHHbIN aHanv3 nokasan OTCYTCTBME 3aBu-
CYMOCTN MeXay obbemamm NPoaax 1 LeHon 3a 1 Kr Map-
rapuHa (koadpduuneHT Koppensuun R = 0,17, 3HaUMMOCTb
0,00).

MaprapuHbl-koHKypeHTbl «Leapoe neto» «Pycarpo»
1 «[MblwKa» «JKo» NpefcTaBneHbl B 182 TOProBbIX TOUKaX
nccnepyemoit Bolbopkn no Yp®O. [ina sbiaBneHus pas-
nNYMA MEXAY LieHaMu Ha maprapuH 6pengos «lllegpoe
neto» u «[blwKa» NpoBeeH aHann3 METOAOM T-Kputepus
CTblofieHTa ANA He3aBUCUMbIX BbIGOPOK C nomolLblo SPSS.
B pesynbrate npoBefeHHOro MCCNefOBaHWA BblAABEHO,
YTO 3HAYMMOCTb F-CTaTUCTUKKN UCCNeayemMoro npusHaka
paBHa 0,000, uto meHblue 0,05, cnegoBatenbHO, rnnoTe-
3a O paBeHCTBe CpPeAHVX B BblbOpKax oTBepraetcs, fe-
NaeTcA BbIBOA O Pa3fiNuMAX B LeHax Ha MaprapuH bpex-
noB «llenpoe neto» u «Mbiwka». CpegHas LeHa bpeHaa
«Mbiwka» coctaBuna B 2023 r. 320,76 p.3a 1 kr, uto Ha 30 %
Bbille UeHbl «lleaporo neta»?. MapKeTWHroBasa akTuB-
HOCTb W peKfMaMHble KamnaHuM MO3BOAAIOT NpofaBaTb
«[bIWKY» JOPOXKE, XOTA MO KavecTBy oba bpeHAa conocTa-
BMMbI, IMEIOT OfJMHAKOBYIO XXUPHOCTb. «Pycarpo» npeano-
ymTaeT CTUMYNMPOBaTb COLIT CBOUX OPEHAOB MaprapuHa,
yCTaHaBNMBaA CKUAKM B MeCTax Npofdaxu, Yto 06bAcHAeT
OTHOCUTENIbHO HM3KYIO LieHY MaprapuHa «Lleapoe neto».

C nomolwbto T-KpUTepus AnsA AaHHbIX BbIOOPOK BbisiB-
NeHO HanMume CTaTUCTUYECKIN 3HAUNMbIX Pa3NnUnii B 06b-
eMax Npojax MmaprapuHa (3HauYMMoCTb F-CTaTUCTUKM UC-
cnegyemoro npusHaka pasHa 0,000, uto meHbue 0,05)
CpaBHMBaeMbIx 6peHaoB. CpefHUin 06beM NpoaaX 3a me-
cay B Yp®O B 2021-2023 rr. maprapuHa «leapoe neto»
B 4,4 pa3a npesbicui 06bem npogax «Mbiwkm»>, AHanu3
KaHanoB Npojax nokasan, 4To, HeCMOTPA Ha NMAepPCTBO,
6peHa «LLleapoe neto» owlyliaeT faBfeHME CO CTOPOHbI
«Mblwkm». Mo ntoram MapKeTUHroBOro WCCNefoBaHUA
BOCMPUATUA OBPEeHA0B MaprapviHa noTpebutenamu no 3a-
Kasy «J¢pKko» B 2023 r.* ycTaHOBNEHO, UTO KaXablii TPETHi
noTpebutenb B Poccun nepBoi MAapKoW CMOHTAHHO Ha-
3blBaeT MaprapuH «[biwkay. Ha BTOpOM mecTe HaxoauTcA

" Ba3a Nielsen, naHenb Ural Urban.

2 laHHble aHanuTuyeckom nnatpopmbl QlickView.

3Tam xe.

4OueHka yTBepxaeHus «Maprapun Mbiwka — N2 1 gns Bbiney-
Kux. https://pyshka-pechet.ru/files/research.pdf.

«Xo3sI0WKa», Ha TpeTbeM mecTe — «YygecHuua», Ha yeT-
BepToM — «CNIMBOUYHIK», «Lllegpoe neto» — Ha NATOM Me-
cTe. 91 % onpoLleHHbIX accounnpytoT «[blWKy» C TOpro-
BOM mapkon N2 1 gna Bbineykn B Poccun.

BpeHp «Lenpoe neto» TakxKe NO3ULMOHNPYETCA KaK
MaprapuH, naeanbHbli 418 CO34aHUA MbILUHON BbINEYKN
I PYMAHOIN KOPOYKM Ha b6ntogax>. Mo utoram KabuHeTHo-
ro UccnefoBaHWA MOXHO 3aKnounTb, uTo «Llleapoe neto»
OTHOCWTCA K pervioHanbHoMy 6peHly ¢ nnaepckumm npo-
paxamn B Yp®dO, HO Tepatowemy cBow fosnto. AHanu3
npofax ABYX KOHKypupyowmx 6penaos «lllegpoe neto»
1 «[bllWKa» NoKasan HeObXOANMOCTb N3yyYeHUA NoTpebu-
Te/IbCKOro MoBefeHMs, nopTpeTa notpeduTens, ¢dakTo-
pOB NoTpebnTeNbCKOro Bolbopa.

PE3YJIbTATbI MONEBOI0 PbIHOYHOIO NCCJIEQOBAHUA
MeTogamn onucaTenbHOW CTAaTUCTMKK Oblfia MpoaHanu-
3MpoBaHa rpynna pecrnoHaeHtoB — 101 uen. Hanbonee
YacTo BCTpevarWwmninca Bo3pact (Moga) cpean pPecroH-
LEeHTOB cocTaBndAeT o1 36 fo 50 net. CambiM MOIOAbIM pe-
cnoHaeHTam oT 18 fo 25 neT, cambiM B3POC/ibiM — 60/1blUe
65. Yalle Bcero B onpoce NpvHMMAany y4yacTue XeHL Hb.
Mpn 3TOM CpepHee 3HaueHUe Mo MapameTpy 3aHATOCTU
HaxoAWTCA Ha YpoBHe 3,584, 3TO cBMAETe/IbCTBYET O TOM,
YTO OCHOBHbLIMU YYaCTHMKaMM OMpPOCa CTanu COTPYLHUKN
KOMMEpPYECKMX 1 OIgXKeTHbIX opraHm3aumi. bonblias
YaCTb PECNOHAEHTOB 3aMy»KeM Nunbo keHaTbl. CpefHee
YKCNO YSIEHOB CEMbM PECMOHAEHTOB (MeAnaHa) paBHAET-
CA 2, 4TO COBMagaeT ¢ Mogon. B cpegHem pecnoHaeHTbl
BbIOOPKM MPUOBPETaloT MaprapuH pexe, Yem pa3 B Me-
cau.

C nomoubto T-Test BbIABNEHO, UTO MOJ U CEMENHOE MOo-
NOXEHME He BNUAIOT Ha TO, ANA KaKuX Lienew nokynaeTca
MaprapuH, 1 Ha Te paKTopbl, OT KOTOPbIX 3aBUCUT MPUHS-
THe peLLeHna O NMOKYMKe.

MeTtop onncaTenbHOM CTaTUCTUKM MCMONb30BaH AnA
BbISIBNEHNA Hanbosee 3HauMMoro ¢aktopa npu Bolibope
MaprapuHa notpebutenamm (1abn. 4).

CornacHo faHHbIM Tabn. 4 Hambonbluee 3HauyeHue
MOJbl 1 CpefiHee 3HauyeHne NPUXoaaTcsa Ha GaKTop LieHbI
(2,973 1 3,020 cooTBETCTBEHHO). Ha BTOPOM MecTe — MHe-
HVe Apy3e 1 3HAKOMbIX, Ha TPETbeM — YMaKOBKa, Ha Mo-
CcnefiHeM — MeCTOMOJIOXKEH e Ha MOJKe.

Ha ocHOBaHMM 4YacTOTHOrO aHanM3a MOoJyYeH Bbl-
BOJ, YTO CaMblii NONYNAPHBbIA BGpeHs MaprapuHa cpeam
pecnoHgeHToB — «llenpoe neto» (ero Hasganu 67 uen.),
YyTO COBMAfaeT C AaHHbIMKA W3 aHanuTUYeckon 6asbl
Nielsen. OCHOBHbIM KOHKYpPEHTOM ABNSAETCA MaprapuH
«Mblwka» (17 peCcnoHAEHTOB).

AHanu3 Tabnmy Conps>keHHOCTV NO3BOJIAET OTBETUTD
Ha BONPOC, €CTb N 3aBUCMMOCTb MeXXay 6peHaoM 1 Le-
Nblo (4NA Yero NCnonb3yeTca MaprapuH).

HyneBad rvnotesa 3By4uMT Tak: eCTb CBA3b MexAy
6peHAOM MaprapuHa 1 Uenblo UCMNofb30BaHMS Maprapu-

5 Leppoe neto. https://www.rusagromaslo.com/sites/Sched-
roeleto/SitePages/margarine.aspx.
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Tabnuya 4 - Haubonee 3HauyuMell hakmop npu 8vibope MapzapuHa
Table 4 — The key factor for consumers in choosing margarine

MNokasatenb YnakoBka Llena MecTonono»eHue Ha noske MHeHne gpysen

O6bem BbIGOPKU 101 101 101 101
MponyLueHHble AaHHble 0 0 0 0
Mopaa 1,084 2,973 1,016 1,160
MegnnaHa 3,000 3,000 1,000 3,000
CpepHee apudpmeTmyeckoe 2,604 3,020 1,941 2,802
CraHpapTHOe OTKNOHEHNEe 1,490 1,503 1,139 1,588
KoaddurumeHT Bapuauunm 0,572 0,498 0,587 0,567
Ouncnepcus 2,222 2,260 1,296 2,520
Pa3zmax 4,000 4,000 4,000 4,000
MwuHUManbHoe 3HaueHne 1,000 1,000 1,000 1,000
MakcmanbHoe 3HaueHne 5,000 5,000 5,000 5,000

lMpumeyaHue: paHHbIe N3 NPOrpPaMmbl Af1 CTaTUCTMYECKOro aHanmsa JASP.

Ha. AHann3 TabnyL CONPAXXeHHOCTI NOKasan, YTo No Tpem AHann3 nokasal, YTo LieHa, MeCcTOMOJIOXKeHNe Ha Non-
13 veTblpex Lenein — ana 6ytepbpopa, ANA BbINEUKY, ANA  Ke U YNaKOBKA He BNIMAIOT Ha BbIOOP KOHKPETHOro bpeHa
nobaBneHnn B rotoBble 6/1t0a — HET 3aBUCMMOCTU C OpeH-  MaprapyviHa, Tak Kak KoadpuumeHT 3Haunmoctu p > 0,05.
[OM, TaK Kak KpuTepuid 3HaunmocT p > 0,05. Yto Kacaet- [ina daktopa «MHeEHUe Apy3eit 1 3Hakombix» p < 0,05, no-
CA Uenu «ana xapkur, To p < 0,05, cnegoBaTtenbHo, Hyfe-  3TOMY HyneBas rMnoTesa OTKNOHAETCA (Tabn. 6).
BafA runoTesa oTk/oHaeTcA (Tabn. 5). [Mpw 3TOM 25 pecnoHAEeHTOB YKasanu, YTO MHeHWe 4py-
na notpebutens BaxkeH OpeHs MaprapriHa, KOTOpbIA  3ei 1 3HAKOMbIX CYLLECTBEHHO BNUAET Ha BblIbop bpeHaa,
OHV MCNONb3YIT ANA Xapku. Mpu HamasbiBaHUM Ha Oy- 32 Yen. OTMETWAN, UTO HE BNUAET.
Tepbpog nonynApHbl 6peHabl «LLegpoe neto», «Cnmeou- Mo nToram onpoca yCcTaHOB/IEHO, YTO OCHOBHbLIMU CY6-
HUK», «[blwKa». InA NPUroTOBNEHNA BbINEUYKM NOTPebW- CTUTYTaMU 1A MaprapuHa sBAATCA cnegyowue npo-
Tenu JobaBnAT MaprapvH Takux 6peHaoB, Kak «Lenpoe  gykTbl:

neto» n «[bllwKa», Ans rotoBbix 6nioa — «Llleapoe neton. « Ans 6yTepbpopa: CMBOYHOE MACIIO;
CnepoBatenbHo, 6peH «llegpoe neto» cuntaetcs yHu- « [1NA BbINEUKN: CIMBOYHOE MACHIO;
BepcanbHbIM MaprapvHoM cpeau noTpebutenei, ero « ona pobasneHWAa B roToBble 6Mi0Aa: CNMBOYHOE
MOHO MCMOJb30BaTb A4 NII06bIX Liene. Macno;

Ha cnepytowwem 31ane 66110 onpefeneHo, 4To Boaei- * [INA XaPKW: NOACONTHEYHOE MaCSo.
CTBYET Ha Bblbop O6peHaa. Hynesas runoTesa: Takme ¢ak- JlaHHbI/ aHaNM3 NoKasasn, YTo CIMBOYHOE MACSo — OC-

TOPbI, KaK yMaKkoBKa, LieHa, MECTOMONOXKEHNE Ha MONKe, HOBHON NPOAYKT MEPEKIIIOUYEHUA C KaTeropuv mMaprapu-
MHeHVe ApYy3ei 1 3HAKOMBbIX, He BJIMAIOT Ha BbIOOP TOrO  HOB CPeau PecrnoHAEHTOB.
W MHOro 6peHaa MaprapuHa.

Tabnuya 5 - 3agucumocms mex0y 6peHOOM U UesTbio «O71s XApKU»
Table 5 - Relationship between the brand and the intended use ‘for frying’

TaGﬂl/ILIbI COMpPAXXeHHOCTN

[AnA xapkn Rl Bcezo
Lleppoe neto | YypecHnua | Map-neuka Xo3sAwLwkKa CNnnBOYHUK Mbiwka He nomHI0
0 53 0 3 3 2 16 3 80
1 14 1 0 3 2 1 0 21
Bcezo 67 1 3 6 4 17 3 101

Kputepuii xu-ksapgpar

Value df p
X 12,860 6 0,045
N 101

lMpumeyaHue: paHHble N3 NPOrpaMmbl ANIA CTaTUCTNYECKoro aHanmsa JASP.
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Tabnuya 6 - 3asucumocms Mex0y 6peHOOM U hakmopom «MHeHue Opy3el U 3HAKOMbIX»
Table 6 - Relationship between the brand and the ‘friends’ impression’ factor

Tabnuubl conps)KeHHOCTN
MHeHue Apy3en 1 3HaKOMbIX, KONnM4YecTso 6annos*
BpeHp
1 2 3 4 5 Bcezo
1. Wenpoe neto 23 8 12 6 18 67
2. YypecHunua 0 1 0 0 0
3. XKap-neuka 0 0 0 2 1
4. Xo3AatowkKa 0 2 1 1 2
5. CNnMBOYHMK 0 1 0 2 1
6. [MbiwKa 8 5 3 0 1 17
7. He nomHio 1 0 0 2 3
Bcezo 32 17 16 11 25 101
Kputepun xu-kBagpat
Value df p
X 38,714 24 0,029
N 101

lpumeyaHue: gaHHble U3 NPOrpPamMbl ANA CTAaTUCTUYECKOro aHanm3a JASP. *1 6ann — akTop He BnuseT, 5 6annos — dakTop BauseT

CUNbHO.

Ana npoeepku rmnotes o Tex dakTopax, KoTopble
MOBSIMANIM HAa CHWXeHWe MoTpebneHna MaprapuHoB
(nonynsapHocTb rotoBow efbl, TpeHa Ha 302K, nepepac-
npeneneHne TpaT), UCMONb30BaHbl METOAbl OMnMcaTenb-
HbIX CTaTUCTUK (Tabn. 7).

M3 Ttabn. 7 BMOHO, YTO MaKCMMaNbHOe 3HaueHue
no Kaxxgomy 13 $GakTopoB PaBHO 5, MYHUManbHoe — 1.
Mpu 3TOM cpefHee 3HauYeHVe No GaKTOPY «POCT Nonynap-
HOCTW roTOBOW efjbl» HAXOAWTCA Ha yposHe 2,119, no dak-
TOpy «nepepacnpegeneHve Tpam — 2,139, uto meHbLue 2,5.
CnepoBatenbHo, faHHble GaKToOpbl HE NOBAUANU HA CHYU-
KeHMe 4acToTbl NOTPeONeHns MaprapuvHoB noTpebuTte-
namun. Ecnn npoaHanu3upoBaTb GpakTop «TpeHg Ha 30XK»,

TO cpefHee paBHAeTcA 2,703, U3 yero MOXHo cfienaTb Bbl-
BOJ, UTO CTPemsieHne K 340POBOMY MUTaHWIO 1 0bpasy
MM3HU NOBAWANO HA CHUXEHVe NOKYMNOK MaprapvHOBOM
npoayKuun.

Mo wutoram pacyeta NPS (net promoter score) pons
KpuTtnkoB bpeHaa «Legpoe neto» coctaBuna 17 %, nons
HenTpanos - 45 %, npomoyTepos - 38 %. CnepgoBatesb-
Ho, nHaekc NPS HaxoguTtca Ha ypoBHe 21 %, uTo nonagaet
MoJ OLIEHKY «XOPOLLOY.

OueHKa 3HaHMA 6peHAOB MaprapuHa uepes fHaekc
Wordstat npoBeaeHa 3a neprog 01.02.2024 - 01.03.2024.
B 1abn. 8 oTpaxeHa CTaTUCTMKa MO MOWCKOBbLIM 3amnpo-
cam.

Tabnuya 7 - [lposepka 2unomes 0 CHUXeHUU Yacmomel nompebsieHuUs MapaapuHos
Table 7 - Testing hypotheses about a decrease in the frequency of margarine consumption

[Noka3aTtenb loToBas ena 3n0poBbIii 06pa3s XK1U3HN lNepepacnpepenenne Tpat

0O6bem BbIOOPKU 101 101 101
MNponyLieHHble faHHble 0 0 0
Moga 1,053 1,285 1,070
MeganaHa 1,000 2,000 1,000
CpepnHee apudpmeTrnyeckoe 2,119 2,703 2,139
CraHJapTHOE OTK/IOHEHMe 1,512 1,527 1,449
KoadodurumeHT Bapraummn 0,714 0,565 0,678
Hncnepcusa 2,286 2,331 2,101
Pasmax 4,000 4,000 4,000
MwuHnmanbHoe 3HayeHne 1,000 1,000 1,000
MakcumanbHoe 3HaueHne 5,000 5,000 5,000

lMpumeyaHue: faHHble U3 MPOrpamMbl AfiA CTaTUCTUYeCcKoro aHanmsa JASP.
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Tabnuya 8 - Cmamucmuka 3HaHuA 6peHO08 Map2apuHo8
8 Yp®O

Table 8 - Margarine brand awareness statistics

in the Ural Federal District

el R T KonnuectBo nokasos
B MecsAL,

MaprapuvH 15374
«Weppoe neto» 230
«MblwKa» 94
«Xo3AtoLlKa» 77
«HypnecHuua» 20
«[106aBKNH» 10
«CNUBOYHMK» 9
«CapaToBCKUI» 8
«fAHTa» 6
«Map-neuka» 2
«[106pbili NeKapb» 2

458 3anpocoB NPUXOAQUTCA Ha MOWCK C YTOYHEHUem
6peHaa. MaprapuH «lllegpoe neto» xapaktepusyetcs
Hanbonbluen YactoTon, Ko3GOGULMEHT 3HAHKA MO MOWUC-
KOBbIM 3anpocam coctasnaeT 0,5. Bropoe mecto 3aHu-
maeT 6peHp «[bllwKay, TpeTbe — «Xo3AWwKar. JaHHble
Alnpekc Wordstat nofTBepKaatoT BbIABNEHHYIO paHee
Ha OCHOBe CTaTUCTUKWM MPOAAXK B PO3HUYHOW TOProsne
Hanbonbuwyto nonynapHoctb B Yp®O Tpex yKasaHHbIX
6peH10B MaprapuHa.

OBbCYXXOEHWUE PE3YJIbTATOB

B 6a3se PUHLl oueHb Mano mccnenoBaHW NMOCBALLEHO
PbIHKY MaprapvHOBOM NpoayKumnn. Bmecte ¢ Tem n3 orpa-
HWYEHHOro Yncna NybarKauuii MOXHO BbIABUTb Criefyto-
LWKe TpeHabl Ha pbiHKe MaprapuHa. C.M. PbixkoBa, X.H. la-
caHoBa 1 B.M. KpyunHunHa [2016] nprBOAAT fiaHHble O He-
paBHOMEPHOWN AMHAMMKe BbllyCKa MaprapvHOBOW Mpo-
aykummn B Poccum, nepuopbl nafeHnsa CMeHANNCb POCTOM:
B 1990 r. npoussogmnocb 0,8 MAH T, B 19991 - 0,2 MIH T,
B 2015 . - 1,3 mnH T maprapuHa. PO 3aHnmaeT BTOpOe
MecTo B mmpe nocne MaknctaHa no Npou3BOACTBY Map-
rapuHoBon npopgykumun [YepHosa, 2015, c. 279]. BaxHo
OTMETUTb, YTO CTAaTUCTMKA MpUBEAEHA CyMMapHO Anf
NoTPebUTENBCKOTO 1 NPOMBILSIEHHOFO  MaprapuHoB
Ha pbiHKax B2C v B2B. B gaHHoIn cTaTbe aHanu3upyetca
OVHaMMKa MpofaX MaprapvHOB B PO3HWYHOMN CETU KO-
HeuyHbIM NoTpebuTenam. Tem He MeHee BbIBOAbI UCCNEO-
BaHMIN BO MHOTOM CXOXW.

M.A. Hukonaesa n O.A. PasaHoBa [2018, c. 77] KOH-
cTatupytoT, yto 3a 2010-2016 rr. obbem npon3BoA-
CTBa MOTPebMTENbCKOrO MaprapriHa COKPaTMIICA MOYTU
B [IBa pa3a, YTo rOBOPUT O AOATOCPOYHON TEHAEHLMUU
nageHus crnpoca notpebuTteneinn Ha maprapuH B Poccun
1 NOATBEPXJAET aKTyaNbHOCTb NPOBEAEHHOrO HaMu UC-
cnepoBaHuA. MNpy 3Tom aBTopbl 0O6BACHAIOT NafeHKe nNpo-
M3BOACTBAa MaprapuHa nepeopueHTaUuen notpebutenen
Ha MasbmoBOe Macno. Bropoli npuunHoin 0603HaueHo

pacnpoctpaHeHne B CMW 60nblworo Konuyectsa CTa-
Te 0 Bpeae TPaHCOKMPOB, COepPXKaLumMXca B MaprapuHe.
NmeHHO cTpemneHne nokynatenen Kk 30K m 340poBo-
My MUTAHWIO BKJIOYEHO HaMK B MepeyeHb BaKHEWLINX
baKTOpOB NOTPEOUTENIbCKOrO BbiGOpa Npu NPoBEAEHUN
onpoca.

Onpoc pecnoHaeHTOB NOATBEPAMIT 3HAUMMOCTb NPU-
YMHbI CHUXKEHMA MOKYMOK MaprapvHa Kak npofyKTa, co-
[epallero BpefHble TPaHCKNPbI ANA CepaeUYHO-COCyaun-
CTOM cnucTembl Yenoseka. [Mpu 3Tom 13 188 pecnoHgeHToB
Tonbko 101 nokynatoT maprapuH, unu 53 % BblGopKy,
UTO CBMAETENbCTBYET 00 OTKase 3HAUNTENIbHOW YacTu Mno-
KynaTteneli ot notpebneHua maprapuHa. CtaTucTuka v nc-
CnefioBaHUA APYrnx yYeHbIX MoKasanu, Yto NPonCxoauT
nepeopueHTaumsa Cnpoca Ha CIMBOYHOE U ONUBKOBOE
Macno.

CnepyeT otmeTuTb, uto € 2018 1. B Poccuu gencreyet
TexHuyeckni pernameHT Ha Mac/OXUPOBYID MPOAYK-
LM, KOTOPbIA OFPaHMYMBAET COfepPXKaHne TPAHCKMPOB
10 2 % oT 0bLero cogepxaHua xupa B NpoayKTe co-
rMacHO pekoMeHAdaunam BcemmnpHon opraHmsaumm 3gpa-
BooxpaHeHusa'. Te mpousBoanTeny, Kotopble cobnioga-
I0T 3aKOH, YLIAW OT TEXHONOMUW rMAPOreHn3aumny macna
1 B HacTosALlee BpeMA NpPOV3BOAAT MaprapuiH, He Bbi3bl-
BalOWNIA CcepaeyHo-cocyamctble 3aboneBaHua. OgHako
B MO3MLUMOHNPOBaHNM OpPeHOoB MaprapyuHOB [aHHbIN
baKT He monyymn AOMKHOro oTpaxeHua. bonblnHCTBO
nokynaTenen He WHPOPMMPOBAHbI O TOM, UTO Mapra-
PUH NPOWN3BOAMWTCA MO HOBbIM TEXHOJIOTUAM U COAEPXKUT
MeHblUe TPaHCKMPOB, YeM CAMBOYHOE Macsio. bpeHa-
MeHeKepbl KOMMAHUA-NPON3BOAUTENEN HE TPaHCIWU-
pYIOT faHHYo UHGOPMALIMIO HY Ha YNaKOBKE MaprapuHa,
HU Ha CBOeM ouLMaNbHOM caiiTe.

NcknioueHnem MOXHO Ha3BaTb KOMMaHWIO «3HKO»,
KoTopas yaenset 60Mbluoe BHUMaHe 6peHAnHrY, co3fa-
HMIO HOBbIX MPOAYKTOB M3 pacTUTeNbHbIX Macen. Komna-
HMA NOAYEPKUBAET, UTO KaxJoe BTOPOe NaKOMCTBO MpPo-
M3BOAWTCA C MCMONb30BAHMEM MULLEBbIX UHIPEAMNEHTOB
«3dKo»2. Mpun 3ToM «IPKO» NPOBOAUT CEMUHAPBI C KOH-
autepaMu 1 xnebonekamu, peknaMHble KamnaHuu, OT-
nnyaeTca 3GPeKTUBHBIM MO3ULMOHMPOBaHNEM bGpeHaa
«lMblwKay» Kak «maprapvHa N2 1 gna sbineyku». bpeHgmHr
pe3ynbTaTvBeH B TOM Cflyyae, eciv 6peHAoBbIN NPOoayKT
NpoJaeTca C HaLeHKOM 3a Npu3HaHWe U y3HaBaeMoCTb
TOProBoW Mapku notpebutenamu. B stom nnaHe 6peHa
«lLlenpoe neto» npourpbiBaeT KOHKYPEHLMIO U TepaeT
LOMNI0 B PO3HWYHBIX NPOJAXKaX, OPUEHTUPYACH Npenmy-
LLIeCTBEHHO Ha LIeHOBbIE CKUAKWU B TOProBbIX TOUKaX. Pbl-
HoYHas gonA maprapuHa «Weppoe neto» B Yp®O B 2023 T
cocTaBumna 56 %, 4to Ha 5 % HWXKe, yem B NPOLLSIOM roay.

' DKkcnepT passeAn AypHylo cnasy MaprapuHa. Npenmyulectsa,
KOTOPbIe HY>KHO 3HaTb. HEKOTOPbIX BPeAHbIX BELLECTB B HEM MEHb-
e, Yem B CIMBOYHOM Macse. 16.03.2023 // PBK. https://www.rbc.
ru/life/news/6412b7279a794760ec3ec2f6.

2 BpeHpoBbin GusHec // OdrumanbHbIn cant «Ipko». https://
www.efko.ru/business/#brands.
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Hanbornee yacto ncnonb3lyetca ynakoska maccon 500 r,
YTO CTaNO OQHON M3 NPUYNH CHUXKEHWA NPOLAXKHOM LIEHDI
3a 1 Kr OTHOCUTENIBHO KOHKYPEHTOB. KomnaHua cTpemunT-
CA YMEHbLUUTb Pa3pbiB B LieHe C KOHKYypeHTamu MyTem
BbIMyCKa MaprapuHa B ynakoske rno 200 r, NOCKOJSIbKY
[aHHbIA dopmaT npeobnagaet y 6onblNHCTBA 6peHAoB
MaprapuvHa.

WcknioueHnem B HUCXOAAWEM TpeHpe cCrpoca
Ha maprapuH ctan 2014r., Korga BbiNyCK MaprapviHa Bblpoc
Ha 13 % B CBA3U C BBefileHNEM NPOAOBOSIbCTBEHHOIO 3M-
6apro Ha UMNOPT MONOYHO NpoayKumn [YepHosa, 2015].
Poct cnpoca Ha maprapvH npowusolen BcneacTsue Co-
KpalleHnsa peanbHbIX JOXOAOB HaceneHud v No npuym-
He YBEeNUYEeHUA LieH Ha NOACONHeYHoe Macsio [YepHoBa,
2015, c. 279]. CnepoBaTenbHO, YPOBEHb [JOXOA0B MOXET
OKa3blBaTb CYLIECTBEHHOE BNMAHME Ha 00bem npoaax
NoTpebUTENbCKOTO MaprapriHa, Yto TpebyeT NpoBepKM
B HaWMWX AanbHeNWnX NCCnefoBaHnAaX. Takxke B paMKax
npefcTaBNeHHOro aHanmM3a pblHKA He M3y4yanocb BAUA-
HVe LieH TOBapOB-CYyO6CTUTYTOB Ha NPOAAXM MaprapuHa
B PO3HMYHbIX CETAX.

B HayuyHOW nuTepaType BbIABMEH TPEHA Ha KOHCONW-
Jaumio pbiHKa: 70 % npou3sBoacTBa MaprapmHoOBOW Npo-
aykumm B 2022 1. npuxogmnocb Ha MNATb KPYMHEeWLWwmx
KomnaHwuii: «Pycarpo», HKMK, «3dko», «fAHTan, «DcceH»
[Oonrosa, bopopa, 2023, c. 219]. OTo 03Ha4aeT, YTo Npu
06beVHEHNN KOMMAHUI pafd 6peHAoB NepecTaloT KOH-
KypupoBaTb M nonagalT B obwuin noptdenb OGpeHs-
MeHemXepa.

B n3BecTHOW Ham HayyHOW nuTepatype runotesa
0 B/IMAHMW LieHbl Ha BbI6op 6peHaa MapraprHa 1 o6bem
npogax He nposepAnacb. B gaHHOM uccnefoBaHun no-
NyyYeH MPOTUBOPEYUMBLIN pe3ynbraT. KoppenAunoHHbIn
aHanu3 no 182 TOpProsbiM TOYKAM MOKasas OTCYyTCTBME
BIMAHNA YPOBHA LieHbl Ha obbembl Npopax GpeHpos
MaprapuHa, OfHaKoO PecnoHAeHTbl mocTaBunn ¢akTop
LeHbl Ha NepBoe MeCTO MO 3HAYMMOCTW MPU MOKYMNKe
MaprapuHa. MoXHo NpeAnoNoXnTb, YTo NOTPEOUTENAMM
MaprapuHa ABAAIOTCA MPeUMyLLecTBEHHO Manoobecne-
UEHHbIE CNIOV HaceneHys, B STOM Cllyyae MaprapuH Bblou-
paeTca Kak 3ameHuUTeNb 6oniee JOPOrvX XMPOB, a Mexay
6peHAaMmn pasHuLa B LieHax He CToNb 3Hayuma. B map-
KETMHIOBOM McCCiefoBaHMn 6peHaoB maprapuHa OO0
«Mpodu WccnepoBaHua» 33 % pecnoHAEeHTOB YKasa-
N cpeaHemecauHbin goxod ot 30001 4o 50000 p.'Y 22 %
ornpoLleHHbIx goxon coctasnset ot 20 001 go 30 000 p.
MOHO 3aKJiloUnTb, YTo Boslee NONOBUHBI NOTpebuTenen
MaprapriHa OTHOCATCA K KaTeropuu flofen C nnaTexecno-
COBHOCTbIO Ha YPOBHE WJIN HIXKeE CPefHero.

MapKeTuHroBble MccnefoBaHMA NOKasanu, YTo A4po
LeneBow ayauTopun MNOKynatenen OGpeHOOB Maprapu-
Ha COCTaBJIAIOT 3aMyXHWe XeHLMHbl B Bo3pacTe 36-65
net. [pu 3TOM 04YEBUIHO, YTO LieneBas ayaMTopus B3poc-
neeT, CpeAHMIA BO3pacT MOKynaTens MaprapvHa MnoBbl-

' OueHka yTBepxaeHus «MaprapuH lMbiwka — Ne 1 gns Bbiney-
Kux. https://pyshka-pechet.ru/files/research.pdf.

waeTtcA. B 3Tx ycnosmax HygaeTca B AONOSHUTENbHON
NpOBepKe rnnoTesa O BAMAHUM POCTa NPOAaX roToBoOw
efbl, a TaKXe MOCELEHNN MpeanpuATniA obLeCcTBeH-
HOro MWTaHUA Ha COKpalleHWe Cnpoca Ha MaprapuH.
Mo pe3ynbtaTaM onpoca POCT MOKYMOK roToBbIX 6niof
B PO3HWYHOW TOProBJie He MOBMIMAN Ha NOTPebuTeNbCKoe
noBefieHMe NOKynaTenen maprapviHa, Ho, ecsin npeano-
NOXWTb, YTO MepeopueHTaLMA Ha FOTOBYIO efly NPOn30-
WA B CErMeHTe MOJIOAbIX NOTpebuTenel, To BbIBOS MO-
XeT OKaszaTbca Apyrum. B nutepatype paHHbIn dakTop
Ha pbIHKE MaprapuHa He U3yuyeH.

MogBoaa utor ANCKYccMmM Mo pesynbrataM WUCCNeao-
BaHWA, OTMETMM, YTO NPY NO3MLMOHNPOBAHUN BGpeHaoB
MaprapvHa TpyQHO HalTU YHMKambHbIe XapaKTePUCTUKN,
OoT/IMyamLme X OT KOHKYPEHTOB. TexHONnorusa npoms-
BOACTBA pernameHTNpOBaHa, onpegenaowm Gaktopom
NP YCTaHOBNEHUN LieHbI ABNAETCA XNPHOCTb MaprapyrHa.
MosTomy B 6peHA-MeHedKMEHTE Ha MepPBbIi NaH BbIXO-
OAT YNaKoBKa 1 KOMMYHUKaLMW C NOTPebUTenamMM, a Tak-
e VMHHOBAaLMKN B TEXHONOrMAX, NO3BONAKLME CAenaTh
npofyKT 60/ee NonesHbIM ANs 300POBbA.

3AKNIOYEHUE

MOXHO 3aKnoumnTb, YTO yrpaBieHne 6pPeHAoM — 3TO He-
NpepbIBHbINA NpoLecc pa3suTua atprubyToB 6peHaa B OT-
BET Ha POCT BM3HecCa N N3MEHEHWA PbIHKa, pPerynsapHoe
OTCNeXMBaHWe B3aUMOZENCTBUA MOKynatenen ¢ 6GpeH-
[IOM, KOPPEKTNPOBKA NO3MLNOHNPOBAHNA OTHOCUTENBHO
KOHKYPEHTOB, 13MepeHue nokasatenein bpeHpa. Mapke-
TVHIOBblE UCCIefOBaHWA NOTPEBUTENBCKOrO NOBeAeHUA
UrpaloT KKYEBY POJib AN1IA MAC/IOKMPOBOW OTpaciy,
B OCOOEHHOCTM ANsA pblHKa MaprapvHOBOW NPOAYKLUW,
KOTOpPbIN XapaKTepun3yeTca oTpuLaTeNibHON AMHAMUKOW.

Mo pesynbTaTtam mccnefoBaHWA B CTPYKTYype nNpo-
OaX TBepAblX »KWPOB CWIbHEE BCEro COKpaLLaloT-
CA MOKYNKW CNpefoB, MaprapviHa, TOMMEHbIX CMecen.
[MonoxutenbHOM AUHAMMKOW XapakTepusylTcAa npopa-
XM CNIMBOYHOrO Macna. YCTaHOBNEHO, YTO CNPOC Ha Map-
rapvH COKpaTuNICA BCIEACTBME CTPEMIIEHMA NOKYNaTenei
K 300pOoBOMY 06pasy *M3HWM W OTKas3a OT notpebneHus
TPAHCOKUPOB C YYETOM PEKOMEHZALUA HYTPULIMONIOroB.
B cBA3M € 3TM B GpeHA-MeHe>KMEHTE Ha NepBbIi MiaH
BbIXOAMT UHOOPMMPOBaHME MOKyMNaTene 0 BHeAPEeHNN
TEXHOJIOTUI, CHUXAIOLUX KOJIMYECTBO BPELHbIX XKMPOB
B MaprapuviHe, jo6aBfeHU BUTaMUHOB U MUHEPASIOB, NO-
BbILLAIOLLUX NOME3HOCTb MPOAYKTa M YNyULIAIOLWUX BKYC.
BaxHo 0Tpa3nTb Ha ynakoBKke 6e3BpefHOCTb MaprapuHa,
B YaCTHOCTH, YKa3biBas «MOXHO B MOCT», <HE COAEPXUT
TPAHCKUPDbI» N T. M.

Mo wmToram KabuHEeTHOro WUCCNeAOBaHUA MUHUMAP-
KeTbl U CynepMapKeTbl ABAAIOTCA KIOUYEBbIMU KaHanamm
npoJa)x MaprapuHoB, Ha KOTOpble crieflyeT HanpaBuTb
OCHOBHble ycunua 6peHa-meHemkepam. Mpu 3Tom cob-
CTBEHHbIE TOProBble MapKu PO3HWUYHbIX CETel CTaHOBAT-
CA CUBbHBIMK KOHKYpEeHTaMmn 6peHfioB NpousBoguTenen.
Pe3ynbTaTbl onpoca nokasanu, Yto valle Bcero notpebm-
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TENN UCMONb3YIOT MaprapuH Ans Bbineyku. MNokynatenu
MaprapuHa 4yBCTBUTENbHbI K LIEHE W pacCcMaTpuBaloT
YPOBEHb LieHbl Kak KJitoueBoli pakTop NoTpebutenibCckoro
BblbOpa.

B KauectBe oOrpaHunuyeHuWn uncCcnegoBaHuWA  OTMe-
M cnepytoulee. PaccMOTpeH PbIHOK PO3HUYHBIX MPO-
[aX MaprapviHa KOHeYHbIM NoTpebuTenam Ha pbiHke B2C.
M3 aHanu3a ncknoyeHbl ONTOBble MPOJAXM MaprapuHa

Ha pblHKe B2B. lMosTomy BnuAHWe ¢akTopa pocta npo-
L@ roToBOW efibl Ha PbIHOK MaprapuHa Tpebyet gonosn-
HUTESBbHBIX NCCNefoBaHMUN, LienecoobpasHo OLEHUTb ero
BO3ENCTBME Ha NPOAAXKN MaprapuHa B LieJIoM No oTpac-
NN, He TONbKO Ha PO3HMYHOM pbiHKe. lNpencTtaBnaeTca
BaXXHbIM B AaNibHeNLeM OLEHNUTb BIMAHUE [JOXOAOB MO-
TpebuTenen Ha NpoaaXun 6peHAoB MaprapriHa. |

MpunoxeHue — Koduposka omeemos 015 popMupo8aHus 6a3ul 0aHHbIX

Appendix - Response encoding to form a database

Bonpoc Koanpoeka
1.18-25
2.26-35
1. YKaxnTe, noxanyncra, BaLl BO3pacT 3.36-50
4.51-65
5. Crapuwe 65
1. Pa3 B Hegento
2.Pa3z B 2 Hepgenn
3. Pa3 B mecay
2. Kak 4acTo Bbl MOKynaeTe MaprapuH?
4. Pexe, yem pa3 B mecAL,
5.lMNepepn npasgHrKkamun
6. Pa3 B nonroga
3. Mepen BaMU CNMCOK BO3MOXHbIX Liefielt (MpurotosneHne 6yTepbpoaa; Bbineukuy;
nobaBneHve B roToBble 6510fa; A/1A XKaPKK) MCNONb30BaHMA MaprapuHa. MpocTaBbTe, 1. Ucnonb3yto gna sTon uenu
noxanymncra, 3HauyeHna 0 n 1, rge 0 — «He MCNOMb3YI0 MaprapviH Ana 3Tonm uenu», 1 - 2. He ucnonb3yto gna stou uenm
«NCMONb3Yy0 MaprapuH AndA 3Ton uenny»
4. Kakue dakTopbl (ynakoBKa, LieHa, MECTOMONOXKEHME Ha MOJIKe, MHEHWE POAHbBIX 1
3HaKOMbIX) BAMAIOT Ha Balle pelleHune o NOKYyMKe MaprapuHa? PacctaBbTe, NoXanymncTa, -
6annbl 0T 1 o 5, rae 1 — «dpakTop He BANAET», 5 — «paKTOp BAUSAET CUSIbHO»
1. «Wenpoe neto»
2. «MypecHnua»
3. «Kap-neuka»
5. MaprapviH Kakoro 6peHaa Bbl MOKynaeTe valle Bcero? 4. «Xo3At0WKa»
5. «CnMBOYHUK»
6. «[blwKa»
7. He nomHio
6. Bbipa3suTe cBoM ypoBeHb cornacma/Hecornacmna co cnegyowmnumm yTeepxaeHmamm
0 MaprapuHe 6annamu ot 1 o 5, rae 1 — «abCoNMOTHO He CornaceH», -
5 - «abconioTHO cornaceH»
1. MaprapuH
7. Kakoli MacnoXxmpoBow MPOoAYyKT Bbl Yalle BCEro UCMOob3yeTe A/1A BbiNeykun? 2. CnnBoYHOE mMacno
3. TonneHasa cmecb
1. MaprapuH
2. CnMBOYHOE Maco
8. Kakoin MacnoXxmpoBor NPOAYKT Bbl Yallie BCEr0O NCMOoNb3yeTe AN XKapKu? 3. TonneHaa cmecb
4. NopconHeyHoe macno
5. OnmBKOBOE Macno
. . 1. MaprapuH
9. Kakoln MacnoknpoBomn NpoayKT Bbl Yallie BCEro UCnosnb3yeTe AfA NpUrotToBieHna
6yTepbpona? 2. CnmBOYHOE Macso
3.Cnpeg
1. MaprapuH
10. Kakoit MacnoXKnupoBoi NpogyKT Bbl Yalle BCEro Ucnosnb3yete Anda fobaBneHus B 2. CnimBOYHOE Macso
rotosble 6ntoga (Hanpumep, B Kaptodenb, Kawwm)? 3. MNoaconHeuyHoe macno
4. OnnBKOBOE Macno
11. YKaxuTe Baw nosn 1. My)KCKOKI
2. KeHcKkun
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OKOHYaHUe NpuIoXeHuUs
A (concluded)

Bonpoc KoaunpoBka

1. Camo3aHsATbIN, prnaHcep

2. COTPYAHMNK KOMMEPUYECKOI OpraHn3aumm
3. PaboTHWK GlopxeTHOW chepbl

12. KakoB pof BalmMx 3aHATUI, ec/iv paboTaeTe B pasHbIX MECTax — TO MO OCHOBHOMY 4. ToCcyfapCTBEHHbIN CRy»KaLyunin

MecTy paboTbi? 5. Pabouun

6. Yuawmica, CTyaeHT

7.TeHcnoHep

8. lomoxo3sanka

1. XeHart (3amy»xkem)
2. He 3apernctpmpoBaHbl, HO X1UBEM BMecTe
3. XonocT (He 3amyxem),

HUKorga He 6b11(a) B 6pake

13. KakoBo Balle ceMelnHOe NosioXKeHne?

14. CKONbKO YesioBeK MPOXMBaeT B BalleM ome/ KBapTupe. BniwuTe, noxanyncra,
YKCNO B OKHO
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AHHoTauus. MpobnemaTnka «3eNeHOro» MapKETUHIa U €ro BIUAHKA Ha NOTPEOUTENbCKOE NOBELEHME, @ TaKKe BOMPOChI 3BOJIO-
LMK CO6CTBEHHbIX TOProBbiX MapoK (CTM) PO3HUYHbIX CETEN AOCTAaTOUHO XOPOLLO OCBELLEHbI, HO JO CMX MOP HET KOMMEKCHbIX
MCCNeAoBaHIA, NOCBALLEHHbIX B3aUMOCBA3MN 3TUX TPeX acneKToB. CTaTbsA HanpaBfieHa Ha n3yuyeHune GaKTopoB, BIUAIOLLMX Ha pe-
weHve notpebuTtenein o nprobpeTeHnn «3eneHblix» CTM, 1 onpefeneHne XxapakTeprUCcTVK TOBapOB, KOTOPbIe POCCUNCKME NOTpe-
61Teny BOCNPUHUMAIOT KaK «3efleHbley, TO eCTb 6e30nacHble A CaMoro NoTPebuTensa 1 OKpyaloLen cpefibl Ha BCEX CTaANAX
MPOU3BOACTBEHHOTO, Peann3aLMoHHOro 1 YTUAN3aLMOHHOTO LMKoB. MeTofonornsa paboTbl OnNMpaeTca Ha TeOpUM MapKeTuHra
OTHOLUEHWIA, NOTPebuTEeNbCKOro Bbibopa, BOCNPMATUA LIeHHOCTM (value perception theory) n KoHLENLMIO YCTONUYNBOTO Pa3BUTHA.
VMHdopmaumoHHo 6a3oit Ana SMANPUYECKOro NCCNeA0BaHNA NOCAYXUIN FYOUHHbIE SKCMEPTHbIE MHTEPBbIO C NPeACTaBUTeNA-
MV PO3HUYHBIX CETEN U pe3ynbTaTbl aHKETUPOBaHWA 373 pecnoHAeHTOB. [onyyeHHble faHHble 06paboTaHbl C MOMOLLBIO METOAOB
KOPPENALMOHHOIO N PerpeccMoHHOro aHanusa, KOHTeHT-aHanm3a. PesynbTaThl UccneaoBaHNa nokasanu, uto ueHa CTM He aB-
NAETCA eANHCTBEHHBIM GAKTOPOM MOTPEOUTENBCKOrO BbibOpa: Ha HEro BAMAIOT Kak couuanbHO-AeMorpaduryeckue xapakrepu-
CTUKW PECMOHAEHTOB, TaK W pa3nnyHble AononHuTeNbHble cBoicTBa CTM, B uncie KOTOpbIX — HABOP «3eNieHbIX» XapaKTePUCTUK,
MHGOPMATUBHOCTb YNaKOBKW, colnanbHas opreHTaumsa CTM v ap. lMonyyeHHble BbIBOABI MOTYT ObITb BOCTPe6OBaHbI B MaHMPO-
BaHWU MAPKETUHIOBbIX KaMMaHMI Mo NPOABUXEHNIO COOCTBEHHBIX TOPTOBbIX MapOK CETEN.

KnioueBble cnoBa: «3eneHbin» MapKeTUHTr; CcobCTBEHHbIE TOprosble MapKW; PO3HUYHbIE CETK; ﬂOTpe6I/ITEJ'IbCKI/IIZ Bbl60p; TOBapbl
noBCeAHEBHOro Cnpoca.

Nudopmauymsa o cratbe: noctynuna 1 pespans 2024 r,; gopabotaHa 19 mapTta 2024 r.; ogobpeHa 2 anpens 2024 r.

Ccbinka gna yutnposaHua: AnekcaHosa C.C,, Lepewesa M.IO., Bannutosa J1.A., Anekcarnos K.H., [13H L. (2024). ®akTopbl noTpe-
6UTENbCKOrO Bbibopa COOBCTBEHHbIX TOPrOBbIX MAPOK POCCUMINCKMX PO3HUYHBIX CETEN: POSib «3€/1eHbIX» XapPaKTepuUCTUK // Ynpas-
neneu. T. 15, N2 3. C. 85-98. DOI: 10.29141/2218-5003-2024-15-3-6. EDN: YKIZBQ.
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Abstract. The issues of green marketing, its impact on consumer behaviour, and the evolution of retail chains’ private labels (PLs)
are well-covered in scientific literature. However, there is a lack of comprehensive research addressing the interconnection of
these three aspects. The paper explores the factors affecting consumer decisions to purchase green private labels and identifies
what product attributes Russian consumers associate with being green, i.e., safe for both the consumer and the environment at
all stages of production, sales and disposal. The methodological basis of the study resides in relationship marketing theory, con-
sumer choice theory, value perception theory and the concept of sustainable development. The data for the empirical study were
obtained from in-depth expert interviews with retail chains’ representatives and respondents’ survey. The data were processed
using correlation and regression analysis, as well as content analysis. The research results indicate that the price of private labels is
not the sole factor in consumer choice: it is influenced by both socio-demographic characteristics of respondents and additional
properties of PLs, including a set of green attributes, informative packaging, social orientation of private labels, etc. The findings
of the study are valuable for planning marketing campaigns to promote PLs of retail chains.
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BBEJEHUE

Pa3paboTKa 1 BHepeHne COBCTBEHHbIX TOPrOBbIX MapOK
(private labels, own brands) aBnsatoTcs ana coBpemeHHbIX
PO3HWYHBIX CeTeil OfHUM 13 Hambonee NepPCneKTUBHbIX
HanpaBneHni pas3BuTMA Bu3Heca. MHorve putennepbl,
BKJIIOYAA NMAEPOB PblHKA, CYUMTAlOT pa3BMTUE COOCTBEH-
HbIX ToproBbix Mapok (CTM) npuopuTeTHbiM [Baltas,
Argouslidis, 2007; Gielens et al., 2021].

B HacToAwee Bpema nosbicunca uHtepec kK CTM
N Ha POCCUNCKOM pbiHKe. MHorme akcnepTbl pbiHka FMCG
oTHoCAT pa3sutne CTM K umcniy akTyanbHbIX TPeHOOB
B 1eATeNIbHOCTU PO3HUYHbIX ceTen PO [KypraHoBa, 2020;
YepeHKoB 1 ap., 2021]. Bo MHOroM 3TO CBA3aHO C TEM, UTO
POCCUNCKME PO3HUYHbIE KOMMAHUWM CTONKHYNWUCh C He-
06xoaMmocTblo paboTaTb nop GecnpeuefeHTHbIM YKnC-
NOM CaHKUWIA, a poCCUinckme notpebutenn HabnogatoT
POCT LeH Ha MHOrue ToBapbl MOBCEOHEBHOro Crnpoca.
B 311X ycnosuax cobcTBeHHble TOProBble MapKy Npuoo-
peTaloT JONONHUTENIbHOE KOHKYPEHTHOE NPenMyLLecTBo,
MOCKOJIbKY OHM 0b6ecneuymBatoT Nokynatenen ToBapamu
HaJnexallero KayectBa Mo CrpaBefnBON LeHe 1 npu
3TOM [1aloT OCTaTOUHYIO0 MAaPXKMHANbHOCTb pUTeiepam.

JlononHuTenbHbIM KaTann3aTopoM aKTUBHOCTU POC-
CUNCKNX PO3HMNYHBIX CeTen No 3anycky u passutmio CTM
MOCNYXKWUN YXOL C PblHKA pafa 3apybexxHbix 6peHmos,
MOBREKWN/A MpeKpalleHne MOCTaBOK LeNIoro ChnekTpa
ToBapoB [Panibratov, 2021; beneukun, 2022]. Takum 06-
pa3om, onA KpyrnHenwmx 6peHAoB B CTPYKTYpe Npoaax
FMCG cokpatunacb B Nofb3y COBCTBEHHbIX TOPrOBbIX Ma-
POK 1 HEGONbLLNX UTPOKOB'.

Poccua Bxogut B nepByto JeCATKY CTpaH Mo Temnam
pocta CTM. Jona CTM B CTpyKType AeHEeXHbIX Npogax
FMCG B 2023 r. npogonaet yBennymBaTbCA, TeMmbl Npu-
pocTa cOBCTBEHHBIX TOPrOBbIX MAPOK MOKa3bIBaOT ABY3-
HauHble uncna’. OgHaKo, HECMOTPSA Ha BbICOKME TEMIbl
pocta n ysennueHue gonn CTM B npogaxax pPO3HWY-
HbIX ceTel, UX noTeHuman B Poccnm packpbiT HE A0 KOH-
ua. Ana cpaBHeHua gona CTM B o6bemax PO3HUYHBIX
npogax B LUsenuapum Ha cerogHa coctasnaeT 52 %, npu
sToM B PO oHa gocTuraet Bcero 5 %?3.

YueHble noaTBepXAAlT TOT ¢aKT, YTO pa3paboTka
n BHegpeHne CTM no3BOAAIOT PO3HUYHbLIM CETAM MOBbI-
CUTb NOSINBbHOCTb KnneHToB [Kumar, Steenkamp, 2012].
OpHako [0 HedaBHEro BPEMEHN OCHOBHOW aKLEHT
B passutum CTM pgenanca Ha nogpep)kke nosepeHuye-
CKOW NOANbHOCTM 3@ CYET CHUKEHUA LieHbl Ha TOBapbl
YOOBIETBOPUTENILHOIO KauecTBa, NpoAaBaemble nog cob-
CTBEHHOW TOProBor Mapkon. B HacTosALwee Bpems, Korga

' Nielsen. Yetbipe TpeHaa FMCG pwuteiina B 2023 r. https:/
nielsenig.com/global/ru/insights/commentary/2023/chetyre-tren-
da-fmcg-riteyla-v-2023.

2Tam xe.

3 Nielsen. Putenn-aygut NIQ B po3HuuHbix ceTsax (ScanTrack)
W B KaHane OHNalH-TOProBNW, OeHeXHoe BblpaxkeHue. (2022);
Nielsen. CTM v pbIHOK, Kak MEHAETCA POJib YaCTHbIX MapokK. https://
nielsenig.com/global/ru/insights/analysis/2022/stm-i-rynok-kak-
menyaetsya-rol-chastnyh-marok, 2022.

pencteyowme FMCG-putennepbl yA3BUMbI ONA KOHKY-
PEHLMI CO CTOPOHbI HOBbIX YYaCTHUKOB pbiHKa [Obeng et
al., 2016], pO3HMYHbBIM CETAM HEOOXOAMMO HAXOAWUTb HO-
Bble HanpasneHua passutua CTM, co3gasaTb gna cBoUx
nokynaTeneil NpeanoXeHne, KOHKYPEHTOCNOCOOHOe He
TONIbKO MO LieHe, HO 1 Mo 0COBObIM XapaKTeprUCTMKam npo-
nyKTa. B cBA3u ¢ 3Tum passutme CTM ctaHoBUTCA BCe 6o-
nee CNOXHbIM MPOLECCOM, TPebyLWM MaKCUMArbHOW
BOBJIEUEHHOCTM MEHEeIKEePOB Ha BCEX YPOBHAX ynpaBsiie-
HUA.

CornacHo pesynstatam o63opa uccneposaHuii [Wu,
Yang, Wu, 2021], ocHOBHasA [onA Hay4HbIX U3bICKaHWI,
noceaweHHbix CTM, npuxogumtca Ha CLUA v Espony, raoe
XMBYT nuwb okono 14 % HaceneHua 3emHoro Lapa.
B poccuinckon HayuyHom nutepaTtype, HECMOTPA Ha pPoCT
B nocsiegHue rogbl uncna nybnukaumm o6 CTM [Crapos,
Kuptokos, 2012; Crapos, 2013; Crapos u gp., 2020; Huko-
naesa, bac, 2021; Yepenkos u gp., 2021; Jlnnatos, 2022;
Crapos, 2022], Bce elle 4yBCTBYeTCA HEXBaTKa MCCNeao-
BaHWI B 3TOM 0611aCTV, B TOM YMCIIE C YUETOM TEKYLLMX 13-
MEHEHWIA B NOBeAeHNM NoTpebuTenen.

WMccnenoBaHua noKasbiBatoT, YTO MHOTME MOKynaTenu
60/blUe He XOTAT NprMobpeTaTh B PO3HMLE MPOCTO TOBAPDI
NPrYEeMNIEMOro KayecTBa Mo AOCTYMHbIM LeHam. OHM xo-
TAT, UTOObI NPOAYKTLI 6bINU OLHOBPEMEHHO JOCTYMHbIMMI
1 NPaKTUYHBIMU; AOCTYMHBLIMU U «yCTONYUBLIMUY; BOCTYN-
HbIMM NO LeHe, NoAAEePXKMNBALUMI 300POBbE MOKYNa-
TenA n B T xe Bpema yaobHbiMu [Amaldoss, Desai, Shin,
2015; Gielens et al., 2021]. B cBaA3m ¢ 3TUM LenecoobpasHo
OTMETUTb OTUET/IMBbIN TPEHA Ha POCT MPOAaX TOBapOB
418 300POBOro 06pasa KU3HU 1 POCT BOCTPeboBaHHOCTY
«3eneHbIX» TOBapOB cpeln POCCUNCKNX NOKynaTenen. J1a
TeHOeHUUA HabupaeT cuy, HeCMOTPA Ha OOLLYI0 CHOX-
HYI0 S3KOHOMUYECKYI0 cCUTyaumio B Poccum, 1 MOXeT ObiTb
OfHUM 13 HanpasneHun passutua CTM B poccninckom
putenne?,

Llenb nccneoBaHua — BbIABUTD, Kakue XxapakTepucTu-
K/ TOBapOB POCCUMINCKME MOTPebnTeNn OTHOCAT K «3ene-
HbIM», OMPEeAennTb PoJib «3€1EHOMO» MAPKETMHIa B NPO-
ABUXEHUN cOBCTBEHHBIX TOPrOBbIX MAapPOK U YCTaHOBUTD,
Kakue GaKTopbl BNMAIOT Ha peLleHre noTpebuTenein npu-
0bpectu «3enenyto» CTM.

[lnsa gocTuKeHuA JaHHOW Lenn 6bian nocTaBseHbl ce-
Aytolme 3afaun:

+ CUCTEMATM3UPOBATb HayuHble MOAXoAbl K onpepe-
NEHMNIO «3eJ/IEHOTO» MAPKETUHIA U MOHUMAHWIO ero posu
B MOBbIWEHNM NOANbHOCTU MOKYyMnaTenen K TOProsow
MapkKe;

* BbIAENUTb OCHOBHbIE XapPaKTEPUCTUKM «3eJIeHbIX»
CTM C TOUKM 3peHNsa POCCUINCKOro NOTpebuTtens;

4 Nielsen. Putenn-ayant NIQ B po3HuUuHbIX ceTsAx (ScanTrack)
N B KaHane OHNalH-TOProBAW, OeHeXHoe BblpaxeHue. (2022);
Nielsen. CTM v pbIHOK, Kak MEHAETCA POJIb YaCTHbIX MapoK. https://
nielsenig.com/global/ru/insights/analysis/2022/stm-i-rynok-kak-
menyaetsya-rol-chastnyh-marok, 2022.
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* onpeaennMTb 0CO6eHHOCTU MOTPEOUTENIbCKOTO Bbl-
6opa «3eneHblx» CTM Ha poccuiickom pbiHke FMCG
1 NepCrekTVBbl «3e/1IeHOr0» MAapPKeTUHra B MOBbILLEHUN
NOANIbHOCTU poCccUiAcKuX notpedutenein K CTM po3Hny-
HbIX CeTel.

TEOPETUYECKUI OB30P

®eHomeH CTM u sTanbl nx passutua. CTM ¢ ocobbimu
XapaKTepucTmkamm

TemaTnKa COGCTBEHHBIX TOPrOBbIX MAPOK PO3HNYHBIX Ce-
Tell HTepecyeT HayyHoe COObLLEeCTBO B TEUEHUE TPEX MOo-
cnepgHux gecatunetuin. OgHOM n3 nepebiX NOMNbITOK OMNK-
catb CTM Kak ¢eHOMEH 1 BblAeNnTb 3Tarbl MX 3BOOLNN
ABnsAeTcA paboTa CKaHOWHABCKUX  MCCnepoBaTernei
[Laaksonen, Reynolds, 1994]. Apkumu nocnegosatensamu
B 3TOM HanpasneHuu ctanu H. Kymap u f.b. CteeHkamn
[Kumar, Steenkamp, 2007], naBwue Haubornee nosHoe
onpepeneHne CTM, go cuMx MoOp 4acTo UCMOsb3lyemoe
B Hay4YHOW nuteparype.

B omivMume OT HaUMOHaNbHbIX OGpPeHJOB PO3HMUY-
Hble ceTV 06bIYHO 6epyT Ha cebs NONHYI0 OTBETCTBEHHOCTb
3a ceom CTM, BKNOYasa ToBap, ero nNo3nLUOHUPOBaHNeE,
OM3aliH  ynakoBKM, MPOW3BOACTBO, LIEHOOOpPa3oBaHMe,
pa3mMelleHne Ha nosikax u npoasmxkeHne [Scott Morton,
Zettelmeyer, 2004].

3a Heckonbko gecatunetun CTM npetepnenu cyule-
CTBEHHbIE M3MEHEHUA 1 Cevac NPeBpaTUInCh B Cepbes-
HbIX KOHKYPEHTOB TPAAULIMOHHbIX 6peHoB.

| aman paszsumus CTM - pxeHepuk [Laaksonen,
Reynolds, 1994]. ToBap-gKeHepuK, WM TOBap «nNO
name», — 3T0 CaMbli AelleBbli, HeandpepeHUMPOBAHHbIN
ToBap. OCHOBHaA 3afjaya Takux TOBApOB — AaTb BO3MOX-
HOCTb NOKynaTenam npuobpeTaTb HEO6Xo0AUMYIO UM NPO-
OyKUMio No cambiM HU3KuM ueHam [Corstjens, Corstjens,
1995]. Kak npaBwmno, ToBapbl «NO name» NPOn3BOAATCA
B CaMblX HEOOXOAVMBIX TOBAPHbIX MPYNMax, pacrosaratoT-
CA Ha CaMbIX HU3KUX MOJIKaX, CeTU He obpeMeHsaIoT ceba
UX NPOABUXEHVNEM B CUNY OTCYTCTBMA SKOHOMMYECKOMN
HeobxoaumocTun [Kumar, Steenkamp, 2007]. >keHepuku
UMeOT 6ONbLUYIO Pa3HMLY B LIEHE MO CPABHEHUIO C HALMO-
HanbHbIMK 6peHaamn — go -50 %. HarnmeHoBaHue fgaH-
HbIX TOBAPOB, KaK NpaBusio, He BKJIlOYaeT bpeHa.

Mpu cosganum CTM Il s3mana po3HWYHblE CETWU MOo-
npeXxHemy OpMEHTUPOBaHbI HA HU3KNIA LLIEeHOBOW CerMeHT,
HO CTapaloTCcA MOBbICUTb KauyecTBO MPOU3BOAMMON MpPo-
OyKUMW, NbITafACb KOHKYPMPOBaTb C HaUMOHaNbHbIMU
6peHaammn [Laaksonen, Reynolds, 1994]. CTM paHHoro
MOKOJIEHMA PO3HMYHbIE CETU MAPKMNPYIOT ONpPeaeneHHbIM
MMEHEM [J1A NOBbILEHNA Y3HABAEMOCTU NPOAYKLUNM, HO
He NpoAalT KX nof cBoum 6peHaoM. Takne MapKu cos-
JAlOT WNIO3MI0 WIMPOTbl aCCOPTMMEHTA, UTO MOMOraeT
puTenepam B pelleHnr 3aflayun BbITECHEHUA BTOPOCTe-
NeHHbIX 6PEeHO0B C NMOMNKW.

Il sman passumus CTM — CTM-nmuTaTtopbl. YaauHyto
XapaKTepuCTNKy AAHHOro 3Tana npefcTaBun B CBOel
kHure C. CrapoB [2013]: «NpogyKTbl NO HU3KUM LieHaM,

obrapatoLye nNpreMNeMbIM KauyeCcTBOM U YMAKOBKOW,
UMUTUPYIOLLEN HALWOHaNbHbIA 6peHz NPon3BOAUTENS,
CTM TpeTbero stana ABAATCA aNbTepPHATUBOW MOKYynKe
n3BeCTHbIX 6peHaoB npounssoautenen [Burt, Davis, 1999].
Puteiinepbl ctaHoBATCA Oonee TpeboBaTeNbHbIMK K Ka-
yecTBY NpPOAYKUUW, BbIOMPAOT MOCTAaBLIMKOB, Mpeana-
raloLmx 6onee BbICOKOE KauecTBO U UCMOMb3YIOLNX HO-
Belwee ob6opygosaHue [Wileman, Jary, 1997]. 3ToT 3Tan
XapakTepnsyeTcAa YMEpeHHON pa3sHuUen B LeHe mexay
CTM n HaumoHasnbHbIM 6peHaom: oT =5 go —20 %. CTM-
MMMUTaTOPbl KOHKYPUPYIOT C NngepaMmun npofdax, B OTHO-
LeHMM AaHHbIX MapOK pUTENNIepPOM YacTo NPYMeEHAETCA
LeHoBoe cTMynupoBaHue [Kumar S,teenkamp, 20071].

IV sman paszsumus CTM 3HaunTenbHO OTANYAETCA
oT npepbigyLwux 31anos. Co BpeMeHeM PO3HUYHbIE CETU
npuxogAat K Tomy, uto ctpaterua CTM-umutatopa (Il
YPOBHSA) XOTA U NMOMOraeT B KOHKYpPeHTHOIN 6opbbe ¢ Ha-
LMOHAMNbHbIMK 6peHAaMKn, HO He obecneynBaeT ayTeH-
TUYHOCTb U AnddepeHUMpoBaHE PO3HUYHON CETU.

OcHoBHbiMK 3agavamu CTM IV ypoBHA BbICTYNaloT:

+ bopMUpOBaHKEe NOANBHOCTM MOKynaTenen (4acto
CTM nonyuaet uma cetn);

* MOBbILEHHAA MaPXMHANIbHOCTb MPOJaX;

o YNYUlEHNEe UMUAXKA, B TOM yncsie 3a cyeT audde-
peHuraLmmn acCOPTUMEHTa;

« CTM cTaHOBMTCA NPOAYKTOM C AOMOAHUTESIbHbIMU
NoNe3HbIMY  CBOMCTBAMM («3efIEHBIMMWY, YCTOMUMBBIMY,
coumanbHbiMuy, 302K 1 T. 4.) U MOXKET NPON3BOAUTLCA C UC-
Nob30BaHNEM UHHOBALMOHHbIX TEXHOMOT WA,

JanHble CTM pacnonaraloTcA Ha Aydlwmx nonkax,
N PO3HMYHbIE CETW aKTUBHO YYaCTBYIOT B UX PeKIaMHOW
nopaepxke [Kumar, Steenkamp, 2007].

Cuntanocs, uto IV stan passutna CTM po3HMYHBIX Ce-
Ten ABnAeTca 3aknounTenbHbliM [Burt, 2000], ogHako no-
ABUNUCH NCCNEA0BaHNA, BbiENAoLLME Nepexoq K HO8oOMy
amany - SMART CTM [Gielens et al., 2021], yuuTbiBatoLiemy
He TonbKo TpeHAabl TpaHchopmauun CTM, HO 1 n3MeHe-
HVe NOTPeBUTENbCKUX NPEANOYTEHNI HOBbIX MOKOSIEHWIA.

MpepnouteHna, npouecc Bbibopa 1 nosefeHUe Mo-
Tpebutenen HOBOro MOKONEHUA (MUNSIEHUANOB, WK
NOKONEHUA Z) 3HAUUTENIbHO OTAINYAIOTCA OT APYruxX BO3-
pacTHbIx rpynn. NoTpebuTeny nokoneHna Z, Kak Npasuo,
MeHee NoAfbHbI K 6peHAY 1 CKIIOHHBI MOKYNaTb NPOAYKT,
KOTOPbIN HavnyyLWwmm 06pa3om COOTBETCTBYET UX NOTPe6-
HocTAM. OHM TakXe B 6oJblUei mepe 3a60TATCA O TOM,
yTOObI TOBAP COOTBETCTBOBA/ MX LIEHHOCTAM U ybexpae-
HuAM. B pamkax 6onee LLenocTHOro NoAX0AA K »KU3HW 3TK
MOKYNaTeNn CKNOHHbI K «CO3HaTeNbHbIM» MOKYMNKaM U OT-
BeTCTBEHHOMY noTpebneHuto [Sharko, 2021]. Takme KoH-
Lenumu, Kak MHKMO3NBHOCTb, MPO3PaYHOCTb, IKOOMNY-
HOCTb, YCTONYMBOCTb, STUYECKME HOPMbI 1 CNPaBeAsIMBas
LleHa, HaXxoLAT OTK/VK B 3TOM NOTPEOUTENIbCKOM CerMeH-
Te [Namin, Dehdashti, 2019].

MHorve pgemorpaduyeckme 1 noBegeHYeckue nsme-
HEHUA TaKXKe NMPOUCXOZAT B Fpyrnax cTapLinx notTpebute-
nen BO BceM MUpe, BKtoYas nokoneHune X n 636u-dyme-
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OB — OHW TOXe BAWAIOT Ha Bblbop nokynatenei [Namin,
Dehdashti, 2019].

KOHKypeHUnAa B PO3HWMYHOW TOProBfie 3HaUYUTESIbHO
BO3pPOC/Ia C MOABAEHMEM e-commerce 1 paclimpeHnem
TPaAULMOHHBIX PO3HWYHBIX CeTel B MHOrOKaHasbHYio
PO3HMYHYI0 TOprosnt. OnbiTHble puTennepbl HauMHaT
MOHKMMaTb, YTO ANA AnddepeHUMaLm NX MarasuHa 1 no-
BbILIEHUA NOANBHOCTA K BpeHay TpebytoTcAa NpoayKThl,
oTBevawLime NOTPeOHOCTAM, BBIXOAALM 32 PAMKU LIEHbI
1 kauectBa [Keller, Geyskens, Dekimpe, 2020].

YcTpaHAsa nocpefHnMKoB 1 obpallasach Hemocpeg-
CTBEHHO K NnoTpebuTensm B uMppoBom dopmaTe, HOBble
«undpoBble» GU3HEC-Moaenu AalT noTpebutensam BoO3-
MOXHOCTb HaMpsAMYH B3aUMOLENCTBOBATL C NPOM3BOAN-
TeNAMU-NPOAABLAMU, NPEAOCTABAA UM BaXKHble JaHHbIE,
KOTOPbIMU paHee NpeuMyLiecTBEHHO 0b6naganu nuwb
PO3HMWYHbIe ceTh. DTV BU3HEC-MOZeNV 3aCTaBNAIT pUTen-
nepoB ycepaHee paboTtatb Hag GOpMUpPOBaHMEM Accop-
TUMeHTA 1 pa3paboTkon CTM HOBOro NOKONEHNUS.

C noaBneHnem npemuanbHbIX TMHUIA 1 bonee auBep-
cnduumpoBaHHbix noptdpenent CTM MeHeKMEHTY po3-
HWYHBIX CETEN CTAHOBUTCA ACHO, YTO TaKMe MAPKN MOXHO
MCnonb30BaTh 1A 06CYXMBaHNA HECKOSbKMX NOTPebu-
TENbCKNX CErMEHTOB, B 60MIbLLEM KONIMUECTBE KaTeropui
TOBApOB 1 MpofaBaTb Mo 6ofiee BbICOKUM LieHaMm. ITO
03HauaeT nepexor, CO6CTBEHHbIX TOProBbIX MapOK Ha HO-
BbI 3Tan pa3ButusA — K ctpaterun SMART CTM.

OcHoBHble Npu3Haky, xapakTepusyowme SMART CTM
[Gielens et al., 2021]:

+ MHOFOIPaHHOCTb, MHOTOYPOBHEBOCTb, CErMEHTMPO-
BaHHOCTb;

* AKTVIBHO WCMOJNb3YOT BO3MOXHOCTU LIMPPOBOIA KOM-
MYHUKaLM;

* NOAAEePXMBAOTCA MHGOPMALMOHHBIMW U MHHOBALW-
OHHbIMY TEXHOAOTNAMY;

* MPUMEHSAIOT AUHAMUYHbBIE U MHAUBKAYANbHbBIE LIEHDI;

+ MOTYT NpeAnaratbca 3a npefenamm nx cobCTBEHHbIX
TOUEK NPOAAX.

«3eneHblii» MapKeTUHI: Npo6nemMa onpegeneHns

B HacToAwWMIN MOMEHT He cyLlecTBYeT eIMHOro onpe-
AEeNeHns «3eleHoro» mapkeTuHra (3M), xoTa ecTb KOHCEH-
CYC OTHOCUTENIbHO COepKaTesIbHOrO HaMoJIHEHUA 3TOro
TepMirHa. Kpome TOro, no-npexHemy He onpepeneHa pas-
HULA MeXOY «3eIeHbIM» MAapKETUHIOM, SKOOrMyecKum
MapKEeTMHIOM W YCTOMYMBbIM MAapPKETUHIOM — JaHHble MO-
HATUA YaCTO TPAKTYIOTCA KaK CUHOHWMBbI.

Mbl nposenn 0630p HayuHbIX MybAMKauui no AaH-
HOI Teme C 3f1eMeHTaMn 61BNMOMETPUYECKOTO aHasu3a.
B yacTHOCTY, ObIIM ONpeaeneHbl SnemMeHTbl TOHATUSA «,3e-
NEeHbIN” MAaPKETUHI», a TaKXe YacToTa, C KOTOPOWN pa3nny-
Hble XapaKTepucTukn 3M BCTpeyanucb B HayyHbIX Ny6nm-
Kauwmax, — No OTAeNbHOCTM U COBMECTHO.

AHanus nybnvkauuii BKntoyan Tpy Tana:

* OMMCaHMe KpUTEPUEB W anroputm oTbopa aHanmswu-
pyeMbIX NCTOYHUKOB (OKONO 50 cTaTel Ha Temy «3efleHo-
ro» MapKeTUHra);

* BbIfIB/leHNe aCMeKTOB/3N1eMeHTOB MOHATUA «3eNneHo-
ro» MapKeTUHra 1 YacToTbl UX MOABNEHUA B CTaTbAX;

* OLeHKa COBMECTHOrO MOABMIEHMA XapaKTEPUCTUK
«3€/1eHOro» MapKeTUHTa.

AHanm3 HayuHbIx NybnMKauuid NokKasan, YTo aBTOPbI
BbIAENAOT CIeflyIOLIME XapaKTEPUCTUKN «3€JIEHOMO» Map-
KeTMHra: OH NPOABUraeT TOBapbl, NPON3BOACTBO U NOTPe-
6neHre KOTOPbIX MUHUMU3MPYET NarybHoe BO3aencTBme
Ha OKpYy’Kalolyl cpefy WM He HaHocuT yulepba BO-
BCE; NOAMdEPKUBaeT pecypcocbeperaiolyme U 3KONOru-
yeckn 6e30MacHble CTpaTeruy; BbICTYMAeT 3a pa3BuTUe
N MOJLEPXKKY «3KONOFMYHOro» MoBefeHMA MoTpebute-
ne 1 yaoBNeTBOPEHME NOTPEOUTENBbCKUX NPeNoYTEHMNIA
YCTOMYMBBIM CMOCOOOM; BbICTYMaET 3a YCTONYMBOE Npes-
NPVHUMATENbCTBO U PA3BMBAET UMUK SKONOTMYECKM OT-
BETCTBEHHOrO 6U3Heca.

Pe3ynbTaThl 3aBepLuaroLLero stana — OLeHKU COBMECT-
HOro MOABNEHUA XaPaKTEPUCTMK «3€N1eHOro» MapKeTuH-
ra — npencTaBneHbl B 1abn. 1. Tak, ponb 3M B MUHUMK3a-
UMM NarybHoro BO3OeiCTBMA Ha OKPYXKaloLLyto cpefy Ya-

TG6HUUG 1 - OuyeHka cosmecmHoU ecmpevyaemocmu noHamud, Xapakmepusyrwux «3eJ1eHbIU» mMapkemuHe, %

Table 1 - Assessment of green marketing concepts co-occurrence, %
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OkoHuaHue mabnuysi 1
Table 1 (concluded)
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YcTtonunsoe npeanpuHUMaTenbCTBO 0 11 100 0 0 0 0 0
MapKeTUHr «3eneHbix» NPOAYKTOB 7 0 100 14 14 0 50
3almTa oKpyKatoLen cpegbl
» pyxalotien cpea 8 0 0 0 14 | 100 25 50 0
npu notpebneHnn
Bes yuiepba ansa okpyxatoLen cpeabl 8 0 9 0 14 25 100 0 50
lNoBbllEHME SKONOrM4YecKoro MMmMaa
N A 10 0 0 0 0 50 0 100 0
npeanpuaATUn
PecypcocbeperatoLiyie 1 3Konornyeckn
ypeocheperaiol 9 0 10 0 50 0 50 0 100
6e30nacHble cTpaTerum

Lle BCero ynotpebnaeTcsa B CBA3KE C NOAAEPXKKON YCTON-
ymBoro noTpebneHna u yctonumsoro GmsHeca, a Map-
KETVIHT «3eleHblX» MPOAYKTOB MAET BMecTe C UCMofb30-
BaHVEM pecypcocbeperatoLyx 1 SKoNornyeckn besonac-
HbIX CTpaTerum.

O606WMB MOMyYeHHble pe3ynbTaTbl, Mbl BbIBENN
onpeaenieHne «3e/IeHOro» MapKeTVHra ana uenein cra-
TbW: «3eN1eHbIN» MAPKETVHT — 3TO JeATeNIbHOCTb, Hanpas-
NeHHas Ha YOOBJIETBOPEHME 3amnpocoB noTpebuTtenen
nyTeM CO3[aHUA «3€e/eHblX», 6e30MacHbIX MPOAYKTOB
Ha BCex CTaguAx NPou3BOACTBEHHOTO, peann3aLoHHOro,
YTUAN3ALMOHHOIO LMKNIOB, MPW3BAHHbIX MWUHUMMU3MPO-
BaTb NarybHoe BO3LENCTBUE Ha OKPY»KaloLLyto cpeqy.

CoOTBETCTBEHHO, «3€e/leHble» TOBapbl — 3TO TOBAapbl,
6e3onacHble Ana NoTpebutens n OKpyKalllen cpepbl
Ha BCEX CTaanAX NPOU3BOACTBEHHOIO, peanu3aLoHHOro
1 yTUNN3aLMOHHOIO LIMKOB.

MATEPWAJIbI U METObI

OcHOBHas rmnoTesa Hallero UccnejoBaHUA 3aKnyaeTca
B TOM, YTO, BEPOATHO, LieHa He ABNAETCA eAUHCTBEHHbIM
KpuTepmem Bbibopa CTM ans NoKynku: Ha NpuBeKaTenb-
HOCTb MOKYMKW TaKXe BANAIOT JOMNONHUTENbHbIE CBONCTBA
1 nosmumnoHnpoBaHne CTM co CTOPOHbI TOProBOW CETH
KaK YCTOMUMBBIX, «3eNeHbIX», 6e30MacHbIX, MOME3HbIX,
30pOBbIX 1 T. fi. TakXKe eCTeCTBEHHO NPefnoNoOXNTb, UTO
Ha 3(¢eKTUBHOCTL MapKEeTUHIOBbIX YCUNUIA CO CTOPO-
Hbl CETVM W Ha BOCNPUATME POCCUICKUM NoTpebutenem
«3eneHbix» CTM BAvAOT coumanbHO-gemorpaduueckme
XapaKkTepuCTUKIM noTpeduTene.

B uccnepoBaHMAX OTMeuaeTcs, uyto noTtpebutenu
yalle nepekntoyatotca Ha CTM B HebnarononyyHble KO-
HoMUuecKue BpemeHa. [oCKonbKy BO BpeMsa 3KOHOMUYE-
CKOro Craga MM MpUXOAMTCA COKpallaTb CBOW Pacxofpl,
nokynka npogykumm CTM CTaHOBWTCA 3KOHOMMYECKM
obocHoBaHHol [Lamey et al.,, 2007; Valaskova, Kliestikova,
Krizanova, 2018].

B Poccun B 2022 ., cornacHo Nielsen n GFK, kputepun
noTpebuTenbCcKoro Bbibopa Takke CMeCTUNUCb B CTOPO-
HY LeHbl Kak onpegensiowero napametpa'. B nepsyto
ouepedb NOTPebUTENM WCKannm «bBa3oBbIA  MPOJYKT
MO XOPOLWMM LieHaM»?, fanee Wiy KPUTEPUN «yBEpPEH-
HOCTb B KauecTBe», «kHaTypasibHblI COCTaB», «4acTas npo-
[iaxa Mo NPOMOoaKLaM»>,

Bmecte ¢ Tem Bce BO3pacTalollad KOHKypeHUMs
Ha PO3HUYHOM PbIHKe TPebyeT BHUMAHUA K JIOANbHOCTM
COBPEMEHHbIX NoTpebuTtenen, KOTopaa NoOAAEPKMBaETCA
B TOM uuMCile 3a CcYeT pa3HoOobpasvnA U MpeasioxKeHus
NPOLYKTOB, OTBEYaloWMX MNOTPEOHOCTAM, BbIXOAALM
3a pamKu ueHbl 1 KavecTBa [Keller, Geyskens, Dekimpe,
2020; Berezka, Rebiazina, Muravskaia, 2021].

B nocnegHue rogbl fenoBas 3TUKa, COUManbHasA OT-
BETCTBEHHOCTb, YCTONYMBOE Pa3BUTME U IKONIOTUYECKne
BOMPOCHI CTa/iM BaXHbIMK CTpaTernyeckMun 3agadamu
KoMMaHuiA. AKagemmnyeckue nybnamkauum cBUaeTenbCTBY-
0T O TOM, YTO KOMMaHUW, NpuaaBLIne «3efeHble» CBON-
CTBa CBOVIM NMPOAYKTaM, MOTYT He TONbKO YI0BNIETBOPUTb
3Konormyeckre NoTpebHOCTM NoKynaTenei, HO 1 NOBbI-
CUTb YAOB/IETBOPEHHOCTb pacTyLlen YacTy nokynartenem
W, Kak pe3synbtar, nx floanbHocTb [Chang, Fong, 2010].

Jaxe yuntblBas SKOHOMUYECKMI Cnaj U YMeHbLUeHne
[OXO[0B HaceneHns, MOXHO MPefnonoXnTb, UTO Cylue-
CTBYIOT FpynMbl POCCUMCKMX NOKyNaTenemn, KoTopble MoryT

! Nielsen. Puteiin-ayaut NIQ B po3sHuuHbix ceTax (ScanTrack)
1N B KaHajfle OHNAaMH-TOProBAW, AEeHeXHoe BblpaxeHue. (2022);
Nielsen. CTM v pbIHOK, Kak MEHAETCA POJIb YaCTHbIX MapoK. https://
nielsenig.com/global/ru/insights/analysis/2022/stm-i-rynok-kak-
menyaetsya-rol-chastnyh-marok, 2022; GFK. (2022). Peakuus noky-
natens Ha cobbiTnA deBpansa — mapTa 2022, HoBble TpeHAbl. https://
www.retail.ru/articles/reaktsiya-pokupatelya-na-sobytiya-fevralya-
marta-2022-novye-trendy.

2 Retail. (2022). https://www.retail.ru/articles/reaktsiya-poku-
patelya-na-sobytiya-fevralya-marta-2022-novye-trendy/.

3GFK. (2022). Peakums nokynarens Ha cobbiTus GeBpans — map-
Ta 2022, HoBble TpeHdbl. https://www.retail.ru/articles/reaktsiya-
pokupatelya-na-sobytiya-fevralya-marta-2022-novye-trendy.
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oTpasatb npegnouteHne Toeapam CTM nog Bo3gencTsm-
eM UX «3efeHblx» xapakTepuctuk. B 2021 r. BUMOM ony-
651MKOBas AaHHbIE ONPOoCa POCCUNCKUX NOTpebuTenel 06
3KonormyHocTn notpebneHusn. CornacHo onpocy, 6onee
NOMOBMHbI poccuaH (55 %) yale yunTbIBalOT 3KONMOTNY-
HOCTb TOBapOB Npu Nokynke (no 58 % cpenn 25-34-net-
HUX 1 45-59-neTHunx), 40 % valye He NPMAAKT STOMY 3Ha-
yeHua (59 % 18-24-netHux). [lBe TpeTn pecnoHAeHTOB
(64 %) npepnouTyT 6onee poporoi ToBap 6onee felue-
BOMY, eCi fOporon Toeap 6yaet 6onee 6e3onacHbIM Ans
oKpy»atowen cpegpl (68 % cpepn 25-34-neTHuX), Kax-
Ablin yeTBepTbIn (25 %) BbIOpPan Obl 6onee AelWeBblil, HO
MeHee 3K0NornyHbIn ToBap (39 % cpeam 18-24-netHux)’.

TakuM 06pa3om, Mbl MPUXOANM K FMIOTE3e O TOM, YTO
nokynaTtenu ¢ 6onee BbICOKUMN GUHAHCOBLIMY BO3MOX-
HOCTAMK C Oonblueil BepOATHOCTbIO OTAAAYT Mpearno-
yteHme ToBapam CTM ¢ «3eneHbIMMy» XapaKTepucTUkamu,
yem nokynaTenu ¢ 6onee HA3KNM JOXOLOM.

MokynaTtenu nokoneHws Z 3ab0oTATCA O TOM, COOTBET-
CTBYeT Nin ToBap ux yoexpaeHuam. OHM Gonee CKNOHHbI
K OTBETCTBEHHBIM MOKYMKaM 1 CO3HaTeNlbHOMY noTpebne-
HMI0 TOBAPOB C YCTOMYMBbIMUI, COLMANTBHBIMU, STUUYHBIMU
1 3KONOrMYHbIMU CBOWCTBAMMU.

Wcxopa r3 pactywen npeactaBneHHOCTU Ha Momnkax
poccnnckux putennepos Tosapos 30K, MOXHO npegno-
NOXWTb, UTO CYLIECTBYET B3aMMOCBA3b MeXJy NoKynaTe-
namu 30X-npoayKumm 1 noKynatenamu, Bblbrpatowmmm
«3eneHble» CTM.

TakKe aKTMBHbIMU MOTPEOUTENAMM 3J0POBbIX TOBA-
pOB ABNAIOTCA POAUTENM AeTel MNafLlero Bo3pacTa, Ko-
Topble B 6onbLIel Mepe ClednT 3a CEMENHbIM PaLVIOHOM,
ncnonb3yemol 6bITOBON Xumuren. B cBA3n € 3STUM MOXHO
NpeanonoXnTb Hannune B3aMMOCBA3M U MeXIy AaHHbl-
MU KaTeropuamu notpebutenei.

Takum o6pasom, wccnepya ¢akTopbl, BAMAOLWME
Ha Kputepun Bbibopa CTM, Mbl chopmynmposanm cnegy-
oLLMe TMnoTe3bl OTHOCUTENBHO CBONCTB «3eneHbix» CTM
1 BOCNPUATUA 3TUX CBOWCTB NOTPebuTenem, a TakKe xa-
PaKTepuUCTUK NoTpebuTenen — Bo3pacTa, nosa, obpasosa-
HWA, HANMYMA feTel, MecTa XUTeNTbCTBa U Ap.

H1: 3HaumTenbHoe 4MCNO POCCMINCKMX MoTpebute-
nen CBA3bIBAIOT «3€/IEHbIN» TOBAP B NEPBYI0 OUepesb C ero
HaTypanbHOCTbIO M 6€30MaCHOCTbIO AJ1A 3L0POBbA.

H2: ueHa He ABNAeTCA €UHCTBEHHbBIM KpUTEPUEM Bbl-
6opa CTM nokynatenem.

H3: cywecTByloT rpynnbl poccUCKKX NoTpebutenen,
KoTtopble otgatoT npeanouteHne CTM pO3HWUYHbIX Ce-
Tel C «3e/IEHbIMU» XapaKTePUCTUKAMM.

B uacTHOCTW, MOXHO cfienaTb cnegyolne npesnono-
XEHUA OTHOCUTENIbHO 3TUX FPYNN NoTpebuTeneil.

H3a: notpebuTenu, opreHTUPOBaHHbIE Ha 340POBbIN
06pa3 xu3Hu (307K), yalle Npounx oTaakT NpearnoUTeHme
CTM pO3HMNYHbIX CETEN C «3eIeHBIMUY XapPaKTEPUCTUKAMMN.

H3b: notpebutenn nokoneHns Z vaile npoymx otaa-

T BUMOM. (2021). https://wciom.ru/analytical-reviews/analit-
icheskii-obzor/ehkologichnoe-potreblenie.

toT npegnouteHne CTM pO3HUYHbBIX CeTEN C «3efIeHbIMUY
XapaKTepucTrKamu.

H3c: notpebutenn c¢ peTbmMu MnafLlero Bo3pacta
vawe npounx otgatot npegnoyvteHne CTM po3HUYHbIX Ce-
Tel C «3e/IEHbIMU» XapaKTEPUCTUKAMU.

H3d: noTpebunTenu ¢ BbICOKMM ypOBHEM JOX0Aa Yalle
npounx otgatot npegnouteHne CTM pO3HWUYHbIX Ce-
Tel C «3e/IEHbIMU» XapaKTEPUCTUKAMU.

H3e: noTtpebuTteny, npuaepxusatoLwnecs Mogenmn co-
BEpPLUEHUA MOKYNOK TOBAPOB C MMHUMASbHbIM Bpegom/
6e3 Bpeaa 1A OKpyatoLlel cpefbl, Yalle Npoynx oTaa-
toT npegnouteHne CTM pO3HUYHbBIX CETEN C «3eIeHbIMUY
XapaKTepucTrKamm.

MposepKa faHHbIX rMnoTe3 6bi1a NpoBedeHa C NOMO-
b0 YAaCTOTHOIO N KOPPENALMOHHOIO aHanmsa pesyib-
TaTOB ONpPOCa PeCcnoHAEHTOB. KOppenAUuNOHHbIN aHann3
B 3aBUCKMOCTW OT TUMa MOJTyUYEHHbIX AAHHbIX NPOBOAN-
CA C NOMOLLbIO PAHrOBOro KoapduumeHTa Koppenauum
CnupmeHa (4n1A NOPALKOBbIX MEPEMEHHbIX — W3MEepeH-
HbIX MO NATMOannbHoW wWKane Jlukepta [Likert, 1932])
N Tabnuy conpsKeHHOCTM (AnA KaTeropuanbHbIX U 6u-
HapHbIX NePEMEHHDIX).

Kpome Toro, mbl paccmoTpenu runoTesbl O CBA3M Xa-
paKkTepUCTMK/BOCNPUHMMaEMbIX xapaktepuctnk CTM
C NoTpebuTenbCKM BbIGOPOM PecnoHAeHToB. [ns 3Toro
6bl1a NOCTPOEHA PErpeccroHHas Mofenb. DKOHOMETPU-
yeckuin aHanu3 nposoauncsa B nakete SPSS 24.0.

PE3YNbTATbl UCCNIEAOBAHUA

C60op faHHbIX AN HALWEero NcciefoBaHNA NPOXOAWS B ABA
3Tana. Ha nepsom 3Tane B Lenax ¢opmmposaHus npea-
ctaBneHna o pboiHke CTM, B yacTtHoCTK «3eneHbix» CTM,
6bl10 MPOBeEHO KauyeCTBEHHOE WCCiefoBaHMe - ce-
puA ryOMHHBIX MHTEPBBIO C SKCNEPTaMK — PYKOBOLMUTE-
namn genaptameHToB CTM pOCCUNCKMX PO3HUYHBIX Ce-
Telt FMCG, oTBevatoLwmx 3a paspabotky/ynpaeneHvne CTM
(B Tabn. 2 npeacTaBneHbl KpUTEPUM BbIOOPA PECNOHEH-
TOB A/1A INYOUHHBIX MHTEPBBIO).

NHTepBbio MMenn MOAyCTPYKTYPUPOBAHHbIA Xapak-
Tep, B XOAe pa3roBopa 3ajaBanvcCb HanpasnawLlue
N YTOYHSAIOLME BOMPOCHI, HO CaMOCTOATENbHBIN BbIGOP
TeMbl TaK>Ke NPUBETCTBOBANCA.

Bcero B MHTEpBbIO NPUHANN YYacTe NATb SKCNEePTOB,
UTO COOTBETCTBYET HEOOXOAUMOMY UWCNY PECTOHAEH-
TOB C y4YeToM WX 3KcneptHocTu [Baker, Edwards, 2012],
dakTnyeckoe cpeaHee Bpema NPOBeLEHNA UHTEPBbIO CO-
cTaBno 50 M1H2. Mo MHOMMM BOMPOCaM CPeau 3KCNepToB
6b171 [OCTUTHYT KOHCEHCYC. Pe3ynbTaThl KOHTEHT-aHaNM3a
WHTEPBbIO NpefAcTaBneHbl B Tabn. 3.

Btopoit atan c6opa aMNMprYECcKnX AaHHbIX Ana npo-
BEPKM BbIABUHYTBIX U YTOYHEHHbIX B paMKax 3KCnepT-
HOr0 VHTEPBbIO TMMOTE3 3aKJYANCA B MPOBEAEHUN
OHMaNH-aHKeTMPOBaHMA Ha nnatpopme Anketolog.rul.

2 OnTMMarnbHas NPOAOIIKATENBHOCTb SKCMEPTHOTO UHTEPBbIO —
90 muH [Seidman, 2006].
3 Ankeronor. https://anketolog.ru/?ysclid=Itmos84kx0419306728.
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Tabnuya 2 - Kpumepuu 8ei6opa pecnoHoeHmMos
Table 2 - Respondents selection criteria

KpuTepuii BbiGopa sKcnepTa AnsA NHTEPBbIO

Pewaemas 3apgaua

SKkcnepTu3a B obnactu paspabotky, ynpasneHmsa CTM B pamkax kateropumn

BepHas sKcnepTHas HamnpasieHHOCTb

SKkcnepTn3a B obnactu pa3paboTky, ynpaeneHnsa CTM B pamkax KaTeropum
He meHee 5 neT [Coelho, Rita, Santoz, 2018]

Hannune onbiTa, BO3MOXXHOCTb OLIEHUTb AOVNHaMUKY

MpencTaBuTenu pasnuuHbix popmatos cetert FMCG

WckntoyueHne cneuymdukm onpegeneHHoro popmata

Tabnuya 3 - OcHoBHbIe pe3yibmdamesl UHMePBbIo ¢ SKchepmamu
Table 3 - Main results of expert interviews

Bonpoc

MHeHune aKkcnepToB

TpeHgbl B notpebneHmnmn CTM

+ Yxop CTM B cpegHMin 1 BbICLLNIA LLEHOBOW CErMEHT, B TOM YMCIIe B CBA3N C YXOA0M MY/bTU-
HaLVOHaNbHbIX 6PeHI0B;

« cnyck notpebutens CTM no LeHOBOW NecTHULE B CBA3U C SKOHOMUYECKM KPU3NCOM;

+ NOTPeObHOCTb B 6a30BOM KaueCTBe 1 HEBbICOKOW LieHE;

+ BOCTPE6OBAHHOCTb SKOHOMMYHbIX YNMAaKOBOK, TOBapOB «t0 goy»;

+ QONTOCPOYHbIN TPEHA Ha POCT MOKYMOK «3efieHblX» TOBAapOB, HO C 3ameaneHvem B 2022 r.;

*+ pacTywasa KOHKypeHuua ¢ oHnanH-CTM

Xapaktepuctnku CTM,
obecneunBaioLme NOBTOPHbIE MOKYMNKHU,
npviBneyYeHvie NoKynartenei B ceTb

« LleHa HuXe LeHbl TOBapOB ApYrux 6peHaos.;

+ KayecTBO Ha YPOBHE 1 Bbllle APYrux 6peHAoB B KaTeropuu;

+ pa3yMHOEe COOTHOLUEHUE LieHbl N KauecTBa;

+ «TOBOPSLLAsA» YNAKOBKA B LIEHOBbIX CEIMEHTaX «CPEHUI» 1 «BbILLE CPEeLIHErOy;
« OOMOJNHUTESIbHbIE XaPaKTEPUCTUKI, BbIXOAALLME 32 PaMKU 6330BbIX;

« TPEHOOBOCTb;

« SKCKJTI03UBHOCTb;

+ YHUKaNIbHOCTb (Ba)e No OTHOLIEHMIO K My/IbTVHALMOHAIbHbIM 6peHaam);

+ NPOABWKEHVE Ha YPOBHE MY/bTVHALMOHASIbHBIX KOMMaHW

M3meHeHne OTHOLEHNA POCCUNCKIX
notpebutenein K CTM ¢ MOMeHTa nx
nosAsneHuA B Havane 2000-x rr.

YBenunueHwue ypoBHsa gosepua K CTM no mepe pocTa KaueCTBEHHbIX XapakTepuCTrK 3any-
ckaembix cetamu CTM. M3HayanbHo CTM 6binun npeacTaBneHbl NPermyLecTBEHHO B HU3KMX
LIeHOBbIX CEerMeHTax, YTo 3a4acTylo CNOCOHCTBOBANIO HErAaTUBHOMY KJIMEHTCKOMY OMbITY

I3meHeHne oTHoLWEeHUA
KCTM c2020T.

Bbonee Bbicokasa rotoBHOCTb NokKynatb CTM B CBA3M C TeKyLLEN SKOHOMNYECKON CUTyaLmei
1 ynyuLleHneM KIMEHTCKOro onbiTa

Paznnumna B OTHOLEHNN POCCUNCKNX
nokynartenen ¢ pa3HbiMn GMHAHCOBLIMU
BO3MOXxHocTAMU K CTM

MokynaTenu c HN3KNM JOXOAOM OXOTHee uayT Ha KoHTakT ¢ CTM. ina nokynaTenen, umeto-
KX 6osee BbICOKUI 10X0A, HEO6XOAVMbI AOMOSTHUTENbHbIE XapPaKTEPUCTMKY, BbixoAsALme
3a pamMKK 6a30BbIX, YHUKAJIbHOE NpeasioKeHne

Cneumnduka Bbibopa CTM nokynatenamm
pa3Horo Bo3pacTa

Mono,qoe noKoneHne npeanovynTaeT MakCMMalibHO I/IHd)OpMaTVIBHy}O YNaKOBKY, yTOObI HE
6bino HEO6XOAI/IMOCTI/I KOHTAKTPOBATb C NE€PCOHa/IOM Mara3snHa, a TakXxe B LenAax 3KOHO-
MU BpEMEHWN. BaxHa npaBuibHaaA KOMMYyHUKauunA C n0Tpe6|/|TeneM

CnocobHoctb CTM BbI3bIBaTb
SMOLIMOHaNbHYI0 MPUBA3aHHOCTD,
ocobeHHocTn Tako CTM

CTM cnoco6Hbl Bbi3blBaTh JIOANbHOCTb. Takne MapKy JOMXKHbl MMETb 6e3yrnpeyHoe Kaue-
CTBO, MpeBbllIAOLEe OXUAAHUA NOTpebuTenen, yYHMKanbHOCTb, obnagatb ApPKUMK [0-
NOJIHUTENbHLIMM XapaKTepUCTMKaMK, ObiTb SMOLMOHANBbHBIMA U AapUTb ICTETUYECKOoe
ypoBonbcTBre. OHM [OMKHbI 06N1aaaTh onpeneneHHON UCTOPKEN, a Nyylle pacTu C NOKy-
natesieM HauMHasA C NepMoa ero >KM3HU, Korga OH roToB K SMOLMOHANIbHOMY BOCMPUATUIO
TOBapOB (IOHOLIECTBO)

MoHMMaHWe TEPMUHA «3EMIEHbIX»
TOBAPOB POCCUICKMMI NOTPebUTENAMN

SKCnepTbl EANHOINIACHO NPULLIN K MHEHUIO 06 OTCYTCTBUM Y POCCUIACKOTO MOKYynaTens no-
HYIMaHWs TOTO, UTO ABJIAETCA «3eMIEHbIM» TOBapaM. «3e/1eHOCTb» POCCUIACKME NOKYNaTeN B
607bLueli CTENeHN BOCMPUHUMAIOT CO CTOPOHbI COBCTBEHHOM MOMb3bl, TO ECTb CUMTAIOT «3€-
neHbIMU» Te TOBapbl, KOTOpble 6e30MacHbI ANa UX 3M0POBbs, a He A OKpYy»KaloLLei cpeabl

JnHamnKa npoaax «3eneHbix» TOBapOB
€ 2000 r. no TeKywWwmi nepunog,

AKTMBHBI POCT NPOJaK 3eNeHbIX TOBAPOB Ha NPOTsKeHNM BCero o603HaueHHOro neproaa
C 3amenneHviem B 2022 .

XapakTepuctiKka notpebutenen,
BbIOMPAIOLLMX «3eNeHble» TOBapbI
n «3eneHble» CTM

- Jlioan C LOXOMOM BblLLEe CPEAHETO;

« COLMANIbHO OTBETCTBEHHbIE;

+ OPUEHTUPOBAaHHbIE Ha YCTONUMBOE NOTpebneHue;

« NoTpebuTeny, uyBCTBUTENbHbIE K BOMPOCaM 340POBbSA (aNeprukn U T. 4.);
« MOJIO10€ NMOKOJIEHNE;

« KUTENN MEranonncos

Moka3zatenb noanbHoctn K CTM ana ceten

[MoBTOpPHblE MOKYMKK

MpucyTcTBME B nopTdene KoMnaHmm
«3eneHbix» CTM

«3eneHble» CTM B nopTdene ceTeit: «Ynblbka Pagyru» — Ecologica; «Mepekpectok» — «3ene-
HaA NuHUAY; «JleHTa» — «JleHTa DKo», nocne pebperamnHra «fleHTa life»; oTaenbHble ToBapbI
nog mapkoim cetut «OKEW»
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AHKeTa cocToAna 13 NATM OCHOBHbIX 6510KOB. Bo BCTYNU-
TENbHOW YacTW PEeCnoHAEHTaM pPa3bACHEHANOCb Orpe-
JeneHne CobGCTBEHHOW TOProBOM MApPKKM, MOACHANNCH
3afjaun uccnenoBaHus. B 6noke, noceaweHHom CTM
po3HunuHbIx FMCG-ceTel, ycTaHaBNMBANOCh, ABNAETCA N
pecnoHaeHT nokynatenem CTM u Kakune pakTopbl MMetoT
3HaueHue npu nokynke CTM (no naTtubanibHON LWKane
JlukepTa).

B xome rnyOUHHBIX WHTEPBbLID 3KCMEpPTbl COLINUCH
BO MHEHMU, UTO Yy POCCMINCKOrO NOTPebrTENa HET YETKOTO
MOHUMAHWS TOrO, UTO TaKOe «3efieHble» ToBapbl. OTMETUM,
UTO 3TO HeJOMOHVMaHMe HabMgaeTCA BO BCEM MUPE: CO-
rnacHo aaHHbiM GFK, TonbKko 19 % nokynaTtenen no scemy
MUPY MOFYT Ha3BaTb OpeHf, KOTOpPbIA ABAAETCA 3KOJMOo-
rMYeCKN YNCTbIM, U TONIbKO 25 % [0BepAT 3aABNeHUAM
KOMMaHWI1 0 CBOeM 3KONOTMYeCKOM ydyacTun'.

B cBA3M ¢ 3TMM pecrnoHaeHTaMm 6bifo NpepiioKeHo
BbIOpaTb MOAXOAAWME ANA OMNpefeneHnn «3efeHoro»
TOBapa KpuTepmm (BOMpocC ¢ MHOMXeCTBEHHbIM BbIGOPOM
1 cBOGOAHBIM OTBETOM).

B pamkax coumanbHo-gemorpaduryeckoro 6oka aHke-
Tbl 6bI1a COBpaHa NHOPMaLIMA O PeCNOoHAEHTaX: BO3pacT,
noJ, pa3Mep HaCeNIEHHOro NyHKTa — MeCcTa NPOXMBaHMS,
CoOCTBEHHasA OLUeHKa GUMHAHCOBOrO MOJSIOKEHNA CEMbMU,
Hanunume geTen n nx Bo3pacT.

CoumanbHo-gemorpapuyeckme XapakTepUCTUKN pe-
CMOHAEHTOB NpefCTaBieHbl B Tabn. 4.

T GFK. (2023). Private Label FMCG opportunities. https://www.
gfk.com/blog/private-label-fmcg-opportunities-in-2023  (Private
Label FMCG opportunities, 2023).

Kak nokasblBaloT pe3ynbTaThl aHanM3a couuanbHo-ae-
Morpadurueckmx XxapakTepucTuK, HabnogaeTcs HepaBHO-
MepHaa HanoJIHEHHOCTb rPynn No reHaepHOMY NpU3Ha-
Ky: 69,2 % pecrnoHOeHTOB — »KeHLWHbI, B TO BPeMA Kak
myumnH 30,8 %. bonblasa yacTb pecnoHaeHToB (40,2 %)
nonagatT B BO3PaCcTHOW AMana3oH MUEHNanoB — 24—
39 neT, B TO BpeMsA Kak BCEro Tpem pecrnoHaeHTam Obiio
6onblie 80 neT, YTo 06BACHASTCA B TOM UYMCIE OHMalH-
dopmaTtom aHkeTpoBaHusA. Y 57,1 % pecroHAeHTOB ecTb
aetn. bonbwunHcTBO pecnoHgeHToB (41,6 %, 155 yen.)
OLEHMNIN CBOE MaTepuanbHOE NOJIOKEHME KaK CpefHee.
BONbLWMHCTBO PECNOHAEHTOB — 3TO XWUTENW Meranonu-
coB — Mocksbl 1 CaHKT-leTepbypra, 06Lias nx Jons B Bbl-
60pke cocTaBuna 43,4 %.

KonnuectBo pecrnoHfeHToB, XoTA 6bl MHOrAA MOKY-
natownx CTM, coctaBuno 321 ven., nnn 86,1 % BbIbOPKU
(Bcero 6b1n10 nonyyeHo 373 3aMoNHeHHble aHKETbI).

CraTnctnyeckasa npoBepkKa runores

Mpexne Bcero npoBepsAnacb BblCKa3aHHaA 3Kcnep-
TaMK rMnoTtesa 06 oTCyTCTBUM y NOTpebuTenel equHOro
onpeaeneHnsa «3efleHoro» ToBapa. B aHkety 6bin pobas-
NeH OTKPbITbI BONPOC O TOM, YTO POCCUNCKME MOKyMa-
TeNIM CYMTAIOT XapPaKTEPUCTMKAMK «3€eNeHbIX» TOBapPOB.
B 1abn. 5 npefcTaBneHbl arpermpoBaHHblie OTBETHI yYacT-
HVKOB B NOpsAAKe yOblBaHWA YacTOTbl (BaXKHOCTH).

Kak MOXHO BUIETb M3 pe3ynbTaToB OMpocCa, rnmno-
Tesa H1 noaTteepxaeHa, OONbLWINHCTBO PECNOHAEH-
TOB CBA3bIBAET MOHATME «3eNEHOro» ToBapa B MEPBYIO
ouepefb C HaTypasibHbIMU UHFpeaneHTamm (68 %) u 6e3o-
MacHOCTbIO ;aHHbIX TOBAPOB A/1A 340poBbA (60 %). Ha 3-m

Tabnuya 4 - CoyuansHo-0emozpaguyeckue xapakmepucmuku pecnoHOeHmos

Table 4 - Socio-demographic characteristics of respondents

Xapaktepucrtuka BapuaHTbl KonnuectBo pecnoHgeHToB | [lonA Bbi6opky, %
Mon My>kckon 115 30,8
KeHckun 258 69,2
[o 23 (nokoneHue Z, 3ymepbil) 929 26,5
24-39 (nokoneHwue Y, MunneHvanbl) 150 40,2
Bo3pacTHble KoropTbl 40-56 (nokoneHue X) 72 19,3
57-79 (6ymepbi) 51 13,7
80 1 cTapue («<MonYanBoe NoKosieHme») 1 0,3
Hanwnune geten fla 213 >7)1
Het 160 42,9
OyeHb HU3KKIA 17 4,6
OueHunBaembll ypoBeHb Huskuia . 86 230
61arocoCcTosHNs Cpeanni 155 416
Bbiwe cpenHero 74 19,8
Bbicokuni 41 11,0
HaceneHHbIn NyHKT MeHee 12 TbIC. )Kutenemn 7 1,9
Manbii ropog 18 4,8
CpegnHuii ropog, 30 8,0
Pa3mep HaceneHHoOro bonbLuoi ropog 42 11,3
NyHKTa — MecTa NPOXK1BaHMA | KpynHbIA ropog, 37 10,0
KpynHenwwni ropog, 47 12,6
[opoa-MUNANOHHNK 30 8,0
Meranonnc 162 434
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Tabnuya 5 - Xapakmepucmuku «3eJieHbix» moeapos N0 MHeHUI0 pocculickux nompebumerneti
Table 5 - Characteristics of green products as perceived by Russian consumers

ST T KonunuectBo Hona
pecnoHAeHTOB | BbIGOpKM, %

CaenaHbl U3 HaTypanbHbIX MHIPeANeHTOB 254 68,1
be3sonacHbl ana 3goposbA 223 59,8
YnakoBKa TOBapOB BbINOSIHEHa 13 BUOpPa3naraemoro cbipbs 207 55,5
YnakoBKa TOBapOB NPUroAHa Ans BTOPUYHO NepepaboTkm 195 52,3
bes Bpepa/c MUHVMaNbHbIM HEraTMBHbBIM BO3AENCTBMEM Ha OKPY»KaloLLyio cpeay 177 47,5
M3roToBneHbl 6€3 BpefHbIX Ansi 340POBbA KOMMNOHEHTOB 168 45,0
ToBapb! 4N1A 340POBOro 06pasa XN3HN 116 31,1
C nob6aBneHmem HaTypasibHbIX UHIPeANEHTOB/KOMMOHEHTOB 105 28,2
Pecypcoc6eperatowyre ToBapbl (3HeprosdpPpeKTMBHbIE, IKOHOMMUA BOALI NPY MPON3BOACTBE U T. A.) 103 27,6
[MnoannepreHHble TOBapbl 87 23,3
Opyroe 6 1,8

N 4-M MeCTax HaxoauTcA «npaBuSibHasA» yNnakoBKka — 6uo-
pasnaraemas unu nepepabatbisaemas (56 %). Tosapbl 6e3
Bpeda Wnn ¢ MMHUMAsbHbIM HeraTMBHbIM BO3AENCTBUEM
Ha OKpY>KaloLLylo Cpey 3aMbIKaloT TOM-5 XapakTepucTuk
(48 % ot 00Lero yncna pecnoHAeHToB). Apyrumm Bax-
HbIMW CBOMCTBaMM «3eneHblx» CTM pecnoHaeHTbl counu
OTCYTCTBME BPEAHDbIX ANA 300POBbA KOMMOHEHTOB (45 %)
1 BO3MOXXHOCTb 1CMONb30BaHNA TEMM, KTO NPUAEPKIMBa-
eTcA 340poBoro obpasa xusHu (31 %).

Ina nposepkn rmnotesbl H2 0 TOM, YTO UeHa He ABNA-
€TCA eVMHCTBEHHbIM KpuTeprem Bblbopa CTM gns poc-
CUIACKMX NOTpebuTenein, pecnoHaeHTam, XoTa Obl MHOrAa
nokynarowmm CTM, 6bifI0 NPeanoXeHo OLEHUTb CTe-
neHb CBOEro COrnacua C yTBEPXKAEHNAMM O BaXXHOCTU Xa-
PaKTEPUCTUK TaKUX MapOK (arpernpoBaHHble pe3ynbraTbl
npencTaBneHbl B Tabn. 6).

Takum obpaszom, runotesa H2 6bina noaTBepXaeHa.
XoTs gnAa OONbLIMHCTBA OMPOLEHHbIX MOTpebutene
BaXXHO Pa3yMHOE COOTHOLLEHMEe LeHbl 1 KavectBa CTM
(77 %), 5TO He eOVMHCTBEHHbIN KPUTEPUIA BbIbOpa Takmx
MapoK. BaxHbl Takxe NOHATHasA, MHGOPMaTMBHAA Yyna-
koBka CTM (71 % pecnoHAEeHTOB), KayeCcTBO 1 CTabuib-
HocTb KauectBa CTM (70 %), foBepwe K ceTu, peanusy-
towen CTM (67,6 %). B pe3ynbraTe, HECMOTPA Ha TO, YTO

LleHOBOW GaKTOp BXOAUT B TOM-5 OTBETOB PECMOHAEHTOB,
CYLLeCTBYIOT 1 ApYyrve NPUYKHBI MOKYMKM.

Jna nposepku runoTesbl H3 o cywectsoBaHUM rpynn
POCCUNCKMX MNoTpebuTenen, otaalwwWmMx npeanoyYTeHne
CTM ¢ «3eneHbIMU» XapaKTePUCTUKaMW, B aHKeTy Obin
nob6asnieH BONPOC OTHOCUTENBHO MOZENV NOBEAEHUA MO-
TpebuTenen.

B uenax onpepeneHus CBA3N MeXAY XapaKTepucTu-
Kamy noTpebutenein 1 CKNOHHOCTbIO MPUobpectn «3e-
nenyto» CTM 6bina nocTpoeHa perpeccus 3aBUCMMOCTU
dakta nokynku «CTM 6e3 Bpefa / ¢ MUHMMaNbHbIM He-
raTVBHbIM BO3[ECTBMEM Ha OKpY»atoLlyto cpeny» (ogHa
N3 XapaKTepUCTUK «3eNeHOoro» ToBapa, No MHeHuo 48 %
PecrnoHAeHTOB) OT CKAOHHOCTU PEecroHAeHTa nopanep-
XMBaTb 3[0POBbIA 06pa3 XM3HM, BO3pacTa PecrnoHaeH-
Ta, HAJIMUMA MANeHbKNX AeTel, OLEHKM MaTeprasibHOro
MONOMEHMSA, TMNa HaceneHHOro NyHKTa. KospduumeHTs
npu 06DBACHAIOWMX NEPEMEHHbIX B JaHHON crneunduka-
UMM He MMelT OCOBEHHOTO SKOHOMUYECKOFO CMbICA,
AJ1A Hac 3TO B HEKOTOPOM POAE aHanor Moenu accouu-
aTUBHbIX MPABWJI, PACCUMTbIBAEMON HA BONbLUNX AAHHbIX
M YCTaHaB/MBAKOLWEN aCcCOLMATMBHYIO CBA3b MeXay no-
TPebnUTEeNbCKNUM BbIGOPOM 1 NMOTPEOUTENBCKUMUK XapaK-
Tepuctukamun. OgHaKo JaHHas Mofenb MOKa3blBaeT, UTo

Tabnuua 6 - Ton-6 napamempog npu 8vibope CTM
Table 6 - Top-6 parameters for choosing PLs

«Mpwn nokynke CTM po3HNYHbIX ceTen KonunuecTtBo cornacHbix/
Lonsa Bbi6opKu, %
ONA MeHA BaXHoO...» aA6CONIOTHO COrNacHbIX PECNOHAEHTOB

PasymHoe cooTHolleHune «LeHa/Kavyectso» CTM 287 77,0
MoHATHaA nHpopmauua Ha ynakoske CTM 265 71,0
KauecTBo, ctabunbHocTb Kavectea CTM 260 69,7
[HoBepwe K cetn, peanusytowenn CTM 252 67,6
LleHa, ctabunbHOCTb LieHbl CTM 236 63,2
3a6ota CTM o 380poBbe (HaTypanbHble KOMMOHEHTbI, 179 480
rMnoannepreHHoCTb U T. 4.) '
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pAL XapaKTEPUCTUK PECNOHAEHTOB, BEPOATHO, 3HAUNMO
BNMAET Ha Bblbop Mokynku «3eneHow» CTM. B uacTHo-
€U, Ha 1%-HOM YpOBHE 3HauuM GaKTOP MPUBEPKEHHO-
CTU pecnoHfAeHTa BefEeHWI0 3[0POBOro obpasa KuU3Hu,
Ha 5%-HOM ypoBHe 3HauMMm paKTop BO3pacTa MOKynaTte-
NA: YeM CTapLue PecnoHAEHT, TEM MeHbLLE Y Hero XenaHus
otaaBatb npeanouteHne CTM 6e3 Bpeaa / ¢ MUHMMasb-
HbIM HEraTVBHbIM BO3[ECTBMEM Ha OKPYXKaloLLyto cpepy.
Mpy 5TOM He BbISIBAIEHO Pa3fiMumnin B CKIIOHHOCTM NPUo6-
petatb «3eneHble» CTM mexay MunneHnanamu 1 nokosne-
H/MeM Z, 4TO Tak»Ke COOTBETCTBYET pe3yfibTaTaM pafa co-
BPEeMeHHbIX nccnepgoBaHui [fepacumenko, 2021].

He3HauMMbIMK C TOUKU 3pEeHUA BAMAHUA Ha MOKYM-
Ky «3eneHbix» CTM oOKasanucb Hanuuve peTert Mnaguue-
ro AeTCKoro Bo3pacta (go 3 ner), 6onee BbICOKMIA AoXo[,
NPOXMBaHME B MEranosiuce, a TakXe Hanuume y MokKy-
naTena CroXHocTen co 3popoBbem. QakTopbl U X 3Ha-
YMMOCTb MpeacTaBfieHbl B Tabn. 7 (KoapduumeHTsl ony-
LWeHbl, TaK Kak WX WHTeprpeTauMsa He MMeeT CMbICNa).
B Tabn. 8 npusefeHbl napametpbl mogenu. CtaTncTmka
R? o3K1paaemo HeBblCOKas, XOTA F-CTaTUCTMKA BanugHa.

Tabnuya 7 - Modesnb 1uHeliHO20 pe2peccuoHH020 aHanusa 1
Table 7 - Linear regression analysis model 1

MapKETMHFOBbIe MoAenun, NPakTUKN N TpeHAbI: BbI3OBbI N NEPCNEKTUBbI PErMOHa bonbuwon EBpa3VWI

Tabnuya 9 - Modesnb TuHeliHO20 pe2peccUOHHO20 aHanu3a 2
Table 9 - Linear regression analysis model 2

Mopgenb 3HauMMOoCTb
CTM nogxoaut pna geten 0,025
Hanunuune yHMKanbHbIX XapakTepUCTUK,
oTnnyatownx faHHyto CTM oT fpyrux «3eneHbix» 0,09
6peHzoB
CoumanbHas otBeTcTBeHHOCTE CTM (O0TYMCneHuns
Ha 6naroTBOPUTENbHOCTD C NPOAAXK NPOAYKLUNY; <001
ABNAETCA TOBAPOM, NPOV3BEAEHHbIM oAbMM C !
OorpaHMYeHHbIMN BO3MOXKHOCTAMU, U T. A.)
3a6ota CTM o 3g0poBbe (HaTypanbHble <001
KOMMOHEHTbI, r’MMnoaniepreHHoCTb N T. 4.) !

lMpumeyaHue: 3aBucnMas nepemeHHas — Toap CTM 6e3 Bpega
/ C MMHUManNbHbIM HeraTMBHbIM BO3AENCTBMEM Ha OKpPYXKaloLLyto
cpepny.

Tabnuuya 10 - Mapamempel modenu 2
Table 10 - Model 2 summary

R? CKoppeKTMfosaHHbm F-cTaThcTUKa 3HAYMMOCTb
R F-cTaTncTnkmn
0,60 0,60 95,8 <,001

Mopgenb 3HauMMoCTb
CrapatoCb NpugepK1BaTbCA NPUHLUNOB 0,006
3[0POBOrO NUTaHUsA !
Bospact 0,017
Hanwuune peten o 3 net 0,548
MaTepuranbHoe nonoxeHue 0,672
MImeto cnoXHOCTM CO 300POBbeM,
nprobpeTato ToBapbl, NoAxoaaLLmMe MHe Mo 0,676
napameTpam MOEro 340poBbA
HaceneHHbI NyHKT NpoXnBaHNA 0,442

lpumeyaHue: 3aBucuMas nepemeHHas — Tosap CTM 6e3 Bpega
/ € MUHUMaSbHbIM HeraTMBHbIM BO3AENCTBMEM Ha OKpPYXKaloLLyto
cpegny.

Tabnuya 8 - Mapamempei modenu 1
Table 8 - Model 1 summary

R CKOppeKTVIEOBaHHbIVI F-cTaTncTnKa 3HauMMoCTb
R F-cTatncTukmn
0,29 0,28 16,2 <,001

Take 6blna NocTpoeHa Mofesb, yBA3blBatowan GpakT
nokKynku «3eneHo» CTM C HEKOTOPbIMK XapaKTepUCTK-
KaMy TOBapa: NPUMEHMMOCTb ANA NUTAHWA AeTeu, Ha-
nuuune y CTM yHMKanbHbIX XapakTepuUCTMK, coLuanbHas
OTBETCTBEHHOCTb AaHHoi CTM (oTumcneHusa Ha 6naro-
TBOPUTENBbHOCTb C NPOAJaXk TOBapa; TOBap, Npon3BefeH-
HbI NOAbMU C OFPaHNYEHHBIMU BO3MOMXHOCTAMU, U T. 4.),
HanuuMe HaTypanbHbIX KOMMOHEHTOB W runoannep-
reHHOCTb, TO ecTb 3aboTa «3eneHoi» CTM o 3a0poBbe.
B 1abn. 9 1 10, Kak 1 B MOAenu Bblle, MPUBEAEHbI 3HAUU-
MOCTb paKTOPOB U MapaMeTPbl MOAENN.

Moutm Bce ¢akTopbl, WCMNONb30BaHHble B [daH-
HOW cneunduKaumm, 3Ha4YMMbl AnsA GpakTa nprobpeTeHns
«3eneHoi» CTM. Tak, Ha 1%-HOM ypoBHe 3HaurMbl paKkTop
3a601bl CTM 0 300poBbe 1 coLualibHas OTBETCTBEHHOCTb
MapKK; Ha 5%-HOM ypOBHe 3HauyMMO TO, UTO «3efieHas»
CTM noaxoaut ana geteit. Takxke BaxkeH paKTop Hannuus
y CTM yHMKanbHbIX «3efIeHbIX» XapakTepUCTUK, OTINYAI0-
LMX ee OT NPOYNX TOBApPOB B laHHOM cermeHTe (Ha 10%-
HOM YPOBHE 3HaUNMOCTH).

3AKNIOYEHUE

B pe3ynbTate npoBeeHHOro SMNUPUYECKOro NCCnefoBa-
HWA OblN BbIABMIEH JOCTAaTOYHO BbICOKWI YPOBEHb OLIEHKM
KnueHTcKoro onbita nokynkn CTM. Ecnm ewe HepfaBHO
yposeHb fosepua K CTM 6b11 HU3Kum 1 Tosapbl CTM BoC-
MPVHUMANNCb Kak ToBapbl H3Koro KadectBa [Cherenkov
et al.,, 2020], To ceituac csoi onbIT nokynok CTM 70 % pe-
CMOHAEHTOB OLEeHWUN Ha 7 13 10 BO3MOXKHbIX 6annos.

YCTaHOBNEHO, UTO LieHa He ABMAETCA eMHCTBEHHbIM
KpuTepuem Bblibopa CTM, cpen apyrmx BaxHbIX $GaKkTo-
poB - cTabunbHocTb KayectBa CTM, «roBopALasn», WH-
dopmaTrBHan ynakoBKa, JOBEPUE K CETU, peanusyioLlei
CT™M.

Yawe gpyrux npegnouteHune «3eneHbim» CTM oTgator
noTpebuTeny, OpUeHTMPOBaHHbIE Ha 340POBbI 06pa3
XM3HW. Yem mnagwe notpebuTtenn, Tem 605ee OXOTHO
OHM nokynatot ToBapbl CTM ¢ «3eneHbIMU» XapakTepu-
CTMKaMW.

MoTeHUManbHbIMKM  NOKynaTenAmMy «3eneHbix» CTM
MoryT 6bITb NOTPebUTeny, AnA KOTOPbIX BaXHa YHUKasb-
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HaA cocTaBfALWan ToBapa, AN KOro HeobXxoanmo, yTto-
6bl TOBap noaxonun AnA peteir. 3T noTpebutenn xayTt
ot CTM HaTypanbHOro coctasa 1 3ab0Tbl O 310POBbE.

Yto kacaetca CTM c «3eneHbiMU» XapaKTepucTuka-
MU, TO OONBLUMHCTBO PECMOHAEHTOB MOf «3€feHbIMU»
TOBapaMuM NMOHVMAIOT B NEPBYI0 ouepedb TOBapbl C HaTy-
panbHbIMU VHrpefMeHTaMmn 1 6e3onacHble Ans 300POoBbS,
C YNakoBKOW, MPUrogHon AnA BTOPUYHOrO MCNONb30Ba-
HuA. ToBapbl 6e3 Bpefa WA C MUHUMASIbHBIM HEraTuB-
HbIM BO3[ENCTBMEM Ha OKPYXaloLylo Cpefy 3amblKaloT
TOMN-5 XapaKTePUCTUK «3eNIeHbIX» TOBAPOB.

[oBOpA O pekomeHpaUuMAX ANA MPaKTUKOB puTenna,
OTMETMM, YTO PO3HNYHBIM CETAM CTOWT He TOJIbKO aKLeH-
TUPOBaTb BHMMaHWE Ha CO3faHumn «3eneHbix» CTM, HO
n chopmMmpoBaTbh PasymMHbIN H6anaHC OTBETCTBEHHOCTM
1 smoumnoHanbHoct. CrnepyeT AeTanbHO MpopaboTaTb
ngeHtnyHoctb CTM, NOCKONbKY K POCTY AONITOCPOYHON
NOANBHOCTU BeAeT YAOBNETBOPEHME SMOLMOHANbHbIX
noTpebHoCTeN 1 NOTPeOHOCTN BO BreyaTieHnsX.

BbicoKaa oueHKa KJIMEHTCKOro onbita notpebneHus
CTM moxeT 03HauaTb, YTO puTensiepam CTOUT 3agyMaTb-
CA O MpUBA3KE BbICOKOKAUECTBEHHbIX «3eneHbix» CTM
K MIMEHW CeTU: CenaTb UX MapKow CeTu, NOBbICKB JI0A/b-
HOCTb K Hell, U HA0bOPOT, NoaAePKaTb NoANbHOCTL K CTM
3a CyeT penyTauuu CeTu.

Mo pe3ynbTaTam WCCNeAOBaHWA TakXe BblAABIEHA
BaxHaa ponb ynakoskun CTM B coBeplleHUM MOKyn-
k. CrnepoBaTeNibHO, puTeiiepam Heobxoaumo 3amy-
MaTbCsl O MPUMEHEHUN OPOCKON «3eSIeHON» MAPKMPOB-
Ku C JanbHenWwrm obyyeHeM noKynaTenei ¢ NOMOLLbio
MapKETUHIOBbIX KOMMYHMKaUui. B To xe BpeMA HyXHO
BblepKaTb 6anaHC U NPeANoXmTb NOKYNaTenio SMoLmo-
HanbHyl0, BOBNEKAMOLWYI YMAaKOBKY, BO3MOXHO, C 3fe-
MeHTamn renmmndukaunm. MoxHo pacckasaTb O Mmiocax
1 nonb3e NpofyKTa AnA notpebutens (pesynsTaTbl Halle-
ro nccyiefoBaHmMa roBOPAT O BaXHOCTU JaHHOMO apryMeH-
Ta AnA nokynatensa npu Bblbope). boicTpounTtaemas yna-
KOBKa C MaKCMMaslbHO YeTKoN uHdopmaumen Tpebyetcs

ANA nogaepxaHna BHMMaHUA nokynatenen nokoneHns Z,
KOTOPbIM BaXXHa CKOPOCTb MOKYMKM Y MUHUMAbHbIA KOH-
TaKT B MOMEHT NOTPeOKTEeNbCKOro Bolbopa.

CTonT OTMETUTb HEeKOTOpble OrpaHUYEHUs, KoTopble
MPUCYTCTBYIOT B paboTe 1 MOryT ObITb yuTeHbl NPy Aanb-
HenwWnX NCCNefoBaHNAX. JTO HepaBHOMEpPHOe pacnpe-
[eNeHre PecrnoHAEHTOB MO HEKOTOPbIM MapameTpam:
HepaBHaA [oNA My>KUUH U KeHWWH (69 % n 31 % cooTBeT-
CTBEHHO), HepaBHOMEPHOE pacnpefeneHe no Bo3pact-
HOMy Arana3oHy, YTo MOTJIO CbirpaTb CBOIO POJIb B UTOrax
NPOBEPKN rMNOTe3bl OTHOCUTENbHO MPEANOUYTEHUA MO-
KoneHua Z npu Bblbope «3eneHbix» CTM. bonbwnHcTBO
pecrnoHAeHTOB OLEHWIN CBOEe MaTepranbHOe MONoXe-
H/Me KaK CpefHee 1 Bblle CPeHEero, YTo Takke MOrNo
HeraTMBHO CKa3aTbCA Ha OMPOBEPXKEHWM B3aUMOCBA3N
Bblbopa ToBapoB CTM ¢ «3eneHbIMW» XapaKTeprUCTMKamu
1 NoKynaTenemn, UMeIoLWrX BbICOKUIN AOXOA. 43 % pecrnoH-
LEHTOB — XWUTENN MEranosmca, 3To TakxKe MOro NoBANATb
Ha pe3ynbTaTbl OLEHKW rMnoTe3bl O B3aMMOCBA3N Mpea-
nouyteHna TosapoB CTM ¢ «3efieHbIMM» XapaKTepuCTuKa-
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Abstract. With the advancement of technology, many habits of people have changed. One of these is the habit of ordering food.
While people used to place food orders through traditional means such as phone or email, nowadays, they can do so more quickly
and easily through mobile food ordering applications (MFOAs). The increasing use of MFOAs has necessitated the exploration of
factors influencing individuals’intention to reuse these applications. The aim of this study is to investigate the factors influencing
individuals’ intention to reuse MFOAs. The study is based on marketing theory and the Unified Theory of Acceptance and Use
of Technology 2 (UTAUT2) model. In addition to the seven variables proposed by UTAUT2, variables related to the characteristic
features of MFOAs, such as online reviews, online ratings, and online order tracking, have been added to the same model. The
research data were obtained from surveys conducted with 441 MFOA users between December 2021 and March 2022. The col-
lected data were analyzed using structural equation modeling in the R Software. As a result, it was observed that online ratings,
effort expectation, online order tracking, price value, habit, and hedonic motivation variables have a significant and positive
impact on the intention to reuse MFOAs. Social influence, facilitating conditions, performance expectation, and online reviews
were found to have no effect on customers’ reuse intentions toward MFOAs. The findings of the study provide insights into un-
derstanding consumer preferences and purchase intentions, offering a prediction for MFOA service providers competing for a
larger market share.
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dakTOpsI yaepsKkaHUuA nHoTpedHuTe1ei B paMmkax moaeau UTAUT2
WU.K. dpaem, K. Yenuk
bapTbiHCKUiA yHBepcuTerT, I. bapTbiH, Typuma

AHHOTauuA. HoBble TEXHONOMN CYLIECTBEHHO TPaHCHOPMUPYIOT NPUBLIYKM NOTpebuTenen, B TOM Yncie B chepe [OCTaBKM
NPOAYKTOB MUTaHWA 1 roToBbIX 6ntoa. TpaAMUMOHHO 3aKa3bl 0GOPMAANUCL MO TenedoHy UK SNEKTPOHHON NOUTe, OLHAKO pa3-
BUTME CPeLCTB KOMMYHUKaLMN NPKBENO K co3faHuto 6onee s¢pdeKTMBHOro 1 6bICTporo cnocoba pasmelyeHna 3aka3os — Yepes
Mo6unbHble NpunoxeHna no goctaske eabl (MFOA). C pocTom nx nonynsapHOCTY BONPOC M3yyeHWs noBefdeHns notpebutenei
CTaHOBUTCA elle 6onee akTyanbHbIM. CTaTbA HampaBieHa Ha M3yyeHne GaKTOPOB, BAUAIOLMX Ha HamepeHUA notpebutenei
AJIUTENbHO UCMOJb30BaTb MOOUNbHBIE MPUOXKEHUA NO AOCTaBKe efpbl. MeTogonornyeckas ocHoBa paboTbl NpefcTaBieHa Knac-
CUYECKON Teopmeil MapKeTUHra. MeTofibl NcCnefoBaHNA — MOLENNPOBaHNE CTPYKTYPHbLIMI ypaBHEHUAMY, GakTOPHbIA aHanus.
NHpopmaumoHHyio 6a3y paboTbl cocTaBuny AaHHble onpoca 441 nonb3osatena MFOA-npunoxeHuid Typumm, npoBeAeHHOro B
Jekabpe 2021 r. — mapTe 2022 r. ina c6opa faHHbIX NCMOfb30BaNach aHKeTa Ha OCHOBE afaanTUpoBaHHoN mogenu UTAUT2: cemb
WCXOAHbIX MepeMEeHHbIX AOMONHEHbI TPeMA napameTpamu, cneunduyHbIMU AN MOOUAbHBIX NPUOXKEHWUIA, — HaNIMYMEM OT3bl-
BOB, PEVITUHIOB 11 BO3MOXHOCTbIO OTC/IEXKMBAHNA 3aKa3a OHNanH. [ofyyeHHble AaHHble aHanM3PoBaNMCh B CTAaTUCTNYECKON
nporpamme R Software. PesynbtaTbl uccnefoBaHuA NoKasbiBaloT, UTO HAa HaMepeHUe noTpebuTenei pasmellaTtb 3aKasbl yepes
MFOA-NpunoxeHns cyLLecTBEHHO BANAIOT WeCTb GaKTOPOB: JOCTYNHOCTb PEATUHIOB, MPOCTOTa UCMONb30BaHWA, OHNANH-TPe-
KVHT, LLeHOBas MONNTMKA, NPYBbIYKA U CTPEMIIEHME K rejoHN3MY. B TO e Bpems Takume GaKTopbl, Kak BNNAHME COLManbHON Cpefpl,
TEXHUYECKME XapaKTEPUCTUKN NPUNOKEHWIA, NX 06LLaA NONE3HOCTb 1 OHNANH-OT3bIBbI, HE OKa3blBalOT 3HAYMMOTO BIMAHUA Ha
CcTpemreHue K JanbHelilemy UCMoNib30BaHWIO NPUOXKEHNIA. BbiBoabl nccnefoBaHna BHOCAT BKNag B U3yyeHue notpebutenb-
CKMX NPEANOYTEHMNIA N MOTYT ObITb MOME3HbI KOMNaHWAM, Ucnonb3yowmm MFOA-NPUNOXeHNA ANA YBENNYEHNA UX AONN PbIHKA.

KnioueBble cnoBa: notpebutenbckoe noefeHue; yaepKaHnue KANEeHTOB; MOCTOAHHbIE NONb30BaTeNyN; MOOUIbHbIE NPUIOXe-
HWA; gocTtaska efbl; UTAUT2; Typuua.

Nudopmauymsa o ctatbe: noctynuna 6 Hosdps 2023 r.; aopaboTaHa 29 gekabps 2023 r.; ogobpeHa 16 AHBapaA 2024 1.

Ccbinka gna yntuposaHus: Erdem LK., Celik K. (2024). Why do people use mobile food ordering apps?: Extended UTAUT2 //
Ynpaenereu. T. 15,N2 3. C. 99-119. DOI: 10.29141/2218-5003-2024-15-3-7. EDN: COEGNA.
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INTRODUCTION

The modern lifestyle, with its fast pace and heavy reliance
on technology, is driving consumers to shop via mobile
applications [Celik, Ozkose, 2023]. Individuals are always
looking for new ways to simplify their daily duties and fit
them into their schedules. Innovative solutions enable a
variety of possibilities, from home deliveries to logistics
service providers depositing e-commerce goods at au-
thorized collection places, particularly in the last-mile
logistics services. Urban logistics services include home
delivery services, which are a convenient choice for on-
line customers. Additionally, home delivery services are
becoming much more important since customers want
their purchases to arrive at the appropriate time, location,
amount, and condition owing to mobile phone applica-
tions [Belanche, Flavian, ve Pérez-Rueda, 2020].

In the digital era, digital transformation has become
a means to gain a competitive advantage in countries or
industries. Traditional platforms are continuously digitiz-
ing, and businesses are creating more value for them-
selves by utilizing digital technologies [Celik, Ayaz, 2022;
Singh, Sharma, Dhir, 2021; Verhoef et al., 2021]. In recent
years, one of the businesses undergoing active digitaliza-
tion is restaurant business. It receives orders and reaches
customers through mobile food ordering applications
(MFOAs). MFOAs are rapidly spreading worldwide [Su et
al., 2022], especially since the outbreak of COVID-19 in
2020, when there was a significant increase in demand for
food ordering and delivery services [Hobbs, 2020]. Major
food delivery application providers reported a notable
rise in orders and deliveries as a result of the global spread
of COVID-19 and the years that followed'. Furthermore, in
response to the pandemic, a growing number of catering
companies are shifting from offline to online services?.
One factor driving this increase was the introduction of
food options that could be consumed at home and save
time [Raza, Asif, Akram, 2022].

The substantial rise in the smartphone user base has
greatly accelerated the expansion of mobile applications
by encouraging their adoption and use. Mobile applica-
tions have now become central and integral to daily life,
facilitating various needs, and changing the entire busi-
ness ecosystem to adapt to changing consumer habits.
They are increasingly being used to promote businesses
and have become a crucial part of people’s daily lives.
Mobile applications are developed to meet various needs
that can be easily accessed from smartphones, making
them user-friendly and downloadable [Cheng et al., 2020].

The proliferation of mobile devices and the develop-
ment of the Internet have transitioned food ordering and
delivery services from telephone or online services to be-

" Curry D. (2023). Food delivery app revenue and usage sta-
tistics 2023. Business of Apps. https://www.businessofapps.com/
data/food-delivery-app-market/#4

2 ReportLinker. (2021). Online Food Delivery Services Global
Market Report 2021: COVID-19 Growth And Change To 2030.
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ing primarily used through mobile applications, thanks
to platform service integration and artificial intelligence
technology [Song, Ruan, Jeon, 2021]. It is estimated that
the revenue in the online food delivery market will reach
1 trillion US dollars by 2023, with an annual growth rate
of 12.78%, and the projected market volume by 2027 is
expected to be 2 trillion US dollars. In the Food Delivery
segment, the number of users is expected to reach 2.5 bil-
lion users globally by 2027. The user penetration rate in
the Food Delivery segment was 25.2% in 20233,

Today, businesses strive to enhance their competitive
advantage in an increasingly complex and evolving busi-
ness world. For companies operating in a competitive
market, the importance of gaining a competitive advan-
tage is growing exponentially [Singh, Sharma, Dhir, 2021].
MFOAs providers aim to increase their competitive ad-
vantages and adapt to ever-changing customer demands
by offering their customers integrated platforms with
new technologies [Su et al.,, 2022]. MFOAs have given res-
taurant owners significant technological capabilities to
attract customers, transforming the restaurant industry
[Singh, Singh, Dhir, 2022]. While these applications revo-
lutionize how people shop for food, understanding how
consumers perceive these services is essential. Scholars
have shown increased interest in examining various as-
pects of these applications. Our comprehensive literature
review suggests a need to enrich the accumulated knowl-
edge about consumer behaviors regarding MFOAs. More
academic research will serve as a valuable guide in this
growing field worldwide.

One notable aspect of MFOAs is the availability of us-
er-posted online reviews and ratings. As a result, before
making a purchase, users of meal-ordering applications
consult these and contrast their experiences with those
posted online [Gupta, 2019]. Users are psychologically im-
pacted by reviews and ratings, which may lead them to
adopt other people’s advice, trends, or styles. Additionally,
customers can utilize the online order tracking feature in
applications to monitor the whereabouts and status of
their orders [Agarwal, Sahu, 2022].

There is general agreement from earlier research that
cutting-edge mobile features - like online ordering moni-
toring, online rating, and online reviews - have a big im-
pact on mobile ordering apps. Alalwan [2020] addressed
these topics in a study. Research is required to determine
how these factors can affect customer happiness and the
likelihood that apps will be reused, as well as how con-
sumers will perceive their utility and worth.

The aim of this study is to investigate the perceptions,
behavioral intentions, and reuse intentions of MFOA us-
ers. The central question addressed in the research is the
identification of factors influencing the reuse intentions

3 Statista. (2023). Online food delivery-worldwide. https://www.
statista.com/outlook/dmo/online-food-delivery/worldwide?
currency=usd.
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of users who have experienced these applications. The
objectives of the study include contributing to the exist-
ing literature and providing information to developers
and businesses dealing with these applications about
the precursors of customers’intentions to continue using
MFOAs. Additionally, the study aims to determine which
variables are determinants and offers practical insights to
businesses and application developers on areas to focus
on in order to maintain, sustain, and gain a competitive
advantage.

CONCEPTUAL FRAMEWORK
The service sector is currently experiencing significant
growth. Much of this growth is attributed to the increas-
ing use of the internet and widespread adoption of smart
devices [Celik, 2021). One of the business models in the
service sector is the use of MFOAs. This apps enable in-
dividuals to order food online. These apps provide us-
ers with the ability to easily view lists of restaurants and
menus, read customer reviews, make online payments,
and track their orders, all without the need for physical or
telephone communication with restaurants. Online food
ordering services operate on a business model that does
not involve food preparation but focuses on order place-
ment, payment, and tracking. The face-to-face interaction
in traditional commerce has been transformed by online
interactions on the internet. Consumers can shop online
through various apps, and businesses engage with them
by allowing them to search and place orders online. Com-
panies aim to deliver their services and products profit-
ably by implementing new methods of delivery and pro-
viding increased value to customers [Kaur et al., 2021].
Providers of food delivery services can be broadly
divided into two categories: third-party platforms and
direct delivery from restaurant to customer. Customers
submit orders through the restaurant’s internet platform
under the direct-from-restaurant-to-consumer delivery
approach. Particularly in small restaurants, the business
frequently uses its current workforce, such as waitstaff, to
make and deliver food to customers. However, for eater-
ies without their delivery service, third-party networks of-
fer online delivery options. In this case, restaurants utilize
independent contractors from platforms like Uber Eats
and Rappi. This model offers an efficient and cost-effec-
tive approach to food delivery [Li, Mirosa, Bremer, 2020].
MFOAs are essentially internet-based services facilitat-
ed through mobile applications. They allow customers to
order food and have it delivered to their doorsteps [Ray et
al., 2019]. MFOAs provide customers with a wide range of
choices and convenience, enabling them to place orders
from various restaurants using their mobile phones. In
this basic model, customers place orders with local busi-
nesses and expect the restaurant to deliver the food to
their doorsteps. Clients accustomed to online shopping
through mobile apps come to expect a similar experi-
ence when ordering food and beverages [Ramos, 2022].

Food is usually delivered to customers’ doorsteps without
requiring any direct physical interaction with restaurant
staff [Chotigo, Kadono, 2021].

While there are several factors contributing to the
popularity of online food delivery services, the most
prominent one is the convenience they offer [Cho, Bonn,
Li, 2019]. Through an app, consumers can access a variety
of food options from different restaurants anytime and
anywhere [Chai, Yat, 2019]. Additionally, consumers save
time (no need for cooking or going out to get food), can
choose based on the reviews of other people using a res-
taurant review system, and compare prices [Zanetta et al,,
2021].

Different theoretical models have been employed in
studies investigating customers’ intention, perception,
and actual behavior regarding the use of mobile food
ordering applications. These include the Expectancy Con-
firmation Model (ECM), Task-Technology Fit, the Technol-
ogy Acceptance Model (TAM), the Theory of Reasoned
Action (TRA), and the Unified Theory of Acceptance and
Use of Technology (UTAUT). The latter, particularly its ex-
tended version (UTAUT2), has become a popular theory
for predicting consumers’ behavioral intentions towards
adopting new technologies [Vinerean et al.,, 2022]. UTAUT
and its expanded version, UTAUT2, are currently among
the most popular models used to assess the intention
to use information technology [Venkatesh et al., 2003].
UTAUT comprises four core variables, namely facilitating
conditions, effort expectation, performance expectation,
and social influence. In an effort to broaden the scope
of UTAUT, Venkatesh, Thong and Xu [2012] extended the
model by introducing the variables of price value, habit,
and hedonic motivation, naming this extended version
UTAUT2. Previous studies have empirically analyzed how
the seven variables of the UTAUT2 model (habit, effort
expectation, performance expectation, facilitating con-
ditions, social influence, price value, and hedonic moti-
vation) are related to usage intention [Shaw, Sergueeva,
2019]. When reviewing previous research related to mo-
bile food ordering applications, it has become evident
that features supported by MFOAs, such as online reviews,
online order tracking, and online ratings, need to be ex-
amined [Kapoor, Vij, 2018; Cho, Bonn, Li, 2019; Saumya,
Singh, Dwivedi, 2019; Wang et al., 2019].

The existing literature and practitioner studies were
reviewed to understand the key antecedents of reuse in-
tention to use food delivery apps [Guo et al., 2018; Cor-
rea et al., 2019; Das, 2018; Chai, Yat, 2019; Chandrasekhar,
Gupta, Nanda, 2019; Daud, Yoong, 2019; Kang, Namkung,
2019; Lee, 2019; Hwang, Kim, Kim, 2019; Lee, Sung, Jeon,
2019; Ray et al,, 2019; Roh, Park, 2019; Vinaik et al., 2019;
Alalwan, 2020; Belanche, Flavian, ve Pérez-Rueda, 2020;
Gunden, Morosan, DeFranco, 2020; Hwang, Kim, Lee,
2021; Koay, Cheah, Chang, 2022]. There has been sig-
nificant interest among researchers in identifying what
motivates consumers to use food ordering apps. Studies
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have looked at various factors such as purchase intention,
loyalty, satisfaction and dissatisfaction, and intention to
continue purchasing.

This study identifies the ten antecedents of reuse in-
tention to use food delivery apps: performance expec-
tation, social impact, price value, facilitating conditions,
hedonic motivation, online evaluation, habit, effort ex-
pectation, online order tracking, and online rating. The

research model is depicted in Figure.
Facilitating Effort Performance
conditions expectation / \ expectation
H4 H2 H1

Hedonic
motivation / H5
Reuse
intention
“
H8 H9
Online Online order
evaluation tracking

Research model

Modenb uccnedoosaHus

ANTECEDENTS OF REUSE INTENTION

Performance expectation. Performance expectation is
a concept drawn from the perceived usefulness frame-
work of the Technology Acceptance Model, as introduced
by Davis in 1989 [Davis, 1989]. It reflects the notion that
individuals hold a belief that an information system will
enable them to achieve benefits and enhance their job
performance [Venkatesh et al., 2003; Afacan Adanir, Cinar,
2021; Yilmaz, Kavanoz, 2017]. According to the perfor-
mance expectation, a user’s expectation of the benefit
that a new technology will add to their life is one of the
motivations of this user to utilize a new technology [Karli,
2019]. If users perceive that a system will save more time
and effort than traditional systems, the likelihood of their
positive intention to use this system increases [Tamilmani
et al., 2019]. Afacan Adanir and Cinar [2021] showed that
performance expectation positively affects individuals'in-
tention to use. Okumus et al. [2018] demonstrated that
performance expectation plays a critical role in custom-
ers’ intention to use mobile food applications. Accord-
ing to previous studies, performance expectation is one
of the factors that measure reuse intention [Abushanab,
Pearson, 2007; Al-Okaily, 2020; Eckhardt, Laumer, Weitzel,
2009; Kijsanayotin, Pannarunothai., Speedie, 2009; Oku-
mus et al., 2018; Wang, Wu, Wang, 2009; Zhou, Lu, Wang,
2010; Slade et al., 2015; Ali, Nair, Hussain, 2016]. MFOAs
are designed to enable users to order food directly on a
platform instead of traditional systems (for example, web
ordering or direct phone). Compared to phone ordering
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and website research, consumers can check information
on more food alternatives and order food with less perfor-
mance through MFOAs. Hence, we hypothesize that:

H1: Performance expectation positively affects the reuse
intentions of individuals using MFOA:s.

Effort expectation. Effort expectation is the degree
to which an individual perceives that using a technologi-
cal innovation requires minimal effort [Chiu, Wang, 2008].
In other words, when system users think it is easy to use,
their intention to use it will be more robust [Al-Okaily et
al., 2020]. Previous studies show that effort expectation is
an essential factor in the intention to use a new technol-
ogy [AbuShanab, Pearson, 2007; Okumus et al., 2018; San
Martin, Herrero, 2012; Venkatesh, Thong, Xu, 2012; Van
Raaij, Schepers, 2008]. Hence, we hypothesize that:

H2: Effort expectation positively affects the reuse inten-
tions of individuals using MFOAs.

Social impact. Social impact refers to the strength of
normative beliefs and an individual’s motivation to ad-
here to these beliefs, as described by Ajzen [1991]. It also
encompasses the social pressure perceived by an indi-
vidual regarding specific issues. Social influence plays a
significant role in shaping an individual’s intentions and
behaviors, as established by Ajzen and Fishbein [1980].
Another definition of social impact posits that it involves
the perception of whether people who hold significance
for an individual should or should not engage in a par-
ticular behavior [Fishbein, Ajzen, 1975]. Social impact is
often recognized to have a direct and substantial correla-
tion with an individual’s intention to use a system, as not-
ed by Schepers and Wetzels [2006]. This is because when
an individual believes that those around them should
adopt a particular system, they tend to conform to these
prevailing opinions and subsequently adopt the system
themselves. When a person perceives that significant in-
dividuals in their life endorse the use of a system, they
incorporate these endorsements into their own belief
system. This is often driven by the general belief that the
judgment of people in one’s social circle is reliable, which
further motivates the individual to adopt the system [Van
Raaij, Schepers, 2008]. The positive word of mouth of in-
dividuals using a system or technology through various
channels (electronic and traditional) can increase the in-
tention of less innovative users to use such applications
[Okumus et al., 2018]. Customers generally show several
types of post-purchase reflexes: positive and negative
word of mouth, warnings, and recommendations for
other people, and complaints and suggestions. In this
context, whether an application can please a person or
not, concerns many people [Celik, S6kmen, 2018]. Today,
many people use MFOAs. It is a fact that the intention to
reuse cannot be explained without considering the shar-
ing of information about this application, which is used
by so many people [Hwang, Kim, Kim, 2019]. Based on
these factors, people may adopt the ideas of individuals
they value, such as their colleagues, that an app is useful
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[Liao, Chen, Yen, 2007]. Previous studies show that social
impact is among the factors that affect the intention to
use a new technology [AbuShanab, Pearson, 2007; Oku-
mus et al., 2018; Al-Okaily, 2020]. Hence, we hypothesize
that:

H3: Social impact positively affects the reuse intentions
of individuals using MFOA:s.

Facilitating conditions. Technically, food ordering ap-
plications are software used on smartphones and cannot
be used and adopted effectively by users without the In-
ternet. Customers attach great importance to the quality
of the application and the ability to use it without inter-
ruptions or technical problems. In addition, human sup-
port’s role in customer service, call centers, and delivery
is critical to ensure high-quality service is provided to cus-
tomers [Alalwan, 2020]. Therefore, digital marketing and
information technology researchers have widely identi-
fied facilitating conditions as having a significant impact
on customer intention and use [Verkijika, 2018; Khal-
ilzadeh, Ozturk, Bilgihan, 2017]. Verkijika [2018] found
that customers’ intention to adopt mobile commerce is
influenced by facilitating conditions. According to Alal-
wan, Dwivedi and Rana [2017], there is a clear correlation
between the adoption of mobile banking in Jordan and
the facilitating conditions. According to Baabdullah et al.
[2019], enabling factors affect Saudi Arabian consumers’
real usage patterns and levels of satisfaction with mobile
banking. Hence, we hypothesize that:

H4: Facilitating conditions positively affect the reuse in-
tentions of individuals using MFOA:s.

Hedonic motivation. When individuals are looking
for a particular product or service, their primary aim is to
achieve emotional contentment, derive enjoyment, and
experience satisfaction throughout the entire process
of acquiring and using it (as emphasized by [Holbrook,
Hirschman, 1982]). It is important to note that, accord-
ing to Holbrook and Hirschman [1982], the hedonic per-
spective complements traditional consumption theories
rather than replaces them, thereby enhancing the appli-
cation of these theories. Furthermore, hedonism can en-
compass the aesthetic and experiential pleasure derived
from the entire journey, starting from recognizing a need
and extending to post-purchase activities involving the
consumption of the product or service (as discussed by
[Mort, Rose, 2004]). Studies show that emotional stimula-
tion derived from hedonic motivation is an essential mo-
tivation for shopping and consumption [Miranda, 2009;
Escobar-Rodriguez, Carvajal-Trujillo, 2013]. Frequent vis-
its to an application indicate that the user enjoys this pro-
cess in terms of hedonic motivation. If this application can
meet the user’s expectations, they enjoy using it [Alavi et
al., 2016; Tsang, Tse, 2005]. Hence, we hypothesize that:

H5: Hedonic motivation positively affects the reuse inten-
tions of individuals using MFOAs.

Price value. Due to their many benefits, including food
delivery to consumers’ doorsteps, a variety of payment

options, alluring discounts, rewards, and cashback offers,
MFOAs are growing in popularity [Saad, 2021]. Customers
can search for the best deal by using meal-ordering appli-
cations. The findings of Morganti et al. [2014], Andaleeb
and Conway [2006], and Parasuraman, Zeithaml and Ber-
ry [1994] indicate that consumer decisions are influenced
by factors such as service quality, product quality, and
pricing. Jin and Gu Suh [2005] classify customers as value-
and price-conscious. Yeo, Goh and Rezaei [2017] discov-
ered that consumers' perceptions of the benefits and their
intention to stick with online meal ordering services are
influenced by how affordable the sites are. Price is a cru-
cial factor in determining an online food order’s intention,
according to several studies [Alalwan, 2020; Cho, Bonn, Li,
2019; Al-Okaily et al., 2020]. Hence, we hypothesize that:

Heé: Price value positively affects the reuse intentions of
individuals using MFOAEs.

Habit. Habit reflects the relationship between a per-
son’s past and future behavior [Kim, Malhotra, 2005]. Hab-
it is a precursor to user behavior, mainly when repetitive
behaviors occur in the use of information systems [Limay-
em, Cheung, 2008]. If consumers are satisfied with their
previous purchasing experience, using this system con-
tinuously is an act of habit [Khalifa, Liu, 2007]. The habit
formed when using a system may develop the intention
to use that system in the future. Therefore, consumers
habits are expected to influence their intention to reuse
MFOAs. Hence, we hypothesize that:

H7: Habit positively affects the reuse intentions of indi-
viduals using MFOA:s.

Online evaluation. Online evaluation for food order-
ing applications is to provide feedback about the pur-
chasing experience for restaurants where customers or-
der food and to share this feedback with users who order
food from this application [Bert et al., 2014]. Online cus-
tomer reviews are regarded as a form of digital word-of-
mouth communication that is shared through online plat-
forms [Mudambi, Schuff, 2010; Filieri, 2015; Wei, Lu, 2013].
Such evaluations are becoming an increasingly important
and valuable source of information for customers in pur-
chasing products or evaluating alternatives [Simonson,
Rosen, 2014; Filieri, 2015; Huang, Baptista, Newell, 2015].
According to the research of Elwalda, Li and Ali [2016],
there is a strong and positive correlation between the as-
pects of perceived usefulness, perceived ease of use, and
enjoyment discussed in online reviews, and a customer’s
intention to shop online. Additionally, Alalwan [2020] dis-
covered a positive association between online evaluation
and the intention to reuse a product or service. Hence, we
hypothesize that:

H8: Online evaluation positively affects the reuse inten-
tions of individuals using MFOAs.

Online order tracking. E-commerce research has of-
ten focused on on-time delivery and shipping rather than
price to predict customer satisfaction [Reibstein, 2002].
The issues encountered by online shoppers are often re-
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lated to delivery rather than the product itself. Delivery
services play a crucial role in shaping a consumer’s pur-
chasing decision [Saad, 2021].

Location-based services that are enabled by smart-
phone technology allow both customers and vendors to
share their specific location and perform location-based
calculations [Shugan, 2004]. Online order tracking is the
ability to know the delivery progress and location after or-
dering food [Cheng, Chang, Chen, 2021]. An online track-
ing system allows consumers to stay informed about the
expected delivery time and contact the deliverers during
the delivery process if any problems arise [Gutierrez et al.,
2019]. One of the reasons why consumers prefer online
shopping is that it saves time. However, if the product is
not delivered within the promised time frame, it may lead
to dissatisfaction [Roy Dholakia, Zhao, 2010].

Adjusting delivery times based on traffic conditions
can boost customer satisfaction and increase the number
of customers, as providers are able to guarantee on-time
delivery [Correa et al., 2019]. Saad [2021] found that deliv-
ery time positively affects consumers’ online food order-
ing preferences. Furthermore, Alalwan [2020] discovered
that online order tracking has a positive impact on cus-
tomer satisfaction and the intention to use mobile food
delivery applications. Hence, we hypothesize that:

H9: Online order tracking positively affects the reuse in-
tentions of individuals using MFOA:s.

Online rating. Online rating refers to users express-
ing their opinion about a product they purchased. This
rating contributes to the decision of a user who plans to
shop from the same seller later on. Online rating is an-
other type of audience opinion that shows the average
reviewer’s evaluation of the different product or service
features. Customer ratings can help consumers learn
about a product’s quality by summarizing reviewers’
evaluations of its key features. This way, consumers can
determine a product’s or seller’s performance, including
its strengths and weaknesses. That can help consumers at
the decision-making stage [Filieri, 2015]. Consumers who
purchased the same product or shopped from the same
seller can rate this experience from 1to 5, 1to 7, or 1 to
100. These ratings assist customers in viewing the overall
rating of product or service providers based on various at-
tributes such as delivery time, accuracy, price, quality, that
have been rated numerically by other customers who
have previously used such products and services [King,
Racherla, Bush, 2014]. The scores given to a business by
customers are considered the voice of customers so that
businesses can see their performance through the eyes
of customers and have the opportunity to analyze them-
selves [Philips et al., 2017]. Philips et al. [2017] found that
positive reviews are critical to customer demand. Alalwan
[2020] concluded that online rating positively affects the
intention to reuse. Hence, we hypothesize that:

H10: Online rating positively affects the reuse intentions
of individuals using MFOA:s.
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METHOD

Procedure for collecting samples and data. The data col-
lection tool is comprised of an electronic survey that in-
cludes multiple-choice questions and statements adapt-
ed from measurement instruments already validated in
the literature. Responses are rated on a 5-point Likert
scale, ranging from 1 (strongly disagree) to 5 (strongly
agree). The data for the study were collected from indi-
viduals who utilized the Yemek Sepeti application operat-
ing in Turkey. The selection of individuals using this appli-
cation in the study is due to its status as the most widely
used mobile food ordering application in Turkey'. In this
context, a survey was administered to individuals who
had used the Yemek Sepeti application between Decem-
ber, 2021 and March, 2022. As a result, 441 usable data
points were obtained.

Table 1 - Respondent socio-demographic profiles
Tabnuya 1 - CoyuanbHo-0emozpaghuyeckuti npogusis

pecnoHoeHmos

Characteristics Measurements Quantity Perc(e(z)/r:)t age
Gender Male 225 51.0
Female 216 49.0
18-23 165 374
24-29 158 358
Age 30-35 59 13.4
36-41 23 5.2
>41 36 8.2
Marital status Married 121 27.2
Single 320 72.8
High school 126 28.6
Education Associate degree 74 16.8
status Bachelor’s degree 191 433
Postgraduate 50 1.3
0-1,000 125 28.3
Monthly 1,001-3,000 73 16.6
income, 3,001-5,000 73 16.6
Turkish liras (&) 5,001-7,000 68 154
More than 7,000 102 23.1
Less than 1 year 164 37.2
MFOAs usage 1-2 years 91 20.6
time 2-3 years 50 11.3
>3 years 136 30.8
Average Less than 3 orders 266 60.3
number of 4-6 orders 107 243

orders from

MFOAs per 7-10 orders 31 7.0
month >10 orders 37 84
Total 441 100

' Yemek Sepeti. (n.d.). https://kurumsal.yemeksepeti.com/en/
about-us/
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Table 1 illustrates the socio-demographic character-
istics of the individuals who participated in the study.
Among the participants, 51% (n=225) are male, while
49% (n=216) are female. In terms of age distribution,
37.4% (n=165) fall within the 18-33 age group, 35.8%
(n=158) are aged 24-29, 13.4% (n=59) are between
30-35, 5.2% (n=23) are in the 36-41 age range, and 8.2%
(n=36) are 42 years or older. Marital status reveals that
27.2% (n=121) of participants are married, while the
majority, 72.8% (n=320), are single. In terms of educa-
tional attainment, 28.6% (n=126) have completed high
school, 16.8% (n=74) have earned an associate degree,
43.3% (n=191) hold undergraduate degrees, and 11.3%
(n=50) have post-graduate qualifications. Monthly in-
come of 28.3% of the participants (n=125) is less than
1,000k, 16.6% (n=73) is between 1,001-3,000%, 16.6%
(n=73) is between 3,001-5,000%, 15.4% (n=68) are be-
tween 5,001-7,000%, and 23.1% (n=102) are 7,001% and
above. Participants were analyzed for the duration of use
of MFOAs. Accordingly, 37.2% (n=164) stated that they
have been using MFAOs for less than 1 year old, 20.6%
(n=91) for 1-2 years, 11.3% (n=50) for 2-3 years, 30.8%
(n=136). Respondents were asked how many times per
month they ordered food, on average, through MFOA:s.
Based on the data, it can be observed that 60.3% (n=266)
of the participants order food through MFAOs less than
3 times. In contrast, 24.3% (n=107) order food 4-6 times,
7% (n=31) order food 7-10 times, and 8.4% (n=37) order
food 11 times or more.

The scales and preparation of the questionnaire. The
scales used to test the research model were applied to
individuals using MFOAs by creating an online question-
naire. The introduction part of the survey informed the
participants about the purpose of the study and the re-
searchers. The questions in the first part of the question-
naire aimed to determine the socio-demographic char-
acteristics of the participants. The second part consisted
of a comprehensive questionnaire consisting of effort ex-
pectation, hedonic motivation, performance expectation,
habit, social impact, facilitating conditions, price value, re-
use intention, online evaluation, online rating, and online
order tracking scales.

The scales for performance expectation, effort expec-
tation, social impact, facilitating conditions, price value,
hedonic motivation, habit, and reuse intention were
adapted from Venkatesh et al. [2012]. The online evalua-
tion scale was adapted from Filieri [2015], Park, Lee and
Han [2007], Jiang and Benbasat [2004], the online rat-
ing scale from Filieri [2015], and the online order track-
ing scale from Alalwan [2020]. The online order tracking
scale developed by Alalwan [2020] consists of 5 items. In
this study, the item “MFOAs provide map tracking” was
removed from the scale, and the scale was reduced to 4
items. This is because there was no online tracking fea-
ture on the MFOAs map at the time of the research. The
measurement items are shown in Appendix.

Data analysis technique. The R program was used to
generate demographic data, conduct CFA, and perform
SEM analysis. SPSS 21 program was utilized to calculate
the scales’reliability and create the correlation matrix.

RESULTS
Common method variance. As suggested by Podsakoff
et al. [2003], we used Harman's one-factor test to inves-
tigate common method variance. As a result, for every
variable, an unrotated exploratory factor analysis was
performed. There was no dominant component in the re-
search, as seen by the one-factor solution’s 47% variance
explanation, which is less than the 50% requirement. Ac-
cording to the results of Harman'’s one-factor test, com-
mon method variance was not a cause for worry.
Confirmatory factor analysis. The fit index values of
the study are displayed in Table 2. According to this, all fit
indices demonstrate good or acceptable fit [Gefen et al.,
2002; Zhou, Lu, 2011].

Table 2 - Confirmatory factor analysis
Tabnuya 2 - Pesynemamel noomeepxoarowezo ()akmopHoz0

aHanusa
.. Recommended Actual
Fit index
value value
Chi-square/ <3 1999.200/847=2.36
degree of freedom
CFI >0.90 0.932
RMSEA <0.080 0.056
NNFI >0.90 0.924
TLI >0.90 0.924
RNI >0.90 0.932
IFI >0.90 0.933

Note: CFl is Comparative Fit Index; RMSEA is Root Mean Square
Error of Approximation; NNFlis Non-Normed Fit Index; TLI is Tucker-
Lewis Index; RNI is Relative Noncentrality Index; IFl is Incremental
Fit Index.

Validity and reliability analysis. Table 3 displays the
correlation matrix, AVE, CR, and Cronbach’s Alpha Confi-
dence Coefficient for each scale. The results demonstrate
that all scales’ Cronbach Alpha coefficients took values
between 0.781 to 0.955. The Cronbach Alpha reliability
coefficient needs to be higher than 0.7 in order to guar-
antee the scales' reliability [Nunnally, 1978; lacobucci, Du-
hachek, 2003]. The results demonstrate the scales’ high
level of reliability.

CR must exceed AVE, and AVE must be larger than 0.5
for convergent validity [Hair et al., 2010; Fornell, Larcker,
1981]. Table 3 shows that all AVE values are higher than
0.5. This finding implies that the constructs’ validity has
been verified. Furthermore, all scales’ CR values exceed
their AVE values, proving the validity of the scales. The
scales'discriminant validity was looked at. The square root
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Table 3 - Validity and reliability analysis

Tabnuya 3 - Pesynemamel aHanu3a Ha 8aau0HOCMb U HAOEXHOCMb

a AVE CR 1 2 B 4 5 6 7 8 9 10 11
1-PE .836 597 .853 (.772)
2-EE .884 660 886 | .657** | (.812)
3-SI 929 817 930 | .519%* | .299** | (.903)
4-FC .808 .598 .850 [ .540%* | .655** | .209** | (.773)
5-HM 955 877 955 | .636%* | .538%* | .599** | 434 | (.936)
6-PV 781 603 814 [ 514%* | 631** | 237** | .746** | .443** | (.776)
7-HA .886 665 .888 | .587** | 387** | .653** | 232** | 590** | .230** | (.815)
8-RI 922 .708 924 | .671** | .657*% | .543** | 547** | 702** | 575** | .608** [ (.841)
9-OE 941 698 942 | 590%* | .562** | .530%* | .530%* | .595** | 496** | .613** | .731** | (.835)
10-TR 912 646 880 | .519%% | 567** | .358** | 593** | 517** | 548** | 382** | .692** | .660** | (.803)
11-RA 877 775 912 | .567%* | 544** | 457*% | 523%* | .607** | 494** | 515%* | .756%* | .761** | .672** | (.880)

Note: a is Cronbach’s Alpha Confidence Coefficient; CR is Construct Reliability; AVE is Average Variance Extracted; PE is Performance
Expectation; EE is Effort Expectation; Sl is Social Impact; FC is Facilitating Conditions; HM is Hedonic Motivation; PV is Price Value; HA is
Habit; Rl is Reuse Intention; OE is Online Evaluation; TR is Online Order Tracking; RA is Online Rating, Values in parentheses are the square

root of AVE values, **p<0.01.

of the AVE values must be larger than the correlation coef-
ficient between the relevant variable and the other vari-
ables to guarantee discriminant validity [Hair et al., 2010].
Table 3 demonstrates that for every scale, the square root
of the AVE value is higher than the correlation between
the components.

To show how the variables related to one another, a
correlation analysis was done. All of the variables had a
substantial (p<0.01) positive connection, according to
the research. Online evaluation and online rating had
the most correlation between the constructs (r=0.761,
p<0.01), whereas social impact and facilitating conditions
had the least correlation (r=0.209, p<0.01).

Structural equation modeling (SEM) and path anal-
ysis. Table 4 shows the support and rejection of the hy-
potheses derived from the structural equation model
analysis, along with the standardized B, standard error,

Z-value, and p-value. As a result, H1, H3, H4, and H8 were
rejected, whereas H2, H5, H6, H7, H9, and H10 were ac-
cepted. Additionally, the explained variance of reuse in-
tention has been determined to be 0.84.

DISCUSSION

The purpose of this study was to look at what aspects
affect people’s intentions to use mobile applications for
ordering food again. Finding the elements that influence
MFOA reuse and support its success was the aim. To do
this, in addition to the elements from the UTAUT2 model,
the research model suggested in this study considers ele-
ments like online evaluation, online purchase monitoring,
and online rating. The results show that MFOA reuse in-
tention is considerably and positively influenced by effort
anticipation, hedonic incentive, price value, habit, online
order tracking, and online rating factors. The reuse inten-

Table 4 - Structural equation modeling (SEM) analysis

Tabnuya 4 - Pesynemamel MOOEUPOBAHUA CMPYKMYPHBIMU yPABHEHUAMU

Hypotheses Std. 8 Std. Error z p Supported/Rejected
H1: Performance expectation — Reuse intention 0.017 0.153 0.284 0.776 Rejected
H2: Effort expectation — Reuse intention 0.236 0.163 3.621 i Supported
H3: Social impact — Reuse intention 0.042 0.109 0.970 0.332 Rejected
H4: Facilitating conditions — Reuse intention -0.159 0.216 -1.84 0.066 Rejected
H5: Hedonic motivation — Reuse intention 0.136 0.113 2.991 0.003 Supported
H6: Price value — Reuse intention 0.151 0.183 2.074 0.038 Supported
H7: Habit — Reuse intention 0.146 0.140 2.608 0.009 Supported
H8: Online evaluation — Reuse intention 0.027 0.154 0.442 0.658 Rejected
H9: Online order tracking — Reuse intention 0.229 0.138 4.151 Tk Supported
H10: Online rating — Reuse intention 0.291 0.164 4428 i Supported
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tion of MFOAs is not significantly impacted by perfor-
mance expectations, social impact, facilitating conditions,
or online evaluation elements.

According to the analysis, performance expectation
does not significantly affect the reuse intentions of indi-
viduals using MFOAs. Many studies in the literature have
stated that performance expectation has a significant ef-
fect on reuse intention [Kim et al., 2016; Morosan, DeFran-
co, 2016; Alalwan, Dwivedi, Rana, 2017; Kabra et al., 2017;
Salloum et al., 2018; Alalwan, 2020; Gunden, Morosan,
DeFranco, 2020]. Performance expectation does not af-
fect MFOAs users' reuse intentions for this application. If
the actual value of the application for a user is higher than
the expected value, the probability of reuse of the user
increases. In these research data, it is thought that the real
value received by MFOAs users for the system meets or
exceeds their expectations. In addition, this conclusion
shows that other factors are more important than perfor-
mance expectations on users’ reuse intentions for MFOA:s.

The analysis showed that effort expectation is one of
the most crucial factors impacting reuse intention, which is
consistent with the findings of some prior studies [Tosun-
tas, Karadag, Orhan, 2015; Ayaz, Yanartas, 2020]. In other
words, MFOAs need to be easy to use and understand and
not to be confusing. It has been concluded that giving im-
portance to features such as “Frequently Asked Questions-
FAQ"and explanatory videos in the application can contrib-
ute to meeting the effort expectations of the users.

The results indicated that social impact does not have
a significant impact on the reuse intention of mobile food
ordering applications, which was not anticipated. Al-
though some studies support this finding [Lu, 2014; Alal-
wan et al., 2017; Shaw, Sergueeva, 2019; Alalwan, 2020],
some studies do not [Salloum et al., 2018; Yildiz Durak,
2018; Hwang, Kim, Kim, 2019; Ayaz, Yanartas, 2020; Be-
lanche, Flavian, ve Pérez-Rueda, 2020]. This finding shows
that thoughts and comments of people close to individu-
als, such as their families, friends, and colleagues, about
MFOAs do not affect them. People can rely heavily on
the opinions and suggestions of others when using new
systems for the first time. Nevertheless, gaining usage
experience can largely counteract the influence of other
people’s opinions. In this context, considering that the
participants of this study are active users of MFOAs, it is
understood that this finding is appropriate.

Facilitating conditions have no significant effect on
the reuse intentions of individuals using MFOAs. Al-
though this situation is similar to the findings of some
studies [Okumus et al., 2018; Shaw, Sergueeva, 2019; Alal-
wan, 2020], itis not in line with the results of many studies
[Ali, Nair, Hussain, 2016; San Martin, Herrero, 2012; Ven-
katesh, Thong, Xu, 2012; Wang, Wu, Wang, 2009]. Most of
the participants in this study were young people (73.2%
were between 18 and 29). Given that young people tend
to stay abreast of technological advancements, it can be
assumed that they are less likely to be affected by facili-

tating conditions when forming their reuse intention for
new systems. Facilitating conditions in MFOAs include
finding, installing, and using these applications. It can
be accepted that this finding is related to the increase
in smartphone users today. Many people possess smart-
phones, so mobile applications such as MFOAs are easily
accessible. Users are accustomed to using smartphone
apps and similar platforms, so they may not consider fa-
cilitating conditions when downloading and using such
applications as a crucial factor.

Hedonic motivation positively influences the reuse
intention of MFOAs. The expectation of enjoying shop-
ping is accepted as a factor affecting online shopping. In
this context, users should enjoy ordering through MFOAs.
When users perceive that MFOAs can provide them with
more entertainment and pleasure, they will have a posi-
tive attitude and use the app more. For this reason, the
entertainment dimension should not be neglected in the
content created. Thus, the resulting hedonic motivation
will increase users’ reuse intentions of MFOAs.

The price value positively affects the reuse intentions
of individuals who use MFOAs. This is consistent with the
findings of previous studies [Gupta, Dogra, George, 2018;
Singh, Srivastava, 2018; Cho, Bonn, Li, 2019; Al-Okaily et
al., 2020]. This finding shows that buying a better prod-
uct at a lower price or buying a higher quality product at
the same price positively affects the reuse intention of
MFOAs. In this context, it can be predicted that offering
special discounts and promotions to individuals using
MFOAs for the first time will significantly increase their
use of the application. In addition, attention should be
paid to rewarding loyal customers. Shareef et al. [2014]
suggest additional financial incentives (for example, price
reductions, more products for the same price, points, cou-
pons, and rewards) and a loyalty program for customers
who use the app frequently.

Habit positively affects the reuse intentions of indi-
viduals using MFOAs. This finding is similar to the findings
of Sun and Chi [2018] and Amoroso and Lim [2017]. Con-
sumers’ habits are essential in shaping their reuse inten-
tions for MFOAs. An individual who has a habit of using a
system will continue to use that system in the future. Mar-
keting communication strategies should be developed to
create the habit of purchasing food through the applica-
tion and improve the reuse intentions of the users. In this
context, it is recommended that MFOAs advertise on the
Internet and/or traditional media to encourage consum-
ers to purchase food through the app. The messages in
these advertisements may include discounts, campaigns,
and promotions. In addition, discounts should be offered
with loyalty programs on the next purchase. These pro-
motions can be communicated to users via notifications,
e-mails, and text messages via mobile applications. In ad-
dition, some campaigns or tasks that can be controlled by
entering the application can be organized so that users
can develop a habit of using the application.
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According to the findings, the online evaluation has
no significant effect on the reuse intentions of individu-
als who use MFOAs. MFOAs provide users who purchase
from a business with the opportunity to evaluate that
business. This opportunity simplifies evaluating alterna-
tives and making decisions when ordering food for us-
ers who plan to purchase from the same business later.
It also allows businesses to see themselves through their
customers’ eyes and take precautionary measures ac-
cordingly. This finding obtained in this study shows that
different factors are more important than the online eval-
uation for the reuse intention of the users participating
in the study.

Online order tracking is the third most decisive factor
in reuse intention ($=0.229). The development of loca-
tion-based technologies allows order tracking. In addition,
thanks to online order tracking, customers can follow the
progress of their orders. Location-based technologies
allow users to track the location of their orders instantly
on the map. However, only the order stages are meant
when this study refers to the online order tracking fea-
ture. This is because MFOAs did not allow location-based
tracking all over Turkey at the time of the study. Since it is
an essential predictor of reuse intention, location-based
tracking of orders should be enabled all over Turkey. In
addition, the order stages must reflect the truth and be
instantaneous. It is crucial to ensure that the online order
tracking system provides accurate and reliable informa-
tion. Otherwise, users may lose their trust in the online
order tracking system and MFOAs in general. This feature
makes learning about the order stages simpler and more
efficient by allowing customers to learn the current stage
of their order without the need for human factors. It elimi-
nates the problem of the customer calling the business to
find out the current stage of their order. It saves the busi-
ness from telephone traffic, a possible workload, and the
customer from the telephone call fee. In addition, online
order tracking, a relatively new technology, is thought to
increase the pleasure and enjoyment of customers. It also
makes food ordering more efficient by providing custom-
ers with real-time information about their order’s estimat-
ed arrival time.

Online rating is the most decisive factor in the reuse
intention (=0.291). Online rating refers to the average
ratings given by all users who have purchased from a
business and rated that business. These scores can be
perceived as a safer evaluation by customers and can
be seen as more valuable information than other infor-
mation since they are an average value. Since online rat-
ings provide feedback from previous customers, they can
make it easier for other customers to compare options
before placing an order, thus enhancing their purchase
experience. The fact that this study determined online
rating as the most critical factor affecting reuse intention
shows that businesses should pay attention to this issue
and try to get the best score from their customers. They
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also need to motivate their customers to rate themselves
after shopping. The application should allow customers
to perform this process easily and quickly technically. In
addition, they can increase the number of points given to
them with motivations such as giving a discount on the
next purchase to the customers who make a rating. Thus,
they can get higher rankings in search results by getting
high scores. The visual design of the online rating system
should also be crafted to make it easy for customers to
find the highest-rated restaurants. Displaying the number
of users who have rated targeted restaurants can help es-
tablish trust among other users and quicken the decision-
making process.

MFOAs are applications where users can order food
whenever they want and it is necessary to ensure the se-
curity of these applications. It should be noted that appli-
cations used by millions of people, such as MFOAs, are the
target of many hackers. In this context, regular mainte-
nance and backups are required. In addition, users should
be able to reach technical support quickly and easily in
case of a technical problem. In addition, a customer ser-
vice system that can be accessed easily and quickly should
exist so that when users encounter a problem with their
order, they can find a solution to their problems. Both
restaurants and MFOAs must have an adequately trained
and solution-qualified workforce to be highly responsive
to customers. In addition, it is recommended that MFOAs
make entertaining and attention-grabbing advertise-
ments that using this application is a part of modern life,
both through traditional methods such as radio, televi-
sion, billboards, and newspapers and through social me-
dia platforms such as Instagram and Facebook.

CONCLUSION

This study aimed to investigate users’ intentions to reuse
MFOAs. A literature review was conducted, revealing a
limited number of studies specifically addressing the
intention to reuse MFOAs. Various research models pro-
posed in studies exploring the reuse intention of such
applications were examined, leading to the decision to
utilize UTAUT2 in the present study. Subsequently, the
UTAUT2 model was extended by incorporating variables
unique to MFOAs, namely online evaluation, online order
tracking, and online rating. The data for this study were
collected from individuals using the Yemek Sepeti applica-
tion, which holds a leading position in this field in Turkey.
Following a pilot study, data were gathered through a
survey of 441 participants. The collected data underwent
CFA to assess the compatibility of the obtained results
with the proposed model. Subsequently, validity and
reliability analyses were conducted. Finally, SEM was em-
ployed to test the proposed hypotheses. The results indi-
cated support for six out of the ten proposed hypotheses,
while four were rejected. This outcome largely proved the
validity of the proposed model. Lastly, factors influencing
the intention to reuse MFOAs were discussed.
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Limitations and suggestions for future research. This
study has several limitations. It was conducted within
a specific time frame, and the results are only valid for
that period. As such, this study does not provide an un-
derstanding of how customers’ perceptions may evolve
over time. For instance, a data breach or hacking inci-
dent on mobile food ordering applications, leading to
the unauthorized access of user information, may alter
the factors that influence users’ reuse intentions in the
future.

Since this study uses a convenience sampling tech-
nique, the generalizability of the findings is a limitation.
Different forms of simple random sampling techniques
can be applied in future studies if the customer database
can be accessed with the support of mobile food order-
ing applications.

The study consists of 43% undergraduate students.
In future studies, research can be conducted exclusively
with undergraduate students or individuals who are not
students.

This research did not take into account the impact of
cultural factors such as dietary habits, health conscious-
ness, family size, and lifestyle. Further studies that ex-
amine these cultural elements will deepen our current
knowledge of the factors that impede or promote the
success of mobile food ordering apps.

In order to investigate users’ reuse intentions for
MFOAs, future studies can expand the research model
provided in the study by adding different variables such
as personalization, perceived risk, perceived quality, per-
ceived privacy, perceived trust, mobile interaction, prod-
uct variety, and personalization.m

Appendix - Measurement items
lpunoxeHue — iccnedyemsblie nepemeHHble

Constructs | Items Statements

PE1 | Ifind mobile food ordering apps useful in my daily life
Performance | PE2 | Using mobile food ordering apps increases my chances of achieving tasks that are important to me
expectation PE3 | Mobile food ordering apps help me accomplish tasks more quickly

PE4 | Using mobile food ordering apps increases my productivity

EE1 | Learning how to use mobile food ordering apps is easy for me
Effort EE2 | My interaction with mobile food ordering apps is clear and understandable
expectation EE3 [ Ifind Internet mobile food ordering apps easy to use

EE4 | Itis easy for me to become skilful at using mobile food ordering apps

) SI1 | People who are important to me think that | should use mobile food ordering apps

isnoﬂcLljzlnce SI12 [ People who influence my behaviour think that | should use mobile food ordering apps

SI3 | People whose opinions that | value prefer that | use mobile food ordering apps

FC1 | I have the resources necessary to use mobile food ordering apps
Facilitating FC2 | I have the knowledge necessary to use mobile food ordering apps
conditions FC3 | Mobile food ordering apps are compatible with other technologies | use

FC4 | | can get help from others when | have difficulties using mobile food ordering apps

HM1 | Using mobile food ordering apps is fun
Hed.onic. HM2 | Using mobile food ordering apps is enjoyable
motivation

HM3 | Using mobile food ordering apps is entertaining

PV1 | Mobile food ordering apps are reasonably priced
Price value PV2 | Mobile food ordering apps are good value for the money

PV3 | At the current price, mobile food ordering apps provide good value

HA1 | The use of mobile food ordering apps has become a habit for me
Habit HA2 | Iam addicted to using mobile food ordering apps

HA3 | I must use mobile food ordering apps

HA4 | Using mobile food ordering apps has become natural to me

RI1 | lintend to continue using mobile food ordering apps in the future
:Twe'cl;;iion RI2 [ I will always try to use mobile food ordering apps in my daily life

RI3 [ I plan to continue to use mobile food ordering apps frequently
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Appendix (concluded)
OKOHYAHUe NPUIOXeHUs

Constructs | Iltems Statements

OE1 | The information from online reviews provided in mobile food ordering apps was credible

OE2 | The information from online reviews provided in mobile food ordering apps was relevant to my needs

OE3 | The information from online reviews provided in mobile food ordering apps was based on facts

OE4 The information from online reviews provided in mobile food ordering apps was of sufficient depth (sufficiently

Online detailed)
evaluation ofs | Theinformation from online reviews provided in mobile food ordering apps was of sufficient breadth (spanning
different subject areas)
OE6 | The quantity of information provided in mobile food ordering apps was sufficient to satisfy my needs
OE7 The information provided in online reviews of mobile food ordering apps was helpful for me to evaluate
the product
TR1 | Tracking system is available on mobile food ordering apps that | have used
TR2 | Tracking system is very important feature on the mobile food ordering apps that | use
Online order TR3 Tracking system provided in mobile food ordering apps help me to save my time as | can use a tracking number
tracking to help find out when my order will arrive

TR4 | The mobile food app | use provides map tracking

TR5 | Tracking system available on the food apps that | use reduce costly calls with restaurant

RA1 | Customer ratings provided in mobile food ordering apps have helped me to learn about the product

Customer ratings provided in mobile food ordering apps have improved my understanding of the quality
. . RA2 ,
Online rating of the product’s features

Customer ratings provided in mobile food ordering apps were useful in order to evaluate the quality of product

RA3 specifications/features
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