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ABSTRACT 

 

Omarov E. Sh. Management of Consumer Behavior in Trading Enterprise. 

Qualifying scientific work as a manuscript. 

Dissertation for a scientific degree of Doctor of Philosophy in specialty 073 

Management (07 – Management and administration). Simon Kuznets Kharkiv 

National University of Economics, Kharkiv, 2021. 

Dissertation for a scientific exam and title of Promotor of Sciences in 

accordance with the Affiliated Honorary Research Fellow program – Fil. Dr. Jan-U. 

Sandal Institute, 2021. 

The dissertation is devoted to the generalization and development of theoretical 

provisions, to the development of methodological approaches and practical 

recommendations for the management of consumer behavior in trading enterprise. 

In the first chapter “Theoretical aspects of consumer behaviour management in 

trading enterprise”, the morphological analysis of the term “consumer behavior” by 

genus, subject, object of consumer behavior and by the actions conducted by subject 

towards the object is performed, allowing to provide the author’s definition of 

consumer behavior as a set of physical, psychological, emotional, cognitive and 

social processes including need recognition, information search, selection, purchase, 

use, service, evaluation, disposal of goods, services, ideas, time, events, experiences, 

or any other entities, and further information sharing, performed by individuals, 

groups, or organizations in order to meet their needs and wants in context of internal 

and external factors driving such processes and their impacts on consumer and 

environment. 

The research has proved that one of the most controversial issues in consumer 

behavior management is a moral dilemma of the extent to which the company can 

impact consumers. Together with ecological, competitive, employees’ rights and 

other concerns, this dilemma led to appearance of societal marketing, as a reflection 

of corporate social responsibility concept, which today evolves to social 

entrepreneurship. In the dissertation, social entrepreneurship is considered basing on 
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J.-U. Sandal’s definition as “a special form of management, which purpose is to run a 

production function in such a way as to ensure the increase of value for all the 

participating parties in that function”. Social entrepreneurship, as it is proved in the 

dissertation, is on the one hand distinguished from the traditional entrepreneurship, 

and on the other hand it is distinguished from activity of charity organizations. 

Analysis of scientific works, conducted in the dissertation, has shown that 

scholars distinguish external (exogenous) and internal (endogenous) factors defining 

consumer behavior. Among external factors, the most mentioned are culture and 

subculture, reference groups, family, social class, and marketing impacts of a seller 

(price, promotion, product and place) and situational factors (time of purchase, task, 

environment, etc.). The most mentioned internal factors include psychological factors 

(motivation, perception, learning, attitude), social and demographical factors (age and 

stage of a lifecycle, income, occupation, gender, personality, lifestyle). 

Understanding of those factors is critical for effective consumer behavior 

management. 

Analysis of existing definitions of consumer behavior management has shown 

that there is no definition that describes this category comprehensively. So the 

author’s definition of consumer behavior management is formulated in the 

dissertation: a subsystem of marketing management that embodies principles, 

methods, instruments and practices of interacting with customers in all the stages of 

their consumer behavior in order to both achieve a company’s strategic and tactical 

marketing goals and satisfy customer needs in a socially responsible way. 

Basing on the integration of marketing principles and the principles of 

consumer behavior, the list of principles of consumer behavior management is 

formulated in the dissertation, namely: consumer orientation, flexibility and 

creativity, cross-disciplinary scientific approach, complexity, long-term orientation, 

social entrepreneurship. Those principles were integrated into the developed model of 

consumer behavior management in trading enterprise which aggregates stages and 

factors of consumer behavior, instruments of consumer behavior management and 

requires integration of social entrepreneurship elements to the marketing strategy. 



4 
 

In the second chapter of the dissertation “Analysis of factors influencing 

consumer behavior”, the empirical research of key factors impacting consumer 

behavior in trading enterprises was conducted. In order to limit the number of factors 

and define those causing the strongest impact on consumer behavior in trading 

enterprises, the experts were interviewed. As a result, among the external factors, the 

experts have chosen culture, social class, family, reference groups and the marketing 

mix factors (product, price, promotion and place), while among internal factors – 

motivation, learning, perception, age, gender, income, occupation, lifestyle, 

personality. In order to analyze the impact of these factors on consumer behavior, two 

different consumer research techniques were used: interviewing and experiment.  

In the dissertation, the subdivision of factors in 3 groups for the interviewing 

purposes was substantiated, and such groups of factors were defined: internal factors, 

external factors and behavioral responses of consumer. Basing on the list of factors, 

selected by experts, the questionnaire for evaluation of consumer behavior factors 

was developed. Taking into account the structure of consumer expenses and the 

structure of retail trade in Ukraine, it was concluded that the optimal format for points 

of sales in terms of our research is non-specialized retail stores. In order to choose the 

exact base for research, the set of requirements to the network of retail stores was 

grounded, in particular in terms of its size, breadth of product range, the availability 

of a system of registration of consumer purchases, the availability of the necessary 

conditions for the interviewing and further experiments, etc. One of the chain of retail 

shops meeting these requirements is Ukrainian trade enterprise Hazar LLC, thus it 

was selected as a base for interviewing consumers and for the further experiment. 

According to the questionnaire proposed in the dissertation, 200 consumers of 

Hazar LLC were interviewed. In order to stimulate participation in interview and to 

track the consumer behavior of the respondents, the discounts cards with increased 

discount was provided to them. 

In the third chapter of the dissertation “Methodical approach to consumer 

behavior management in trading enterprise”, the method of factor analysis is applied 

to the results of consumers’ interviewing, in order to define the relationships withing 
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every group of factors of consumer behavior and to join them into integral factors. On 

the next step, the correlation matrix for the integral factors of consumer behavior was 

developed, allowing to define intergroup relationships and to develop conclusions 

and recommendations on consumer behavior management by trading enterprises, in 

particular: goods intended for families with children should be positioned as more 

affordable and more actively advertised on social networks, while consumers should 

be encouraged to share positive experiences of using such goods; merchandising of 

goods should be differentiated according to the theory of generations; goods of 

impulsive demand should be positioned with a focus on a predominantly female 

audience, just as musical accompaniment should be focused primarily on the musical 

tastes of a female audience; for expensive goods it is necessary to update and expand 

the range more often; it is also necessary to update and expand the range more often 

for youth products and conduct a more intensive information campaign; goods with 

reduced prices should have better information support, including the provision of 

additional information on special information media and online; the style of 

presenting product information should be simple, clear and fun.  

The scientific and practical approach to choosing of instruments of consumer 

behavior management was developed. As an implementation of such approach, 

basing on the factors of consumer behavior which are the constituents of the 

marketing mix, the preliminary list of instruments of consumer behavior management 

was defined. The set of hypotheses on the positive effect of list of instruments on 

consumer behavior in trading enterprises was formulated, namely: music sound, 

preliminary advertisement of the known product, odd pricing technique, colouring the 

product’s price label, fair reference of personal positive experience regarding the 

product, personal experience of using the product, and of charity performed by the 

shop. To test these hypotheses, a series of experiments were conducted, which proved 

that music sound increases sales of a trading enterprise by 10.66%, the use of odd 

pricing technique – by 7,82%, colouring the product’s price label – by 9,81%, fair 

reference of personal positive experience regarding the product – by 45,59%, 

personal experience of using the product – by 40,32%, and charity performed by the 
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shop – by 25.9%. In the same time, the preliminary advertisement of a known product 

does not significantly affect the volume of its sales by a trading enterprise. 

Generalizing the results of researches being conducted, the methodical 

approach to consumer behavior management in trading enterprise was developed. 

Along with the key components of the developed consumer behavior management 

model, it contains the stages of choosing the instruments of consumer behavior 

management (hypotheses formulation, design of experiment and experimentation, 

assessment of the impact of instruments on consumer behavior, making and 

implementing decisions based on experiment results, sales monitoring) and the 

methodical provisions to evaluate the economic effect of implementation the 

instruments of consumer behavior management.  

The practical value of the research results is confirmed by their implementation 

into the activities of trade enterprises and scientific and educational institutions. In 

particular, Hazar LLC has successfully implemented the approach to managing 

consumer behavior (reference № 86 from 27.08.2021); Kharkiv-Invest LLC has 

implemented the approach to determining the impact of certain factors on consumer 

behavior, as well as technique for assessing the effectiveness of certain instruments 

for managing consumer behavior as a constituent of scientific and practical approach 

to choosing of instruments of consumer behavior management (reference № 35/21 

from 27.08.2021). Some theoretical and methodical results of the research are being 

used in the educational process of Simon Kuznets Kharkiv National University of 

Economics in the course of teaching of the discipline “Marketing and Sales 

Management” for masters in specialty 073 "Management" (reference № 28/86-21-99 

from 27.08.2021). In particular, such theoretical and methodical results include 

categorical basis of consumer behavior management, including the definitions of the 

terms “consumer behavior” and “consumer behavior management”, the list of factors 

and their impact on consumer behavior, the instruments for managing consumer 

behavior by trading enterprises. 
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INTRODUCTION 

 

 

Actuality of the research. Today, companies in any industry face the problem 

of selling goods and services on a daily basis. However, this problem is particularly 

acute for trading enterprises, as the trade sector is among the most being faced with 

large-scale glocal competition. Indeed, the development of modern information and 

communication technologies has led to the emergence of international online trading 

platforms, which have made it possible to order and purchase goods from anywhere 

in the world. On the other hand, the COVID-19 coronavirus pandemic has created the 

conditions for changing consumer preferences and habits, including the online 

purchases of those goods traditionally being purchased at the nearest offline store or 

kiosk, which has intensified local competition in the retail sector. 

In turn, the growth of competition and changes in consumer habits and 

preferences significantly weaken the position of each individual trading enterprise, 

because consumers who were loyal to the enterprise in the past, can "betray" it at any 

time. Such challenges increase the importance for retailers of managing consumer 

behavior in order to retain them, increase the average check, and attract new 

customers.  

However, the management of consumer behavior by trading enterprises is 

often carried out manipulatively and leads to a violation of their rights. Thus, today in 

Ukraine in the field of consumer protection there are many unresolved issues of 

various kinds, such as organizational, legal, economic and social. Imperfect work of 

state consumer protection bodies enables the existence of many monopoly markets, 

low-quality and counterfeit products, low consumer awareness, insufficient authority 

of state and non-state consumer protection bodies, etc. [50].  

Incomes of 23.2% of Ukrainians (and 5 years ago more than 50%) are below 

the actual cost of living [38]. One the one hand, it strongly limits purchasing power of 

Ukrainian consumers, that makes it difficult to manage consumer behavior by 

decrease the efficiency of non-price instruments. Moreover, from this point of view 



12 
 
the situation is becoming even worse, as average monthly total expenditure per one 

household in 2020 decreased by 1.5% comparing to 2019 [133]). On the other hand, 

this means consumer behavior management obtains the social content, and thus 

requires socially responsible behavior from the subjects of management. 

Among the studies of consumer behavior management, it is worth to mention 

the works of such foreign researchers as Z. Aliyeva, R. Belk, R. Blackwell, J. Engel, 

G. Felser, D. Hawkins, L. Kanuk, Ph. Kotler, P. Miniard, D. Mothersbaugh, 

L. Schiffman, M. Solomon, and others. Domestic scientists M. Barna, O. Dorokhov, 

S. Illiashenko, R. Ivanova, L. Kapinus, G. Nazarova, O. Neizvestna, M. Oklander, 

M. Perebyinis, O. Pushkar, S. Shults, O. Shafalyuk, O. Zozulyov, and others made a 

significant contribution to the study of consumer behavior. 

Despite a great number of studies, a number of issues are still dissolved in the 

field of consumer behavior management. Thus, there is no single opinion on the 

essence of consumer behavior and consumer behavior management, on the impact of 

different factors on consumer behavior and on effectiveness of different instruments 

managing it. Experiments described in scientific works demonstrate different, 

sometimes even opposite results. One of the reason of such variation in conclusions is 

different conditions of experiment. Indeed, in social sciences even minor change in 

secondary factors can bias results of experiment. Another reason is that there are 

significant national differences in consumers behavior [248], so conclusions made by 

individual researches cannot be considered universal. 

So there is a need to deeply analyze impact of different factors on consumer 

behavior in conditions inherent to Ukrainian trade enterprises. 

Relation of work with scientific programs, plans, themes. Some results of the 

dissertation work are part of the research Research Center for Industrial Development 

Problems of the National Academy of Sciences of Ukraine on the topic "Stimulating 

the development of small business in Ukraine" (state registration number 

0120U101109), which confirms the relevance and value of the research. 
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The goal and task of the study. The goal of the research is to develop a 

theoretical and methodic foundations and to work out the practical recommendations 

on management of consumer behavior trading enterprises. 

This goal makes it necessary to solve the following tasks: 

− to analyze the theoretical background of consumer behavior management 

and to specify its categorical basis; 

− to substantiate set of internal and external factors impacting consumer 

behavior; 

− to improve the models of consumer behavior management; 

− to define the relationships among internal and external factors impacting 

consumer behavior and to determine their impact on behavior of consumers in retail 

trading enterprises; 

− to define the impact of key instruments on consumer behavior; 

− to develop the approach to managing consumer behavior by trading 

enterprise. 

The object of research is the process of managing consumer behavior by 

trading enterprise. 

The subject of research is models, methods and instruments of managing 

consumer behavior by socially responsible trading enterprise. 

Research methods. The theoretical basis of the study are the fundamental 

provisions of microeconomic theory, management theory, marketing theory, theory 

of consumer behavior. To achieve the goal and solve tasks, the following general and 

special methods are used in the thesis: theoretical generalization, analysis and 

synthesis – to determine the substantive characteristics of the concepts of consumer 

behavior and consumer behavior management, to develop the model of consumer  

behavior management for trading enterprise, to develop the scientific and practical 

approach to choosing of instruments of consumer behavior management, to develop 

the methodical approach to consumer behavior management in trading enterprise; 

system approach – to systematize the factors of consumer behavior; expert opinion 
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survey – to define the most significant factors impacting consumer behavior and the 

instruments of consumer behavior management; survey – to collect the primary data 

on behavior of consumers in Ukrainian retail shops and its factors; statistical methods 

– to define the relationships among factors impacting consumer behavior; to 

determine factors’ impact on behavior of consumers in retail trading enterprises, to 

define the impact of managerial instruments on consumer behavior; graphical – to 

illustrate the empirical data and schematic representation of the main theoretical and 

practical provisions of the dissertation. 

The information base of the study consists of scientific works of domestic and 

foreign researchers on management, marketing, consumer behavior management, 

Ukrainian legislation in the field of consumer rights protection, intellectual property 

rights protection, taxation, official materials of the State Statistics Service of Ukraine, 

scientific periodicals, materials of international and national conferences, 

informational and analytical materials, Internet resources, the results of expert 

opinion survey and the customer survey conducted in the course of research. 

The scientific novelty of the obtained results consist in the improvement of 

theoretical and methodological provisions for the management of consumer behavior 

in trading enterprise, namely: 

improved: 

− model of consumer behavior management in trading enterprise by 

aggregating stages of consumer behavior, its factors, instruments of management, and 

integration of social entrepreneurship elements to the marketing strategy, which 

differs from existing models by comprehensiveness and consideration of 

contemporary requirement to business; 

− methodical approach to consumer behavior management in trading 

enterprise which includes such stages as marketing strategy development, integration 

of the principles of social entrepreneurship, defining the factors impacting consumer 

behavior, testing the instruments of consumer behavior management, evaluating the 

impact of instruments, choosing the instruments and developing the methodical 

provisions for their implementation and use; specifies instruments of consumer 
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behavior management (music sound, odd pricing technique, coloring the product’s 

price label, fair reference of personal positive experience, free trials of the product, 

charity); describes the ways to evaluate the economic effect of implementation 

instruments of consumer behavior management; specifies methodical provision of 

consumer behavior management; that allows to comprehensively and effectively 

manage the consumer behavior in trading enterprises; 

got further development: 

− categorical basis of consumer behavior management, by synthesizing a new 

definitions: consumer behavior which, opposite to the existing definitions, aggregates 

the essence, objects, subjects, stages, purpose and drivers of consumer behavior, and 

consumer behavior management which we understand as a subsystem of marketing 

management that embodies principles, methods, instruments and practices of 

interacting with customers in all the stages of their consumer behavior in order to 

both achieve a company’s strategic and tactical marketing goals and satisfy customer 

needs in a socially responsible way; 

− the list of factors impacting consumer behavior and their classification, that 

allows trading company to develop grounded managerial decisions, that differs by 

justified relationships between these groups of factors and behavior of consumers of 

retail trading enterprises;  

− scientific and practical approach to choosing of instruments of consumer 

behavior management that includes the list of possible instruments and the procedure 

of their choice, allowing trading companies to effectively manage behavior of 

consumers. 

The practical value of the obtained results is that the main scientific provisions 

and methodological approaches developed in the dissertation are brought to the level 

of practical recommendations for managing consumer behavior and allow: to define 

exact factors impacting consumer behavior; to justify instruments and to develop 

recommendations for managing consumer behavior of trade enterprises.  

The practical value of some results is confirmed by their introduction into the 

activities of trade enterprises, in particular: approach to managing consumer behavior 
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is implemented into the activities of Hazar LLC (reference № 86 from 27.08.2021); 

Kharkiv-Invest LLC has implemented an approach to determining the impact of 

certain factors on consumer behavior, as well as technique for assessing the 

effectiveness of certain instruments for managing consumer behavior (reference 

№ 35/21 from 27.08.2021). Provisions for the development of the categorical basis of 

consumer behavior management, the specified influence of factors on consumer 

behavior, instruments for managing consumer behavior are used in the educational 

process of S. Kuznets KhNUE during the teaching of the discipline "Marketing and 

Sales Management" for the preparation of masters in the specialty 073 "Management" 

(reference № 28/86-21-99 from 27.08.2021). 

Personal contribution of the applicant. The dissertation is a self-performed 

completed research. The scientific results that are submitted for defense are obtained 

by the applicant personally and are reflected in the published works. The applicant’s 

contribution to the co-authored works is given in the list of published works on the 

topic of the dissertation. 

Approbation of dissertation results. The results of the scientific research of the 

applicant were discussed at international scientific and practical conferences: 

"Modern problems of enterprise management: theory and practice", Kharkiv, 

March 29-30, 2018; "Economic development and heritage of Simon Kuznets", 

Kharkiv, May 31 - June 1, 2018; 58th Summit in Cooperation with 8th Arab Expo 

Business Forum «Conversations on Emerging Issues in Social Entrepreneurship», 

Cairo, Egypt, August 1, 2018; 60th Summit Conversations on Emerging Issues in 

Social Entrepreneurship "ІV International Schumpeter Conference", Chernivtsi, 

October 03 – 04, 2018; 61st Summit Conversations on Emerging Issues in Social 

Entrepreneurship "Small and medium business: problems and prospects for 

development in Ukraine", Kyiv, November 15-16, 2018; «International Congress on 

Business and Marketing», Istanbul, 29.11.2018-01.12.2018; "Modern problems of 

enterprise management: theory and practice", Kharkiv, March 18-19, 2019; 64th 

Summit Conversations "Discussions on topical issues of social entrepreneurship", 

Zhytomyr, May 24, 2019; "Economic development and heritage of Simon Kuznets", 
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Kharkiv, May 30 - 31, 2019; "Modern problems of enterprise management: theory 

and practice", March 3-4, 2020, Kharkiv – Torun; 78th Summit Conversations on 

Emerging Issues in Social Entrepreneurship, Kloverveien, Norway, October 28, 

2021. 

Publiсations. Based on results of dissertation research, 12 scientific works are 

published with total size 6.74 con.-pr. sh., including 5.34 con.-pr. sh. belonging 

personally to author, namely: 2 articles in periodicals of other countries that are 

members of the Organization for Economic Cooperation and Development and the 

European Union (United Kingdom, Bulgaria), including 1 article in publications 

reviewed in Scopus and Web of Science; 1 article in scientific professional 

publications of Ukraine, which are included in international academic research 

databases (Index Copernicus), 1 article in scientific publications of Ukraine, 8 theses 

of conference proceedings and summits. 

The structure and size of the dissertation. The work consists of an introduction, 

three sections, conclusions, a list of references and appendices. The total size is 269 

pages (11.21 author sheets). The dissertation contains 11 figures (none of them 

occupies a full page), 61 tables (2 of them occupies a full page), a list of references of 

282 titles – on 28 pages, 9 appendices – on 35 pages. The size of the main text of the 

dissertation is 197 pages (8.20 author sheets). 
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1. THEORETICAL ASPECTS OF CONSUMER  BEHAVIOR 

MANAGEMENT IN TRADING ENTERPRISE 

 

 

1.1. The essence of consumer behavior and evolution of consumer behavior 

theories  

 

 

One of the most distinct product of the capitalism is consumer society which is 

a complex of social relations based of the principle of individual consumption. 

Consumer society is characterized by the massive consumption of material goods 

supported by appropriate value system. The emergence of a consumer society was 

strongly influenced by the increase in incomes of employees, the decrease in working 

hours, the erosion of the class structure of society. 

Striving to achieve their business goals, companies aim to ensure sales growth, 

competitive superiority and gain market leadership. Since the marketing concept 

states that in order to operate efficiently, a company has to identify consumer needs 

and satisfy them in the best possible way, consumer research is being an integral part 

of the main strategy of the company. 

The Law of Ukraine “On protection of consumer rights” [113] define consumer 

as a person who purchases, orders, uses or intends to purchase or order products for 

personal needs not being directly related to business activities or performance of 

duties of an employee. Timokhina G. [134, p. 12] defines the consumer as a subject 

of exchange relations who intends to buy goods, services, buys and uses goods, 

services in order to meet needs, to obtain the gain, value. 

In the same time, Shtefanych D. et al. [145, p. 17] distinguish the roles of 

consumer and buyer:  

– the consumer is an individual or legal entity or households that buys goods 

or services or otherwise receives them for their own use; 
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– the buyer is an individual or legal entity who buys goods or services for his 

own use or consumption by another person or organization. 

J. J. Lambin [218] distinguish such roles of consumer as buyer, user and payer 

(for individual consumers) and buyer, user, influencer, decider and filter (for 

organizational consumers). Indeed, consumer is not always the buyer of the goods. 

But in terms of consumer  behavior, all the roles of consumers are studied, the same 

as all the types of consumers – individual and organizational. The differences 

between the main categories of consumers are considered in table 1.1. 

Table 1.1 

The differences between the main categories of consumers [6, p. 329; 48, p. 171] 
Aspects of 
marketing 

Organizational consumers Individual consumers (end-users) 

Acquisition of 
goods 

- for use in subsequent production or 
for resale;  
- equipment, raw materials, semi-
finished products are bought 
regularly, and in significant 
quantities;  
- buy goods based on technical 
specifications;  
- usually make collective purchasing 
decisions, having previously analyzed 
prices, quality, suppliers 

- for personal, home or family use;  
- usually buys finished products, not 
equipment or raw materials;  
- buys goods, guided by fashion, his 
own passion, advice from friends;  
- often rents premises, living space 
 

Differences in 
markets 

- their demand is derived from the 
demand of end users;  
- geographically more concentrated;  
- usually use specialized supply 
services;  
- distribution channels are short 

- the demand is determined by the 
consumer himself;  
- geographically more scattered and 
numerous;  
- uses specialized supply services less 
often;  
- product distribution channels are 
longer 

 

Except of individual and organizational consumers, another type of consumer 

is distinguished – the society [134, p. 13]. Usually the government plays the role of 

buyer and payer, securing satisfaction of the needs of society.  

Research of consumer behavior requires the definition of this category. But this 

task is not simple: Blackwell at al. state that consumer  behavior is such a “complex, 

dynamic issue” that “cannot be defined easily and commonly” [16].  
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Blaise Waguespack and Michael R. Hyman [275] analyze evolution in 

consumer behavior definitions in western (mainly American) literature. Expanding 

their analysis with modern definitions, we’ve conducted morphological analysis of 

the term “consumer behavior” (Appendix A).  

First of all, it can be seen that there are two approaches to define consumer 

behavior: 

1) as a study (science) (Hawkins  and  Mothersbaugh  [193, p. 6], Mowen [232, 

p. 6], Schiffman and Kanuk [259, p. 4], Kotler [214], Kang Y., Yang K. [211, p. 26], 

Martínez P., Rodríguez del Bosque I. [230, p. 518], Ferreira M. at al. [184], Ramos 

C., Mafé-García A. [252, p. 194]); 

2) as behaviorial process of a consumer (process, act, activity) or indicators 

evaluating it.  

Despite these approaches differentiate the essence of consumer behavior, 

authors usually do not oppose them, but rather consider complimentary. Most of 

authors following the 1st approach agree that the term “consumer behavior” has two 

meanings: as behaviorial process and as a discipline studying it.   

According to the subject of this thesis, not only theoretical implications, but 

practical recommendations on consumer behavior management are to be developed. 

This means consumer behavior has to be considered as part of the behavior of people 

[274], not a discipline studying it. 

As we can see from the Appendix A, definitions of consumer behavior by 

Engel at al, Walters and other authors evolve, in some case becoming more 

complicated, in other cases – more simple. The essential part of the most of analyzed 

definitions can be expressed by the definition given by Blackwell, Miniard and Engel 

[16, p. 35] who consider consumer behavior as “actions taken by people in obtaining, 

consuming, and disposing of products and services”. Other authors mostly keep this 

statement as a core of their own definitions, expanding it by adding some other 

properties or slightly modifying it. E. g. as genus for consumer behavior such terms 

are used: behavior, process(es), decision, act, action, more randomly – response, 

consumption, interaction.  
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Jacoby expands the object of consumer behavior to goods, services, time, and 

ideas, Mowen additionally mentions experiences. Walters specifies areas of decision 

made by consumer: whether, what, when, where, how, and from whom to purchase.  

Some sources (Cambridge dictionary [171], Neizvestna О. V., Skrynko N. V. 

[91, p. 35]) state an important component of consumer behavior is factors influencing 

it, while Lim E. [226, p. 115] narrows these factors to motives. Peter and Olson 

consider consumer behavior as being guided not only by internal cognitive and 

behaviorial drivers of a human, but also by environmental events.  

Hawkins  and  Mothersbaugh  [193, p. 6], Martínez P., Rodríguez del Bosque I. 

[230, p. 518], Cambridge dictionary [171] claim consumer behavior also concerns 

impacts made on the consumer and society. 

Solomon et al. insist selection process is an important part of the consumer 

behavior process. Also, authors along with Schiffman and Kanuk [259, p. 5], 

Hawkins and Mothersbaugh [193, p. 6], Holbrook [194, p. 128], Abramovich К., [1, 

p. 5], Liubimova N. [79, p. 7] focus on the goal of consumer behavior – to satisfy 

needs or desires. 

Wasson stresses consumer behavior appears in a market type situation and 

concerns “any situation containing some elements of marketing or exchange”. 

Quite a comprehensive definition is provided by Abramovich К. О. who states 

consumer behavior is a set of physical, psychological, cognitive and social processes, 

specifies its stages and the goal (needs satisfaction), but limits its object by goods or 

services (even altering it). 

Balytska О. P. explains that consumers behave taking into account price and 

personal income. 

Holbrook states “the process of consummation (including its possible 

breakdowns) is the fundamental subject for consumer research”. He expands the 

object of consumer behavior with events and stresses on a value as a necessary 

element of consumer behavior. 

Khozhempo V. V. [142], Economic dictionary [18, p. 542] additionally claim 

consumer behavior concerns distribution of a consumer income. 
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As for actions considered as elements of consumer behavior, scholars mostly 

consider acquiring (purchasing, obtaining, buying), consuming (using) and disposing 

(Mowen [232, p. 6], Engel, Blackwell & Miniard [182, p. 4], Jacoby  [206,  p. 332], 

etc.). This basic list of actions is supposed to be expanded: Walters and Paul [276, p. 

7] add decisions, Schiffman & Kanuk [260, p. 648] – searching and evaluating, 

Hawkins  and  Mothersbaugh  [193, p. 6] – selecting and securing, Abramovich К. О. 

service, Liubimova N. G. [79, p. 7] – stopping.  

Shafaliuk О. К. [144, p. 3], supporting the point of view of Engel et al., claims 

consumer behavior includes processes that precede or follow consumption, but 

specifies these processes are mental and social. Indeed, today marketologists pay 

great attention to the post-consumption communications of buyers (e. g. in form of 

word of mouth), that have become an essential part of consumer behavior and must 

be considered in terms of management.  

Another discussion concerns the subject of consumer behavior. The most 

widely used subject mentioned in definitions is the most obvious one – a consumer 

(e. g. Schiffman & Kanuk [260, p. 648], Holbrook [194, p. 128], Balytska О. P. [9, p. 

8], etc.). But other scholars specify the subject claiming this can be either individual 

or person (Walters and Paul [276, p. 7], Engel, Blackwell, and Kollat [181, p. 3], 

Abramovich К. О., [1, p. 5], etc.), final consumers (Kumar [217, p. 218]), while 

others expand the subject to individuals and groups (e. g. Solomon et al. [265, p. 5]), 

people (e. g. Blackwell, Miniard, Engel [16, p. 35]) or individuals, groups, or 

organizations (e. g. Hawkins  and  Mothersbaugh  [193, p. 6]). But the most universal 

description of the subject of consumer behavior is provided by Mowen [232, p. 6] – 

buying units. 

Girişken Arzu Çakar [190, p. 184] stresses on the role of emotions in consumer 

behavior. 

We’ve noted that last decade the researchers tend to expand the list of actions 

concerning consumer behavior, as well as include factors of consumer behavior and 

its effects (impacts) to the content of consumer behavior. Also, they tend to expand 

the nature of the processes concerning consumer behavior: emotional, mental 
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(cognitive), behavioral, social (Shafaliuk О. К. [144, p. 3], Liubimova N. G. [79, p. 

7], Girişken Arzu Çakar [190, p. 184]). 

We can conclude that today the content of consumer behavior is considered 

widely, including a range of pre-consuming, consuming and post-consuming 

processes towards all the objects valuable for the consumer. So, integrating the key 

definitions out of analyzed, we can suggest our own: consumer behavior is a set of 

physical, psychological, emotional, cognitive and social processes including need 

recognition, information search, selection, purchase, use, service, evaluation, disposal 

of goods, services, ideas, time, events, experiences, or any other entities, and further 

information sharing, performed by individuals, groups, or organizations in order to 

meet their needs and wants in context of internal and external factors driving such 

processes and their impacts on consumer and environment. 

Such a complex definition allows to deeply consider the consumer behavior as 

a subject of consumer behavior management. 

Scientists over the years have studied the essence of consumption and its 

influence on the individuals, enterprises, markets and society as a whole. In the 

table 1.2 the evolution of consumption theories over the centuries is presented. 

Table 1.2 

Evolution of scientific approaches to consumption (complied basing on [52; 102; 

146; 162; 170; 210; 228; 237]) 
Years 
of life Scientist Main idea(-s) introduced by the scientist 

1801–
1877 

Antoine 
Augustin 
Cournot 

Has defined and graphically depicted the demand function, has 
introduced the concept of “elastic demand”. 

1810–
1858 

Hermann 
Heinrich 
Gossen 

Has developed the basic mathematical principles of the marginal utility 
theory. The use of marginal values in the analysis of economic processes 
became the basis of the economic doctrine of the end of the XIX century 
called “marginalism”, in which the economic approach to studying 
consumers was developed. 

1818–
1883 

Karl Marx Was discussing the idea of commodity fetishism: relations between 
people about production and exchange of goods are perceived as relations 
between goods and people or between the goods themselves 

1857–
1929 

Thorstein 
Veblen 

Has developed the theory of ostentatious (prestigious) consumption: 
many people make a purchase decision under the influence of a desire to 
demonstrate their high purchasing power. 
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Years 
of life Scientist Main idea(-s) introduced by the scientist 

1858–
1918 

Georg 
Simmel 

Has discussed the key ideas of the theory of fashion: fashion, that is, the 
time-limited dominance of certain tastes, is adopted from rich people to 
the poor, and the faster it is adopted, the faster it changes 

1863–
1941 

Werner 
Sombart 

Concept of luxury: the desire of a person to have a surplus, which gave 
rise to capitalism, that is, contributed to social progress 

1864–
1920 

Max Weber Concept of status groups: interclass groups of people united by social 
status have their own characteristics in the structure of goods purchased 

1915–
1999 

John A. 
Howard 

Has introduced the model of buyer behavior defining the processes and 
factors shaping it 

1916–
2001 

Herbert A. 
Simon 

Has challenged the rational choice theory and described human behavior 
with more realistic bounded rationality and satisficing theories  

1930–
2002 

Pierre 
Bourdieu 

The theory of the social field, according to which the  behavior  of an 
individual or social group is the result of the interaction of forces that 
exist in a particular social situation. theory of habitus, which argues that 
habitus is the embodiment of the lifestyle and way of thinking of an 
individual of a particular class, profession, nationality (assessments, 
tastes,  behavior , responses to events, etc.). 

1922–
1982 

Erving 
Goffman 

The basis of the analysis of human  behavior  are social interactions. 
These interactions are based on a system of symbols (symbol implies not 
so much an object as its place in the environment system or reaction to 
it). 

1929–
2007 

Jean 
Baudrillard 

Critics of consumer society. Modernism is a type of philosophical 
worldview that implies unilineal progress based on increasing uniformity, 
unification and standardization of all aspects of human culture and 
activity. Postmodernism is a belief system that rejects a single progress 
for everyone, involves the differentiation of cultural values, cultural and 
consumer pluralism. 

1934–
2016 

James F. 
Engel 
 

Coauthor of the Engel–Kollat–Blackwell Model of Consumer Decision 
Processes, strongly pushing forward the consumer behavior studies all 
over the world 

1934–
current 
time 

Daniel 
Kahneman 

Has proved the irrational nature of consumer behavior, described 
cognitive biases in decision making of consumers 

1950– 
current 
time 

Russell W. 
Belk 

Has brought ethnographic approaches from cultural anthropology to 
consumer behavior science 

1958– 
current 
time 

David Court Has introduced the consumer decision journey, which provides better 
understanding of consumer behavior in all the stages of his / her 
interaction with a brand.  

 

During the initial stage of market relations development, when the concepts of 

improving production and improving goods dominated (the end of the 19th century), 

there was a gradual saturation of demand [65; 74; 143]. When it became necessary to 

influence the consumer, practical tools influencing consumer  behavior were 

developed (at the intersection of economics, sociology, psychology and 
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management). Such tools were aimed on managing sales, services, prices and other 

elements. At the beginning of the 20th century, marketing stood out as a scientific 

discipline, concentrating on the organization of effective marketing of the product 

being produced. Marketing courses first began to be read in American universities in 

the 1902-1905 years, and in the 1930s a separation of marketing from economic 

theory was finally formed [48, p. 13; 52; 91, p. 8]. 

During the second stage of markets development (1930s – 1950s), when the 

transition from the seller’s market to the buyer’s market occurred, the concept of 

intensifying commercial efforts spread, and the concept of classical marketing began, 

introducing the formation of consumer marketing [16; 143; 216]. The initial thesis of 

this direction of development for marketing was the idea that consumers inevitably 

prefer products with higher quality indicators, but at the same time tend to acquire not 

so much the product as a thing, but the consumer utility that is embodied in the 

product. Hence, the main reason for making decisions on the production of a product 

becomes a deep, comprehensive study of the consumer, his/her needs and requests, as 

well as the conditions and factors under the influence of which these requests are 

formed and developed [16; 52; 216]. There was an understanding of marketing as a 

system, covering all activities of the enterprise related to the production of products 

and its promotion from producer to consumer. A new research element, such as 

marketing research has emerged. Thus, from the very beginning, management of the 

enterprises’ success was focused on studying the patterns of consumer (customer)  

behavior and developing appropriate recommendations for the manufacturer (seller). 

In the same period, in the 1950s in the USA, Consumer  behavior had become 

considered as a separate discipline [228, p. 137]. Psychology had a great influence on 

the study of the consumer during this period, including its following directions [52; 

151]: 

–  behaviorism, which is the science of  behavior , the main thesis of which 

is: every human action is a reaction to a stimulus; 

– theory of psychoanalysis, the main thesis of which is that human  behavior  

is the result of the interaction of conscious and unconscious beginnings. 
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At the third stage of markets development (1960s – 1980s), the concept of 

traditional marketing was finally formulated and became a business philosophy and 

toolkit [16; 143; 216]. The development of marketing management falls to the same 

period, expanding the marketing principles to all levels and areas of enterprise 

management.  

In the 1960s consumer  behavior research was based on an understanding of 

consumption as an information process. The studies began to be dominated by a  

behavioral approach, in which the consumer was perceived as a “black box” [151; 

216], receiving and processing information to prepare a decision regarding the choice 

of a product or service.  behavioralism has focused on predicting consumer reactions 

based on past experience of responding to signals given as a stimulus. 

The first textbooks on consumer  behavior were written mainly within the 

framework of such an understanding of the problem, although they also covered the 

themes of culture, subculture, family, reference groups, social classes, personality, 

etc. [181; 198]. The process of institutionalizing the discipline “Consumer  behavior” 

in America basically ended in the first half of the 1970s: in 1969 the Association of 

Consumer Research (ACR) appeared, and in 1974 the has been started the publication 

of the special journal “Journal of Consumer Research” [209]. 

In 1960s – 1980s the problem of consumer  behavior become multidisciplinary, 

and today many disciplines contribute to studying the consumer behavior (table 1.3). 

Table 1.3 

Contribution of different diciplines to the consumer behavior science 

(generalized basing on [33, p. 2.6; 52; 102, p. 9 – 10; 265, p. 25]) 
Discipline Contribution to the consumer behavior science 

Economics Helps to understand the behavior of people in the production, 
distribution and consumption of life's goods in order to meet the needs 
of limited resources 

Microeconomics Studies the motives and mechanisms of consumer behavior via the 
utility concept, factors influencing the amount of money spent by 
household 

Management Management of processes of creation of needs, conquest and retention 
of the consumer 
 

Psychology Provides an opportunity to understand consumers as individuals: to 
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Discipline Contribution to the consumer behavior science 
understand the mechanisms of perception, emotions, memory, 
personality, motivational and learning processes, consumer attitudes 
to purchase 

Sociology Helps to study the factors that influence consumer behavior, such as 
group, social class, status, family, household 

Social psychology  Helps to study the  behavior of individuals as members of social 
groups 

Mathematics, statistics Allows to evaluate and analyze consumer behavior, to forecast 
demand, to develop models of consumer behavior 

Politology Researches the behavior of politicians and political associations 
Culturology Helps to understand the consumer, which is formed under the 

influence of norms, values, ideals, religions, art of a society 
Law Provides an opportunity for the individual to receive protection as a 

consumer through the use of consumerism 
History Studies the patterns and ways in which our culture and behavior have 

changed over time 
Cultural anthropology Studies the patterns and mechanisms driving a society’s beliefs and 

practices 
Ethnography Studies differences in behavior of people belonging to different 

ethnical groups 
 

Separate and combined contribution of different disciplines to the consumer 

behavior science allowed the application of multiple approaches to the study of its 

subject. The main of those approaches are considered in table 1.4. 

Table 1.4 

Main approaches to consumer behavior studies [134; 135; 237] 
Approach Description 

Economic Economic approach focuses on consumer choice of goods. Consumer 
is considered as rational individual striving to maximize utility, taking 
into account price and income factors.  

Sociological Sociological approach considers consumption not as personal, but as 
social act, as a cultural phenomenon, a process of constructing social 
identity and social status of an individual, a factor of social 
stratification and social control. 

Legal Studies the balance between the normative and legal rights of 
consumers and sellers 

Psychological Studies behavior if consumer as an individual, focusing on internal 
driving forces of behavior (needs, motives, perception, emotions etc.) 

Cultural  Focuses mostly on the consumption act and studies the interaction 
between consumption and culture: on the one hand, culture defines 
consumption patterns, and on another hand, culture is expresses 
through consumption 

Marketing Marketing approach integrates all pre-consuming, consuming and 
post-consuming stages of consumer behavior and studies a 
comprehensive set of factors impacting it. 
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Thus, on that stage of the evolution of markets, the role of marketing and 

consumer behavior increased. Marketing had become a philosophy, integrating 

business around the idea to satisfy customer needs, and consumer behavor studies 

started to play a key role in achieving this goal. The system of communications 

between business and consumers changed: the one-way communications (from 

business to consumer) was replaced by the dialogue, the consumer relationship was 

born.  

Increasing attention is being paid to creating an emotional, rather than rational, 

content of products [13; 52; 80; 265].  

As the result of increasing role of marketing, the investments in marketing 

activities increased substantially, and an industry of marketing services got a strong 

push to growth and development. 

In the same period, the consumerism as an organized movement of consumers 

for the expansion and protection of their rights, expressed in increasing the influence 

of consumers on producers (sellers) arose [134, p. 102]. In 1960, the international 

organization of consumer societies “Consumer International” was founded. Today, 

Consumer International includes more than 200 governmental, public, regional and 

other organizations all around the world [50]. Internationally recognized consumer 

rights were formulated at a speech by US President John F. Kennedy in the Congress 

on March 15, 1961) (currently, World Consumer Rights Day is celebrated on March 

15. Initially the following rights were formulated [213]: 

– to choose; 

– awareness; 

– security; 

– to be heard. 

The consumer's right to choose means guaranteed access to a variety of 

products and services at competitive prices. One of the main factors limiting 

consumer choice is the monopolization of the market (the manufacturer of the leading 
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brand seizes advertising space, shelves in stores, can pursue a more flexible pricing 

policy). 

The right of consumers for safety means protecting consumers from selling 

products that are hazardous to health or life. This right is exercised through 

standardization and certification of production and products. The right of consumers 

to be informed means protection against inaccurate or misleading information, 

advertising, labelling, or the failure to provide the necessary information. The right to 

be heard means a guarantee of full and benevolent consideration of consumer 

interests in the formation of state trade policy [82; 213]. 

In 1985, the UN General Assembly developed Guidelines for Consumer 

Protection [273] expanded the list of consumer rights to assist countries in combating 

this practice of entrepreneurship, which adversely affects consumers; to encourage 

the creation of market conditions that provide consumers with a large selection of 

goods and services at lower prices; and to encourage a high level of ethical  behavior  

of entrepreneurs. Those rights were added [273]: 

– to redress; 

– consumer education; 

– meeting basic needs; 

– healthy environment. 

The main legislative act that regulates consumer rights protection in Ukraine is 

the basis of the Law of Ukraine “On Protection of Consumer Rights” [113]. 

A consumer whose rights are protected on the basis of the Law of Ukraine “On 

Protection of Consumer Rights” is only a citizen (individual) who purchases, orders, 

uses or intends to purchase or order goods (works, services) for his own domestic 

needs [113]. The law regulates consumer relations with an enterprise, institution, 

organization and citizen-entrepreneur who manufactures or sells products, performs 

works or provides services, regardless of the form of ownership and organizational 

forms of entrepreneurship. Relations for the manufacture and sale of products, the 

performance of work or the provision of services by a citizen who is not an 

entrepreneur, as well as in the case of purchasing products, using services by a citizen 
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only for business activities or enterprises, institutions, organizations, are not covered 

by this Law. Thus, the consumer is only an individual, not a legal entity and not a 

citizen-entrepreneur. 

The second subjects under this law are manufacturer, performer or seller [113]. 

A manufacturer is an enterprise, organization or citizen-entrepreneur, producing 

products for sale. Performer is an enterprise, organization or entrepreneur, who is 

completing work or providing services. Seller is an enterprise, organization or 

entrepreneur that sells products under a contract of sale. 

A certain contract is concluded between the consumer and the performer 

(seller), which can be an oral or written agreement on quality, time, price and other 

conditions under which the sale and purchase of products, works or services is carried 

out. The written agreement can be drawn up by a receipt, a commodity or cash receipt 

or another document. 

Ukrainian legislation regulates many other aspects of relations between 

consumers and sellers including product quality, safety, customer service, pricing, 

advertising, etc. [110; 111; 112; 115; 116; 117; 118]. 

Consumer society has the following positive features [151; 215; 265]: 

– competition forces companies to satisfy consumer needs better than their 

rivals do, improving their products, making it more accessed and affordable for 

consumers; 

– consumer society unifies people’s interests, minimizing social, national and 

religious differences, which contributes to the reduction of misunderstanding, 

extremism, etc.; 

– striving to get better level of consumption, people improve their education, 

professional and cultural level, soft skills etc. 

At the same time, some scientists are stating negative influence of consumption 

on the society, namely [52; 72; 74; 98; 151; 177]: 

– growing consumption drains the natural resources and causes increased 

pollution, strongly harming the environment; 



31 
 

– business often manipulates consumers, but the norms of  behavior imposed 

and promoted by business may conflict with humanistic values and real interests of 

consumers; 

– even avoiding manipulation and completely following the intrinsic 

consumer needs, business can harm consumers in long run as current consumer 

desires may conflict with their long-term interests and the interests of society as a 

whole; 

– consumers compete for a high level of consumption, causing stresses, 

increased inequality and social tension both within and among countries; 

Ph. Kotler specifies the criticism of a traditional marketing as follows [66, 

p. 619 – 620]: 

1) from the consumer perspective: high prices, misleading techniques in 

advertising and other forms of communications, using pushy methods of imposing 

goods poor quality and safety of goods, their planned obsolescence, which all 

togather negatively affects consumer welfare; 

2) from the social perspective: stimulation of excessive mercantilism and 

artificial desires, which are not supported with real needs, a lack of socially useful 

goods, cultural erosion, increase of business influence on politics which leads to 

erosion of democracy;  

3) from the perspective of fair competition: marketing causes mergers and 

acquisitions, which result in concentration of the capital and so limits competition; 

also marketing creates \ barriers for other companies to perform their marketing 

activities and encourages predatory competition. 

Other unethical marketing practices include violating legal and moral norms 

(e. g. human rights to privacy, respect, security), too intrusive promotion of products, 

development of socially harmful products, spreading fakes, neuro-linguistic 

programming, shrinkflation (reduction in the size of packaging at the same price), 

price discrimination, dumping, hidden overpricing etc. [6; 72; 75; 98; 161; 181; 193; 

265].  
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The disadvantages of the traditional marketing approach, growing 

understanding of the global problems caused by overconsumption forced business to 

adopt more balanced marketing strategies, aiming on earning satisfactory profit, 

satisfying consumers’ current needs and increasing the well-being of society as a 

whole (helping to solve global and local social problems). Ph. Kotler named this 

concept the societal marketing concept [216, p. 27], formulating the organization's 

task according to this concept as “to determine the needs, wants, and interests of 

target markets and to deliver the desired satisfactions more effectively and efficiently 

than competitors in a way that preserves or enhances the consumer's and society's 

long-term well-being”.  

Societal marketing has become a projection of wider concepts of social 

responsibility of business and corporate social responsibility (CSR) [98; 107], 

influencing marketing strategies of the companies and enriching it with societal 

marketing practices [216]. The concept of corporate social responsibility emphasizes 

that companies bear not only economic but also social responsibility to their 

stakeholders and society as a whole [107, p. 50]. 

The essence of corporate social responsibility can be represented as a 

combination of the following components [98; 107; 151]: 

1. Responsibility to employees of the company: more fair distribution of 

value added and focus on the needs of employees such as comfortable working 

environment, self-expression, recognition, job satisfaction, etc. 

2. Responsibility to the final consumer: securing the fair quality and safety of 

products, promotion of physical and spiritual comfort and development of the 

consumer. 

3. Responsibility to the local community: both products and wastes from its 

production should be safe; charity and sponsorship, participation in own and 

governmental social programs.  

4. Fulfilment of legal obligations: paying taxes, keeping pollutions within the 

norms, etc. 

5. Responsibility to future generations for the healthy environment.  
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The largest modern international CSR initiative called the Global Compact, 

created by the UN, defines The Ten Principles of the UN Global Compact defining 

the requirements to socially responsible business in such areas as human rights, labor, 

environment, and anti-corruption. The Ten Principles include [272]:  

1. Businesses should support and respect the protection of internationally 

proclaimed human rights; and 

2. make sure that they are not complicit in human rights abuses. 

3. Businesses should uphold the freedom of association and the effective 

recognition of the right to collective bargaining; 

4. the elimination of all forms of forced and compulsory labor; 

5. the effective abolition of child labor; and 

6. the elimination of discrimination in respect of employment and occupation. 

7. Businesses should support a precautionary approach to environmental 

challenges; 

8. undertake initiatives to promote greater environmental responsibility; and 

9. encourage the development and diffusion of environmentally friendly 

technologies. 

10. Businesses should work against corruption in all its forms, including 

extortion and bribery. 

Today UN Global Compact Network includes 12 thousand business 

organizations and 3 thousand non-business organizations in 160 countries. About 80 

companies from Ukrainian joined this initiative [28]. 

Social corporate responsibility is driven by different forces. From one point of 

view, consumers, civil society and governments expect responsible behavior form 

business and push on it. With the development of globalization processes, such 

expectations of socially responsible behavior are becoming increasingly widespread. 

From another point of view, the consideration of moral values when making 

economic decisions becomes more and more profitable, as many studies proved 

significant effect of CSR on a company performance [92; 156; 172; 201; 266].  
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International Business Report 2014 on corporate social responsibility provides 

different motives of business to implement socially and environmentally responsible 

business practices [169, p. 4]: 

– cost management – 67% of responces; 

– client/customer demand – 64%; 

– because it’s the right thing to do – 62%; 

– public attitudes/brand building – 59%;  

– recruitment/ retention of staff – 58%; 

– tax relief – 42%; 

– government pressure – 37%; 

– saving the planet – 36%; 

– investor relations – 35%; 

– public pressure – 31%. 

As we can see, 64% of companies state customer demand stimulates them to 

implement more socially and environmentally responsible business practices. 

Another report states that 32% of CSR managers in Central European countries 

believe CSR strengthens customer trust [24]. 

In Ukraine, companies also change their approaches to doing business, trying 

to take into account the interests of multiple stakeholders, besides the owners [67]. 

The main motive for companies to be engaged to social responsibility is moral 

considerations (55% of companies); 26% of companies state social responsibility 

improves reputation of a company; 11% of companies agree that it boosts sales 

(fig. 1.1). 

In the present conditions, given the pace of formation of the global information 

space, only those brands can count on long-term success that care about sustainable 

development. Especially in industries where informal communications have a greater 

effect on the attitude to the company than official facts. Jean-Noel Kapferer [212] 

points out four forms of introducing ethical principles into management practices: 

1. first, it is a reaction to the events around the company as a reason to show 

participation in sustainable development; 
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2. secondly, the initiative in socially responsible activities, taking into account

the activity of competitors; 

3. thirdly, tracking new standards and public expectations to maintain the

reputation at the proper level; 

4. fourth, the use of opportunities to create competitive advantages based on

the social responsibility of the company. 

Fig. 1.1. Top-5 reasons for Ukrainian comapnies to become engaged into social 

responsibility (based on [125, p. 13]) 

Today CSR evolves to social entrepreneurship. Social entrepreneurship can be 

defined a business aimed on solving (mitigating) social problems [234, p. 63]. J.-

U. Sandal defines it as “a special form of management, which purpose is to run a 

production function in such a way as to ensure the increase of value for all the 

participating parties in that function” [256, p. 16]. Indeed, companies regularly 

practicing CSR include its imperatives to the mission, therefore transforming their 

main goal from mainly owner-oriented to stakeholders-oriented, considering social 

goals as leading along with the financial ones.

J.-U. Sandal states that social entrepreneurship’s vision is “to make the world a 

better place for everyone” [258, p. 236]. 
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In the same time, social entrepreneurship must be distinguished from the 

companies of the non-profit sector. We’ve aggregated such distinguishes in [244] 

(table 1.5).  

Muhammad Yunus, social entrepreneur and founder of Grameen Bank and 

Nobel Peace Prizer formulated seven principles of social business [282]. Briefly these 

principles can be formulated as follows: 

1. The business goal is not to maximize profits, but to prevent / combat 

poverty or any other social problem. 

2. Financial and economic sustainability. 

3. Investors get back their investments only, without any dividends. 

4. After investment are paid back, the company uses its profit for further 

development only. 

5. Gender sensitive and environmentally conscious behavior. 
6. The labor force receives wages in line with the labor market and improved 

working conditions 
7. The work and business must bring joy. 

Table 1.5 

Features of different models of social organizations [244, p. 93]  

Organizations Based on pure charity Hybrid Based on pure 
commerce 

Motives Good will Mixed Personal interest 
Methods Determined by the 

mission 
Determined by a 
combination of mission 
and market 

Determined by the 
market 

Goals Creating social value Creating social and 
economic value 

Creating economic 
value 

Purpose of income Directed directly to the 
implementation of the 
NGOs mission 
(determined by the law 
or by organization’s 
policy) 

Reinvested on the 
implementation of the 
mission, or on operating 
expenses and/or retained 
for the expansion and 
development of the 
business (can be 
partially redistributed 
among the participants) 

Distributed between 
shareholders and the 
owners 
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Integration of such principles to the business practice to some extent will help 
to align it with modern marketing concept of socially responsible marketing.  

Ph. Kotler and K. Keller list corporate social initiatives in marketing 
management (table 1.6). 

Table 1.6 

Corporate social initiatives in marketing management [216, p. 27]  
Type Description 

Corporate social marketing Supporting behavior change campaigns 
Cause marketing Promoting social issues through efforts such as sponsorships, 

licensing agreements and advertising 
Cause-related marketing Donating a percentage of revenue to a specific cause based on 

the revenue occurring during the announced period of support 
Corporate philanthropy Making gifts of money, goods or time to help non-profit 

organizations, groups or individuals 
Corporate community 
involvement 

Providing in-kind or volunteer services in the community.  

Socially responsible business 
practice 

Adapting and conducting business practices that protect the 
environment, and human and animal rights 

 
J.-U. Sandal stresses that social entrepreneurship is strongly related to 

implementing innovations [256; 258]. So, trading organization integrating social 
entrepreneurship principles must implement innovative methods of consumer 
behavior management. 

The current stage of the marketing evolution is characterized by Ph. Kotler and 

K. Keller as holistic marketing [216, p. 19 – 28]. The holistic marketing concept 

integrates 4 marketing concepts, such as internal marketing, integrated marketing, 

relationship marketing, and performance marketing. Internal marketing is aimed on 

implementing marketing principles into activity of all the departments within the 

company; integrated marketing aligns all the elements of marketing mix, 

subordinating them to marketing goals.  

Performance marketing is based on measuring and managing the company’s 

performance in such areas as marketing, ethics, social, environmental and legal [216, 

p. 26 – 28], so the consumer behavior management became equipped with the 

measurement tools. Performance marketing integrates the measuring of customer 
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attitude, attention, knowledge, intentions, purchases, brand loyalty, satisfaction etc. to 

the system of performance indicators [145, p. 182 – 204; 193, p. 733 – 737]. 

Relationship marketing aims to build mutually satisfying long-term 

relationships with key constituents in order to earn and retain their business [216, 

p. 20]. The concept of relationship marketing is that not the individual companies, but 

business chains compete in the markets, and therefore the company in order to be 

successful must create a partner network which includes the company itself and its 

suppliers, consumers, intermediaries, retailers, agencies, etc. [107, p. 50]. Such 

network will be competitive only in case of mutually beneficial long-term 

relationship among its members.  

From the consumer behavior perspective, this means, that, first of all, the key 

strategic task of companies has become not the fight against competitors, but the 

transformation of buyers from “trophies” of this fight into allies [6, p. 23]. The goal 

of consumer behavior management is not the manipulation for obtaining the one-time 

sales, but creation of long-term mutually beneficial relationship. Especially this goal 

is important for trading enterprises, which are focused not on pushing some 

producers’ brands, but in attracting and retaining customers in their shops.  

Z. Aliyeva states that for trading enterprises, the development of a new concept 

of consumer behavior management under the influence of relationship marketing, is 

of particular importance for retail organizations, the same as development of tools for 

its implementation [6, p. 5]. While developing the long-term relations with 

consumers, companies use Customer Relationship Management (CRM) approach, 

which implies individualizing their offerings, implementing the individualized 

marketing practices. Ph. Kotler and K. Keller define customer relationship 

management as the process of carefully managing detailed information about 

individual customers and all customer "touch points" to maximize customer loyalty 

[216, p. 133]. The CRM practice is based on the use of managerial and informational 

technologies, allowing the company to collect information about its customers at all 

the stages of purchasing process (attraction, convincing, purchase, retention, loyalty) 
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and to use this information for building mutually beneficial relationships with 

customers [91, p. 30].  

CRM is associated with the Below-The-Line (BTL) marketing 

communications, which are based on less intensive methods than mass advertising, 

and are more personal: direct marketing, sales promotion, event marketing, etc. [6; 

151].  

Besides the above-mentioned marketing concepts, S. Illiashenko describes a 

number of contemporary marketing concepts, such as internet marketing, social 

media marketing, blog marketing, guerrilla marketing, viral marketing, 

neuromarketing, lateral marketing, aroma marketing, event marketing, etc. [57]. 

Undoubtedly, all these concepts significantly contribute to business capabilities in 

managing consumer behavior. 

In Ukraine, consumer behavior has its own specifics caused by national 

culture, Soviet heritage, specifics of economic transformation processes. G. Nazarova 

[233] defines the patterns in consumer behavior of Ukrainians, such as: 

– consumerism is rather accepted by Ukrainians, but is limited by relatively 

low purchasing power; 

– relatively weak albeit growing hedonistic motives in consumption, bounded 

by Christian traditions [111]; 

– importance of spiritual values; 

– creative consumerism, wide spread do-it-yourself goods consumption; 

– following such global trends as ethical consumerism, green consumerism, 

eco-consumerism [61], but at a slow pace because of low purchasing power, inherited 

Soviet consumption patterns, poor governmental stimuli etc. 

Low purchasing power of Ukrainians makes price one of the most important 

criteria of product choice. 

A deep and comprehensive study of the needs and demands of the consumer 

and the patterns of his/her  behavior, which allows to establish stable mutually 

beneficial relations between the sellers and buyers, is the key to successful market 

activity of a modern enterprise. 
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1.2. Theoretical analysis of internal and external factors influencing consumer 

behavior 
 
 
Understanding the forces driving consumers to conduct their buying behavior 

is a key element of consumer behavior management. In order to do so, we analyzed 
the points of view of different scholars on factors and groups of factors impacting 
consumer behavior in the work [238] and in appendix B. 

Table B.1 mostly includes factors or groups of factors (marked with italic) 
directly mentioned by scholars. If the factor (a group of factors) wasn’t mentioned 
directly, but was obviously implied by the author, it was marked with the symbol “±“. 

The widest groups of factors distinguished by the most of scholars are internal 
(endogenous) and external (exogenous). From the names of these groups it is clear 
that internal factors include internal, endogenous (mostly physiological, 
psychological) forces driving consumer behavior, while external factors embody the 
impacts made on consumer behavior by the environment. It’s necessary to say that 
there is no single opinion on naming the groups of factors. For example, Shumilo Ya. 
[146, p. 90] uses the term “individual factors” concerning the internal ones in order to 
stress that this group of factors affect the behavior of a consumer as an individual, 
while external factors impact behavior of consumer as a member of society. 

Within the group of internal factors, scholars distinguish such subgroups as 
personal (individual) factors and psychological factors. Blackwell R., Miniard P., 
Engel J. [16] consider demographics as a separate group of internal factors, while 
Loudon D. et al. [227, p. 50] refer to personal factors like age as socioeconomic.  

Analysis of table B.1 demonstrates that mainly scholars consider such personal 
(or individual) factors of consumer behavior as age, life cycle stage, occupation, sex 
(gender), income (financial status), lifestyle, self-concept, personality (personality 
type). Other factors are sometimes mentioned separately. For example, Blackwell R., 
Miniard P., Engel J. [16], Lepeyko T., Sandal J.-U., Omarov E. [224], Hawkins D., 
Mothersbaugh D. [193] consider belonging to exact generation as a separate internal 
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factor impacting consumer behavior; Hawkins D., Mothersbaugh D. [193] mention 
education while other authors mostly consider it a constituent of a social status; 
Lepeyko T., Sandal J.-U., Omarov E. [224] mention physical characteristics of an 
individual, and together with Howard J., Sheth J. [198] and Pestun I. [87, p. 77] they 
also define such factor as personal characteristics while other scholars decompose it 
to more detailed factors.  

Blackwell R., Miniard P., Engel J. [16], Loudon D. et al. [227, p. 50] and Ilyin 
V. [52] consider location a factor impacting consumer behavior. 

Within the group of psychological factors affecting consumer behavior, most 
of scholars define motivation, perception (mentioned as conception by Hosaini A., 
Rojhe K. [197, p. 7064]), learning (referred to as assimilation by Kapinus L. [60, 
p. 8], Neizvestna O., Skrynko N. [91, p. 40], Shtefanych D. et al. [145]), emotions, 
beliefs, attitude, awareness (mentioned as knowledge by Blackwell R., Miniard P., 
Engel J. [16]). Other factors from this group include opinions (mentioned by Loudon 
D. et al. [227, p. 50]), preferences (Aliyeva Z. [6]), memory (Hawkins D., 
Mothersbaugh D. [193]), judgements and intentions (Blackwell R., Miniard P., Engel 
J. [16]). Shumilo Ya. [146, p. 90] distinguishes cognitive factors as a group of 
psychological factors defining cognitive processes of consumer. 

External factors of consumer behavior reflect the impact made by the 
consumer’s environment on his / her decisions and related actions (need recognition, 
information search, selection of the object of consumption, its purchase, use, service, 
evaluation, disposal, etc.). As such impact has informational nature, it is sometimes 
called external informational impact (e. g. by Howard J., Sheth J. [198], Kapinus L. 
[60, p. 8]). From another point of view, as the major subject of such impact is society, 
the factors making this impact are sometimes called societal [249].  

The external factors of consumer behavior are mainly subdivided by cultural, 
social (sometimes called civil, e. g. by Hosaini A., Rojhe K. [197, p. 7064]) and 
impact of marketing mix. Social and cultural factors can be joined to one group – 
sociocultural (Neizvestna O., Skrynko N. [91, p. 40]). Cultural factors mostly include 
culture, subculture and social class, while Blackwell R., Miniard P., Engel J. [16] 
additionally mention ethnicity, Ilyin V. [52] mentions fashion.  
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Ilyin V. [52], Kapinus L. [60, p. 8], Shumilo Ya. [146, p. 90] consider such a 
factor impacting consumer behavior as political and legal base which also can be 
considered a cultural factor. 

An interesting collision is observed for such a factor as values: while 
Blackwell R., Miniard P., Engel J. [16], Hawkins D., Mothersbaugh D. [193], Ilyin 
V. [52] and Aliyeva Z. [6] consider them as external cultural factor, in the same time 
Blackwell R., Miniard P., Engel J. [16], Hawkins D., Mothersbaugh D. [193] and 
Pestun I. [87, p. 77] consider it internal personal factor of consumer behavior. This 
contradiction can be explained as follows: on the one hand, values of society is the 
cultural phenomena and from this point of view impact consumer behavior from 
outside; but form the other hand, being adopted by an individual, values become his / 
her internal characteristics, a part of consumer’s lifestyle. The same duality we can 
see with the culture as it is mentioned by Kapinus L. [60, p. 8]: the culture is 
considered both as an external factor and as an internal one, reflecting those element 
of the culture perceived and adopted by the consumer. 

 Social external factors, according to the table B.1, include reference groups, 
family, a person’s roles and status. Sometimes scholars consider impact of people of 
direct communication (or friends) as a separate social factor, while most of 
researchers do not distinguish it from reference groups. 

Finally, external factors include such an important group as marketing mix 
impact on consumer behavior. This group of factors reflects the efforts of sellers 
aimed on impacting and even directing consumer behavior and include traditional 
4 Ps of marketing: product, price, promotion (marketing communications) and place 
(distribution). 

Apart from the abovementioned, there is a group of external factors that can 
barely being classified within the existing groups. It includes natural and 
geographical environment (mentioned by Kapinus L. [60, p. 8]), innovations, 
scientific and technical progress (Kapinus L. [60, p. 8], Shumilo Ya. [146, p. 90]). In 
marketing management, according to such approach to the external environment 
analysis as PEST analysis (or one of its expansions – PESTEL, SPENT analysis etc.), 
those factors belong not to cultural or social, but to ecological (natural) and 
technological environment [74, p. 62]. Actually, from this point of view the relation 
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of political and legal to the group of cultural factors is discussible: on the one hand, in 
consumer behavior management law is considered an element of culture [193, p. 42] 
while traditionally in marketing management it belongs to the separate area of 
external analysis (standing as P in PEST analysis and its modifications). 

The separate group of factors defining consumer behavior is situational factors, 
including both internal and external factors that concern the exact buying situation. If 
all the aforementioned factors are to some extent constant for exact consumer, 
situational factors create a unique set for every single buying situation. Among the 
key situational factors scholars consider time, the task and environment of 
purchasing, decision making procedures used by consumer, reason and importance of 
purchase, ownership rights, mood, etc. 

Now it is necessary to discuss the key factors impacting consumer behavior. 
Some studies demonstrate that external factors impact consumer behavior even 
stronger than internal, as about 70% of consumers in the process of decision making 
are guided not by own needs and opinions, but by approval of people around them 
[135, p. 65]. 

Main external factors influencing consumer behavior are raising from the 
social environment of the consumer, and culture plays one of the most important role 
on the behavior of the individual overall and consumer  behavior in particular. 
Ph. Kotler states the most significant and profound influence on consumer  behavior 
is provided by culture [65, p. 156]. Consumer culture determines the success or 
failure of certain products and services. A product that meets the cultural values of 
consumers and offers benefits has a better chance of market success. 

There are different definitions of culture. Shtefanych D. at al. define it as “a set 
of spiritual and material values created by the people throughout its history” [145, 
p. 35]. Hawkins D., Mothersbaugh D. provide the more specific definition of a 
culture: “the complex whole that includes knowledge, belief, art, law, morals, 
customs, and any other capabilities and habits acquired by humans as members of 
society” [193, p. 42]. Solomon M. et al. define culture as “the values, ethics, rituals, 
traditions, material objects and services produced or valued by members of society” 
[265, p. 498]. 
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Culture is a collection of core values and models of behavior that a person 
adopts from the surrounding society. Thus, culture is the form and result of person’s 
adaptation to the environment. But the relationship between consumer  behavior and 
culture is two-way relations. On the one hand, products and services that correspond 
with cultural priorities of a consumer have a much greater chance to be chosen. On 
the other hand, consumption impacts the values, morals and habits the consumer 
gains, and consumption patterns at any given time allow understanding and 
highlighting the cultural elements of the certain period [97; 265]. 

But culture of a society in a given territory during the given period is not 

homogenous: it is subdivided by different subcultures.  

A subculture (also known as microculture [16, p. 501] is a segment of a 

culture, a collection of core values and  behavioral characteristic of a group of people 

(national, religious, age, etc.) [193, p. 156]. The most important manifestation of the 

subculture is the consumption patterns characteristic of age, professional, regional 

groups, as well as groups of people united by some common idea, interest, and tastes. 

A subculture that differs sharply from the surrounding culture and contradicts it in 

meaningful values is the counterculture [16, p. 515; 151, p. 39]. 

Being nurtured in some culture, an individual adopts it, and elements of culture 

predetermine the choice of variants of his / her behavior, including consumer 

behavior. The acquiring of the elements of culture from the environment by 

individual is called socialization [91, p. 81].  

From the definition of Shtefanych D. at al. we can see the culture is a set of 

spiritual and material values. Values integrate society, guiding individuals to choose 

socially acceptable behavior. The value system is the core of society's culture [80]. 

Cultural values include moral and aesthetic ideals and norms of  behavior, languages 

and dialects, traditions and customs, folklore, works of art, science, material objects 

and their complexes (including special territories), as well as processes (technologies) 

[16; 102; 265; 277]. 

Values are used as a scale through which people evaluate and compare actions, 

things, other people and themselves. Qualities, which are highly valued are rewarded 
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relatively high. At the same time, any quality is assessed only in the context of certain 

social and cultural relations, in another context it may have a completely different 

assessment. But values evolve, and change in social practice leads to a change in 

values; therefore, they concern a concrete historical period and concrete social group 

[16; 91; 102; 151; 193]. 

In addition to cultural values, there are also social (shared by a group) and 

personal (related to individuals) values. Personal values in most cases are determined 

by society and culture. Values are important regulators of human  behavior in all 

spheres, including consumption. Shared values are one of the elements that unite 

people into groups (along with common work, hobbies, etc.). The groups formed by 

shared values are sensitive to products that are symbols and signs providing group 

identity and intra-group ties (uniforms, symbols of prestige, products for healthy 

eating, etc.) [91; 151; 181]. 

According to the criterion of orientation, there are three groups of cultural 

values [91, p. 114; 193, p. 45]: 

1. self-oriented; 

2. other-oriented; 

3. environment-oriented. 

Thus, the classification of value orientations in the certain culture can be 

constructed by contrasting them in the form presented in the table 1.7. 

 

Table 1.7 

Classification of values by their constriction [151, p. 39] 

№ Type of values Examples of values Opposite 
values 

Examples of opposite 
values 

1 Specific life 
values 

Health, work, friends, 
family life 

Abstract 
values 

Knowledge, development, 
freedom, creativity 

2 
Values of 
professional 
self-realization 

Interesting work, 
productive life, creativity, 
active and active life 

Values of 
personal 
life 

Health, love, having 
friends, entertainment, 
family life 
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3 

Individual 
values 

Health, creativity, 
freedom, active life, 
entertainment, self-
confidence, financially 
secure life 

Values of 
interperson
al relations 

Having friends, happy 
family life, happiness of 
others 

4 
Active values Freedom, active, active 

life, productive life, 
interesting work 

Passive 
values 

Beauty of nature and art, 
self-confidence, 
knowledge, wisdom of life 

 

One of the first classification of values was suggested in 1973 by Milton 

Rokeach [255]. In his opinion, there are two types of values: terminal and 

instrumental. Terminal values are a person's beliefs in goals and end states to which 

he/she aspires. Instrumental values relate to ideas about the desired behaviorial 

methods in order to achieve terminal values (table 1.8). 

Since values are acquired through culture, most members of a society will have 

the same values, but to different extent, and the relative importance of each value will 

be different for different individuals. This relative importance can also change over 

time.  

Table 1.8 

Classification of personal values [255] 
Terminal values Instrumental values 

A comfortable life Ambitious 
An exciting life Broadminded 
A sense of accomplishment Capable 
A world at peace Cheerful 
A world of beauty Clean 
Equality Courageous 
Family security Forgiving 
Freedom Helpful 
Happiness Honest 
Inner harmony Imaginative 
Mature love Independent 
National security Intellectual 
Pleasure Logical 
Salvation Loving 
Self-respect Obedient 
Social recognition Polite 
True friendship Responsible 
Wisdom Self-controlled 
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Another important external factor of consumer behavior is social class. Any 

society is stratified, which is subdivided by classes. Social stratification is the 

division of society into social strata (classes), which have their own hierarchy [181; 

224]. Social classes have the following main characteristics [16; 49; 51; 193]: 

– persons belonging to the same class tend to behave similarly; 

– depending on their belonging to certain class, people occupy a higher or 

lower position in society; 

– class is determined on the basis of not one attribute, but their complex 

(occupation, income, wealth, education, value orientation, and others); 

– individuals can move from one class to another. 

Social ties are usually limited to the class to which a person belongs at a given 

time, although, of course, the possibility of broader contacts cannot be excluded.  

One of the most commonly used social stratification was firstly introduced in 

the USA by W. L. Warner [278] defining 3 social classes (upper, middle and lower), 

each of them being later subdivided by upper and lower, resulting in 6 social classes. 

Later such classification was extended to 7 classes (table 1.9). 

Table 1.9 

Social stratification by Richard P. Coleman [65, p. 156 – 157] 

Name of the 
social class 

Percentage of 
representatives of 
the class among 
total population 

Description of the 
representatives of the 

social class 

 behavior of the social class 
representatives and their 

influence on society 

Upper-
upper class 

less than 1%  elite of society, 
originating from 
eminent families and 
living on social wealth 

Donate money to charity, own 
more than one house, send 
children to private schools, are 
not used to show off their wealth. 
Serve as a reference group for 
other classes. 

Lower-
upper class 

about 2%  people of the  liberal 
professions or 
businessmen who earn 
high incomes because 
of their exceptional 
abilities. Nouveau riche 
are also included to this 
class. 

Active in public and civil affairs, 
eager to recognize their social 
status and defiantly spend their 
money. Strive to move to the 
upper-upper class.  

Upper-
middle class 

about 12% career-making 
individuals in different 

Take care of education, spiritual 
life, culture and civil affairs 
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professions, managers, 
businessmen 

Middle 
class 

about 32% employees, small 
entrepreneurs, highly 
skilled workers (usually 
they belong to 
engineering and 
technical employees). 

These people are concerned 
about the observance of the 
norms and rules of culture, the 
creation of a halo of 
respectability. Quite often they 
buy popular goods, trying to 
follow the fashion 

Working 
class 

about 38% workers with average 
salary and those who 
follows the working 
class life style 
regardless of income or 
job. 

Require support in purchase 
decision making, financial and 
emotional support of relatives 
and friends. Mostly follow 
stereotypes and traditional 
gender roles 

Upper-
lower class 

about 9% usually unskilled 
employees. 

Concerned about strengthening 
their position in society 

Lower-
lower class 

about 7%  people living on aids. Mostly are below the poverty 
line 

 

Today sociologists provide different class typologies, mostly defining 5 to 9 

social classes [65; 69; 257]. Other classifications either expand the existing ones 

(e. g. J.-U. Sandal describes the neoclassical capitalistic class 

hierarchy which expands W. L. Warner’s classification [278] by adding a “middle” 

gradation to every of three basic classes and turning it to nine-class hierarchy) or 

restructure and rename it  (e. g. Capitalist class, Upper middle class, Lower middle 

class, Working class, Working poor, Underclass [188], or Upper class, Upper middle 

class, Lower middle class, Working class, Lower class [271], etc.). But the 

differences in such classifications are rather not significant. 

At the same time, social stratification may greatly different among different 

cultures, basing on the historical, geographical and political factors. Thus, the social 

stratification of Ukrainian society have the following structure (table 1.10). 

Table 1.10 

Social stratification in Ukraine [12, p. 102] 
Social class Features of consumer behavior 

Rich - 0.2% It is the most closed part of Ukrainian society. They usually do not fall into 
the sample of sociologists because of their secrecy and unwillingness to 
share information about their own social status. 

Wealthy - 1.99% The most important is the form of the goods, the pleasant atmosphere of 
trade premises with beautiful show-windows, first-class service; there is a 
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commitment to brands, symbolic consumption is typical; more confident in 
their consumer abilities, so they can buy in unfamiliar places; freely 
experiment with new styles. 

Moderately wealthy 
- 12.21% 

Prone to joint (family) shopping, like to experiment when buying products 
of different brands; react to price changes; trust the media more, actively 
seek additional information through the media; sometimes buy goods that 
are a symbol of high position (as a way of self-affirmation); access to 
information sources increases 

Not poor - 35.28% Product functionality is more important than its shape; spend a lot of time 
shopping; price sensitive; a lot of money is spent on food; carefully and 
judiciously, in terms of spending money, approach the purchase; buy 
standard furniture and home decorations; better perceived advertising, full 
of technical details 

Poor - 38% The most important is the functionality of the product; low status means 
visiting local stores, where they expect the appropriate service and 
friendliness; have limited information 

Very poor - 12% From 76% to 95% of income is spent on food; some manage to save money 
on cheap appliances, others - only on clothes 

Beggars - 0.32% Ukrainians belonging to this execution spend money only on food 
 

Social class of an individual is defined by the following variables (fig. 1.2). 

 

 
Fig. 1.2. Variables of social class [91, p. 123] 

 

Belonging to social class defines consumer behavior basing on such effects 

[91; 221; 265]: 

‒ social class defines the worldview; 

Variables of social class 

Economic variables Interaction aspects Political variables 

occupation 

income; 

welfare 

personal prestige; 

communication; 

social relations 

power;  

mobility;  

class consciousness 
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‒ every social class has its status symbols, and consumption of those symbols 

becomes an essential driver of consumer behavior, especially for higher classes 

(Veblen effect);  

‒ conformity effect forces members of the class to copy their peers’ 

consuming behavior; 

‒ snob effect is reflected in trying to consume unique, exclusive goods and 

services. 

Among the social factors of consumer behavior, the leading role belongs to 

reference groups. Person is inclined to build his / her  behavior in accordance with the 

rules of  behavior of public groups, especially in the presence of members of these 

groups. Reference groups are groups of people that have a direct or indirect influence 

on the individual's attitude to something or somebody and on his / her behavior [65, 

p. 158]. Individual uses a reference group for a comparative assessment of his / her 

own position or  behavior. An individual may belong to the reference group or be 

very far from it [65].  

The reference group can be a real social group or virtual, which acts as a 

statistical community (bohemian, people of science) [224]. In modern society, the 

influence of virtual groups is increasing [16, p. 602; 265, p. 354]. At the same time, 

the relationship of an individual with reference groups is often unstable, mobile, 

vague. On different stages of life circle, person may have different reference groups. 

In addition, when choosing different elements of lifestyle and while making 

purchases of different purpose, an individual can focus on different reference groups 

[16; 91; 193; 265]. 

Reference groups in general can be classified by the following dimensions 

(table 1.11). 

Table 1.11 

Classification of reference groups (based on [265, p. 350 – 354]) 
Classification 

criteria 
Type of 

reference groups 
Description 

Formality Formal  Groups with a clear and documented structure (for 
example, a public organization) 
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Informal Groups that do not have a clear structure and are usually 
based on common interests (for example, friends) 

Level of contacts  Membership  Members are constantly engaged in personal interaction. 
This group forms the immediate social environment of 
the individual, the team to which he/she belongs, family, 
colleagues, etc. 

Aspirational Composed of people the consumer can either identify 
with or admire 

Attitude to the group Positive Groups, with which the consumer seeks to associate 
himself/herself and adopt the corresponding values and 
norms 

Negative Groups, with which consumer does not want to have a 
connection (or seeks to reject it) 

 

The influence of formal groups on a person is most intense in the middle of 

his/her life (when person builds a career, he/she relatively much communicates with 

strangers and people met for the first time). The influence of informal groups is most 

pronounced at the beginning and at the end of a person’s life (the social circle is 

mainly limited to relatives and close acquaintances) [151]. 

The influence of reference groups on consumer behavior can take three forms 

[16, p. 602 – 603; 193, p. 234 – 235; 265, p. 351]:  

1. Normative influence, which has the form of requirements to submit to group 

norms for the sake of public approval. People with a high degree of self-control are 

more responsive to regulatory pressure from the group. This form of influence is 

noticeable in relation to goods of apparent consumption. Regulatory influence is 

usually experienced by people in self-identification or utilitarian groups. The 

reference group of self-identification is the group to which the individual belongs and 

is being under the pressure of its norms and values. The group directly or indirectly 

compels it to adhere to this style of  behavior , including consumption, which is 

considered as “proper”, and to avoid such style, which is considered in it as 

“indecent” or “strange”. A utilitarian reference group is a group that has an arsenal of 

positive and negative sanctions, that is, it is capable of both rewarding and punishing 

an individual. In this capacity, a variety of real social and imaginary groups can act. 

The individual must be motivated to fight for receiving a reward and avoiding 

punishment from the group. 
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2. Value-oriented influence, in which a person aligns his/her  behavior  with 

the  behavior  of members of the reference group due to the internal acceptance of its 

values. The consumer can be one of the representatives of the group or only internally 

identify himself/herself with them. This form of influence is manifested by groups of 

self-identification or value groups. A value reference group is a real or imaginary 

group of people who are considered by this individual as vivid carriers, expressing 

those values that he/she shares. Since this group does not just secretly sympathize 

with these values, but actively professes them through its lifestyle and much further 

than it has advanced along the path of realizing these values, the individual imitates 

this group and strives to follow the  behavior  style adopted in it. He/she is not a 

member of this group, sometimes person even very far from the group, both in 

physical and social space. Most often in the role of such reference group are being 

prominent figures of the field to which the individual belongs. 

3. Informational influence, which is carried out through the exchange of 

opinions among people. A consumer can make a purchase under the influence of the 

information influence of the reference group, when he/she needs to obtain 

information about a product with a shortage of other sources of information, when 

there are close social connections between the transmitter and the receiver, or when 

the buyer has a strong need for approval. Informational influence is manifested in two 

main forms [242, p. 50]: 

a) influence by experience carriers – people who have tried the product; 

b) influence by experts in the field, whose judgments are considered reliable in 

reflecting the real qualities of the product. 

Another important group impacting consumer behavior is family. Family is a 

group of two or more people living together and related by blood, marriage or 

adoption (contrary to household which describes all the individuals living in one 

house (apartments) [16, p. 557 – 558]. The nuclear family includes mother, father and 

children, while the extended family additionally includes the elder generation 

relatives (grandparents), siblings (aunts, uncles), cousins [265, p. 405]. Family size 

and composition differs among cultures, usually being greater for collectivistic ones.  
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When analyzing the influence of the family on the individual, the instructing 

family and born family are distinguished [65, p. 158]. Instructing family consists of 

the individual’s parents, which forms his/her main cultural and psychological traits. 

Born family consists of the spouse and children of the individual, who has an impact 

on his/her daily shopping behavior.  

Instructing family plays a key role in consumer socialization which is the 

process of human assimilation from surrounding norms and patterns of consumer 

behavior. The main environment of consumer socialization is the family [65]. In the 

process of consumer socialization, skills that are directly related to buying 

(knowledge of stores, products, discount systems) and indirectly related to buying 

(values and lifestyle, which regulate the purchase of products) are learned.  

The methods of consumer socialization are described in table 1.12. 

Table 1.12 

The methods of consumer socialization [151, p. 74] 
Method of consumer 

socialization 
Description of the method 

Instrumental 
training 

Direct instruction by the older generation of the representatives of the 
younger one 

Modelling Younger generation consciously or unconsciously reproduces the behavior 
of the older one 

Mediation Interpretation by the older generation for younger family members of 
marketing messages and incentives according to the family’s value 
orientation 

 

Consumer socialization is carried out by the observation, which is the visual 

perception by the younger generation of the older behavior; joint trips of parents and 

children for shopping; and accumulation by children their own experience in 

purchasing goods [135, p. 79]. 

There are three following stages of consumer socialization [193, p. 214]: 

1. Sensorimotor intelligence stage (0 – 2 years) – the child is mostly acting 

basing on instincts, and cognitive functions are being developed. 

2. Preoperative stage – at the age of up to 7 years, when the child learns to 

make a choice among several things (for example, toys that are in front of him/her); 
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3. Concrete operational stage – at the age of 8-11 years, when the child begins 

to apply logical thinking and methods of persuasion when choosing a product (for 

example, asks to buy a bicycle). 

4. Formal-operational stage – at the age of 12 and older, when the ability to 

think abstractly forms the desired product image, as well as access to a greater variety 

of information sources. The influence of the family on purchases gradually weakens, 

and the influence of peers increases to the maximum (for example, a group of friends 

argues what properties an ideal scooter should have). 

M. Solomon et al. consider stages of a child’s socialization in details [265, 

p. 416]:  

1. Observing (starts at 0 – 3 months). 

2. Making requests (starts at 0.5 – 2 years). 

3. Making selection (starts at 1 – 3.5 years). 

4. Making assisted purchases (starts at 2 – 5.5 years). 

5. Making independent purchases (starts at 4 – 8 years). 

As it was mentioned above, if instructing family shapes an individual’s 

consumer behavior, born family impacts it on a daily basis. Such impact is usually 

expressed in distribution of the roles of family members in the purchasing process. 

Those roles can be divided into functional (instrumental) and expressive [135, p. 84]. 

Functional roles encompass the individual's functions in choosing the conditions of 

purchase and its payment. Expressive roles consist in matching the purchase with the 

values and needs of the family, in the emotional support of the decision. It is also 

possible to separate the roles that various family members perform during the 

purchase process [65, p. 167; 135, p. 75]: 

1. initiator – initiates the purchase; 

2. influencer – shares an opinion that strongly impacts the final purchase 

decision: directly (when an opinion is requested) or indirectly (when opinions and 

tastes of influencers are taken into account by decider); 

3. decider – makes final purchase decision; 

4. buyer – directly purchases a product; 
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5. user – uses a product; 

6. technician – serves and repairs a product; 

7. liquidator – disposes a product. 

A family member can take one or several (and even all) of the abovementioned 

roles in a specific purchasing process. The distribution of those roles is not fixed: 

usually it differs depending on product types (fig. 1.3). 

 

 
Fig. 1.3. Classification of purchasing decisions depending on the impact of 

family members [126, p. 187] 

 

Differences in the consumer behavior between sexes are manifested not only 

through different product categories. Physiological and psychological differences 

make man and women purchase differently. For example, we’ve proved that women 

are more sensitive to the odd-even pricing techniques than men [223], which could be 

explained by greater impact of emptions on women decision making. Women use 

other patterns of behavior on pre-purchase, purchase and post-purchase stages [281]. 

For example, they collect information before the purchase differently than men 

(women rely more on opinions of other people); women come back to previously 

considered good in order to re-consider it more often than men [155]; women spend 

Impact of family members on purchasing decisions 
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Life insurance 
Gardening tools 
Suits for men 
Investing money 

A place for a family 
vacation 
Movies 
Schools 

Living room furniture 
Food 
Children's clothing 
Women's clothes 
Goods for cleaning the 
apartment 



56 
 
more time and get more pleasure of shopping than men [89]. In the same time, joint 

shopping increases the probability of purchases [42].  

For trading enterprises, it is important to take into account the gender 

differences in shopping behavior of consumers (appendix C). But in the same time it 

is important to know that today gender roles in the family change, becoming more 

and more mixed [16, p. 583]. 

Another important factor defining family decision making is a stage of the life 

cycle (table 1.13).  

Table 1.13 

Stages of the family life cycle [16, p. 567 – 569; 193, p. 197 – 207] 

Stage Age Description Market needs 

Youth up to 35 
years 

lonely young man who can 
live with his parents or 
friends 

market of entertainment goods and 
services, perfumes, cosmetics, 
clothing and sporting goods 

young family without 
children 

Market of tourist services, furniture 
and household items, expensive 
clothes 

young family with children 
(full nest-1) 

market for household goods, 
children's products 

young single parent (single 
parent-1) 

market of food products, childcare 
services 

Average age 35–65 years 

lonely middle-aged person market is the same goods as a lonely 
young man, but usually more 
expensive 

middle-aged spouses with 
children (full nest-2) 

Market consists of educational goods 
and services, teenage goods 

middle-aged single parent 
(single parent-2) 

market of food semi-finished 
products, second-hand products 

middle-aged spouses 
without children or living 
separately from children 
(empty nest-1) 

market for leisure goods outside the 
home, personal services 

Older age over 65 years 

lonely old person market of personal services, 
televisions, drugs 

elderly spouses without 
children or living separately 
from children (empty nest-
2) 

Market of food, medical goods 

 

As it can be seen, market needs and so – consumer behavior – strongly differs 

depending on the current stages of the family life cycle.  
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The next important external factor of consumer behavior that is mentioned by 

numerous scholars is social status and roles of individual. Social status is defined as a 

position of a person in a particular group, hierarchy, culture, society [216, p. G7], 

giving him certain rights, privileges, and responsibilities in relation to other members 

[135, p. 34]. Statuses can be ascribed (based on factors that do not depend on person 

– age, sex, race, family, etc.) and achieved during life by the person’s efforts [16, 

p. 851 – 860]. 

People usually have several social statuses, and only one among them will be 

the most important (the main status) [102, p. 24]. 

The social role is a set of actions expected from the holder of a particular status 

[65, p. 159]. The following parameters are used to describe and classify social roles 

[151, p. 47]: 

– level of emotionality of the role; 

– way to achieve the role; 

– scale of the role, that is, the number of aspects of interaction with other 

people; 

– degree of formalization  of the role; 

– motivation to play the role. 

Internal factors affect the behavior of the buyer as an individual. Among them, 

the leading role belongs to psychological factors. As table B.1 shows, scholars most 

often mention motivation as a key psychological factor of consumer behavior.  

Consumer motivation is based on his / her motives. In turn, motive can be 

defined as a person's inner prompt to take a specific action [102, p. 52].  

There are multiple motivation theories, describing the nature and mechanisms 

of people’s motives, and most of them focus on needs as a basis of motives [16; 21; 

49; 65; 78; 119; 193; 265]. Some definitions even disclose the essence of motive 

through needs, e. g. “motive is a need that has become so urgent that it requires to be 

met” [51]. 

Need is a want (desire) which has taken a specific form in accordance with 

his/her cultural level and personality [66, p. 22]. Need is the contradiction between 
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the existing and the desired state for individual within the framework of a given 

society, which arises with a certain periodicity and leads to the activity of an 

individual for its elimination or compensation [102, p. 51]. Moreover, needs are 

considered infinite, being eternal driver of human behavior [66, p. 23]. 

During the last century, scholars made multiple efforts to classify human 

needs. Table 1.14 integrates different classifications. 

Table 1.14 

Classification of consumer needs (based on [6; 52; 65; 91; 151; 193; 265; 280]) 
Classification criteria Types of needs 

By hierarchy Physiological 
Safety 
Love and belonging 
Esteem 
Self-actualization 

By the characteristic and nature of the occurrence physical 
social 
intellectual 

By sphere of life, in which they are manifested and satisfied material 
spiritual 

By economic quantitative certainty absolute 
valid 
solvent 

By level of specification general 
specific 

By the source direct 
directly induced 
indirectly induced 

By degree of satisfaction satisfied 
unsatisfied 
incompletely satisfied 

By degree of urgency urgent 
less pressing 
distant 

By object material goods 
services 
spiritual values 

By degree of activity active 
passive 

By degree of rationality rational 
irrational 

By degree of reality real 
unreal 

By degree of prospects socially promising 
socially unpromising 

By the attitude of society socially positive 
socially neutral 
socially negative 

By the way of satisfaction individual 
group 
public 

By complexity satisfied by one good 
satisfied by several goods 
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satisfied by one service 
satisfied by several goods and 
services 

 

Potrashkova L. relates the level of consumer needs with criteria used to 

evaluate a product during the selection process (table 1.15). 

Table 1.15 

Relation between the level of consumer needs and product evaluation criteria 

[107, p. 42] 

Level of consumer needs Relevant product evaluation criteria 
Level 1: physiological and safety Price and quality of products 

Level 2: social, respect, self-expression and morality 

Taking into account the individual needs 
of consumers; conscientious behavior of 
the manufacturer (seller), his respectful 
attitude to consumers; morality of the 
producer (seller), taking into account the 
interests of society 

 

Consumer life takes place in an extremely rich information field. Every day 

consumer faces a variety of products, is influenced by multiple advertisements (6000 

to 10000 [167]). All these external phenomena affect consumer’s sensory organs and 

cause corresponding reactions or sensations. Such reflection of objects, situations and 

events of environment in the consciousness, composed of individual sensations, as 

well as their interpretation is called perception. According to the types of human 

sensory receptors, the following types of perception are distinguished: visual, 

auditory, tactile, tasteful and olfactory. Thanks to the internal connections between 

them, images perceived by us reflects such properties as size, weight, shape, color 

and so on. Luria  has stated, that … “The brick is reflected in the brain when it falls 

on the head. The perception of a brick is its reflection in the mind” [78, p. 143]. 

Therefore, the image of the perception is not necessarily conscious.  

Consciousness can certainly participate in human perception, and this happens 

in the case of "connection" to the perception of the mental state of voluntary 

attention. Awareness of the image of perception means giving it meaning, that is, 

giving the reflected world a separate subjective value from it [78; 141; 193]. 
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The consumer decision-making process about the purchase can be considered 

as an information process, that is, as a process of consumer processing of 

information. Finally, the purchase is the result of the information processing. 

Hawkins and Mothersbaugh consider such stages of information processing during 

consumer decision making [193, p. 278]:  

1. exposure (an object (a stimulus) arises within a range of consumer senses); 

2. attention (consumer focuses senses and thoughts on an object); 

3. interpretation (consumer assigns the meaning to the information received 

from the sensation; 

4. memorization (retention of the meaning for short-term use in immediate 

decision making or for long-term storage). 

First three stages of information processing constitute perception.  

Human perception is selective: people pay attention to only part of external 

stimuli depending on the characteristics of the perceived stimulus, person’s individual 

characteristics and the situation [102, p. 25; 145, p. 50; 265, p. 47]. The key physical 

characteristics of the stimuli impacting its perception by consumer are as follows 

[151, p. 79; 193, p. 285 – 290]: 

– size of a stimulus; 

– intensity (brightness, volume) of a stimulus; 

– color contrast of a stimulus; 

– movement of a stimulus; 

– position of a stimulus relative to the consumer; 

– isolation from other stimuli; 

– format of a stimulus; 

– interestingness of a stimulus for a person; 

– the amount of information; 

– novelty; 

– attractiveness of the stimulus source; 

– familiarity of a stimulus. 
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Individual characteristics of a person that impact his / her perception include 

[102, p. 26; 145, p. 50 – 52; 193, p. 290 – 291]: 

– physical condition of senses; 

– motives; 

– inclination of a person; 

– the past experience of a person;  

– knowledge; 

– expectations; 

– adaptation to stimuli; 

– mood, etc. 

Perception of stimulus strongly depends on whether it overcomes a sensory 

threshold: absolute (which is a limit of the detection ability of human senses) and 

differential (which limits the ability to detect changes in stimulus of difference 

between two stimuli) [78; 141; 145; 265]. Human perception also strongly varies 

depending on the particular situation: physical and psychological comfort of a person, 

his / her involvement to the situation related to the stimulus, clutter, etc. [151, p. 79; 

193, p. 291]. 

Interpretation of the stimulus includes 2 components [151, p. 80]: 

– cognitive (categorization of sensations and their meanings by the 

individual); 

– emotional, or affective (emergence of a certain emotion, feeling under the 

influence of a stimulus).  

Selective perception of information has such effects important for consumer 

behavior management as selective attention, selective distortion and selective 

retention. Selective attention is a process of filtering information basing on its 

relevance. Then the perceived information can be misinterpreted or transformed 

basing on the meaning of such information for the consumer, his / her beliefs, which 

is selective distortion. Selective distortion means that the stimuli noticed by the 

consumer are not necessarily perceived by him/her as it was intended by the sender. 

Eventually, even relevant information can be partly or completely forgotten by 
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consumer because of selective retention – the feature of human psychics to remember 

only part of the information, in particular those supporting his / her attitudes and 

beliefs [65; 102; 249].  

As it was stated before, memorization is the last stage of information 

processing. Memory is defined by Luriya A. as imprinting (recording), preservation 

and reproduction of traces of previous experience, which gives a person the 

opportunity to accumulate information and deal with traces of previous experience 

after the phenomena that caused them have disappeared [78, p. 195]. It can be divided 

into the following types [102, p. 28; 265, p. 73 – 74]: 

– sensory memory stores the information from senses, usually a couple of 

seconds; 

– short-term memory, which is the retention of information in a short period 

of time (up to 30 seconds); 

– long-term memory is permanent storage of information in the mind of the 

individual. 

Information in short-term memory is formed into separate images that can be 

manipulated in consciousness. Information stored in long-term memory can be 

semantic or visual. Semantic information is organized into associative networks – 

ordered sets of related pieces of information [151, p. 76]. 

Perception causes emotions, which are another important driver of consumer 

behavior [146, p. 41]. Emotions can be defined as the general active form of 

experiencing of the vital activity by an organism [119, p. 53].  

Consumer decision on product selection strongly depends on whether he or she 

receives positive, negative or neutral emotions perceiving the product information. 

Emotions can be caused both by external stimuli and by internal feelings, senses, e. g. 

by satisfied or unsatisfied needs. The strengths and direction of emotions depends on 

psychological characteristics of the buyer, his physical condition, genetic factors, 

experience, the situation, and the external influence. In an unfamiliar situation, the 

intensity of emotions will be much greater than in the one in which he was already 

[102, p. 26]  
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One of the main tasks of consumer behavior management in trading enterprise 

is creation and actualization of consumer knowledge about the product and company. 

It is difficult to attract a buyer and to sell a product unfamiliar to the consumer. In 

turn, product and company knowledge is formed basing on learning – another 

important psychological factor of consumer behavior. 

Learning can be defined as certain changes in human behavior that occur as he 

gains experience [65, p. 165]. In terms of consumer behavior, learning means 

behavioral habits of an individual that are the result of repeated experiences, thought 

processes [135, p. 53]. In fact, human behavior is a result of learning, and companies 

are trying to use learning mechanisms in order to educate consumers and in this way 

to impact their behavior.  

There are 2 leading theory of learning: behavioral and cognitive [5; 102; 265]. 

Behavioral learning theories explain learning through classical conditioning and 

operant conditioning.  

Classical conditioning is the process of using the established relationship 

between a stimulus and a reaction to train a given reaction to another stimulus. 

Classical conditioning explains why consumers associate certain feelings with certain 

brands. The method of classical conditioning is applicable to educating consumers of 

products in a situation of low involvement [102;141; 265]. 

Operant conditioning is based on conscious conditioned reflexes, which means 

on the influence of the consequences of any action (positive or negative) on its 

repetition in the future. Receiving the positive reinforcement (which means being 

satisfied with own actions), consumer will most likely repeat such behavior in future 

in similar circumstances. Oppositely, receiving the negative reinforcement as being 

rewarder for no actions, consumer will refuse from any actions in future to avoid 

unpleasant consequences. Finally, receiving punishment as a result of dissatisfaction 

by the purchase, consumer will most likely avoid such purchase in future. Operant 

conditioning is applicable for educating consumers of products in a situation of 

medium and high involvement [102;141; 265]. 
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Cognitive approach assumes that learning is a process of changing knowledge, 

these methods focus on the mental processes that occur during the memorization of 

information [5; 16; 151; 265]. Cognitive learning takes place when information 

processed in short-term memory is transferred to long-term memory [16, p. 747]. 

There are the following basic methods of cognitive learning [16; 102; 151]: 

1. Insight is used for solving new problems by identifying the relationship 

between the goal of consumer behavior and the means of its achievement. 

2. Mechanical learning (simple memorization) which is learning the 

association between concepts by repeating. In this case, short-term memory is 

mobilized. The method is used in situations where it is difficult to form the desired 

conditioned reflex. 

3. Substitution, which combines cognitive learning with conditioned reflex: 

the consumer observes the consequences of the actions of others and remembers the 

connection between the action and the result. Later, the consumer can imitate 

observed behavior of other consumers. 

4. Reasoning, which stimulating the creative thinking of the consumer with 

the use of additional information to form new concepts. The method is applicable in 

situations of high consumer involvement. 

Other psychological factors (opinions, beliefs, attitudes etc. are rather 

considered an output of consumer behavior [198], results of consumer learning [65]. 

The next group of internal factors impacting consumer behavior is personal 

factors. Analysis of table B.1 demonstrated that among these factors scholars mostly 

name age, life cycle stage, income, occupation, sex (gender), lifestyle, self-concept 

and personality.  

Age directly impacts the consumer’s needs, values, norms, lifestyle [193, 

p. 122; 265, p. 456]. Understanding age category of core consumers is critical for 

marketing decisions made by trading enterprise in all the areas from the product 

range to delivery methods. 

Income, the same as occupation, is one of the parameter impacting consumer’s 

social class [181]. Income directly impacts consumer expenses, limiting the range, 
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quantity and quality of products and services affordable for him. In Ukraine, almost a 

quarter of population have incomes below the actual cost of living [38], being 

incapable to satisfy some basic needs. In the same time, structure of consumer 

expenses strongly differs for the first and the tenth decile groups by incomes: if 

households belonging to the tenth decile group spend only 32.9% of their overall 

expenses on food and non-alcohol beverages, households belonging to the first decile 

group spend for this purpose 59%. Oppositely, the share of total expenses for 

transport is 5.3% and 2.3% respectively, for recreation and culture – 2.3% and 0.6% 

respectively (while hryvna amount differ in 12 times), for restaurants and hotels – 

2.3% and 0.8% respectively [100].  

But people of the same age, social status, belonging to the same culture, can 

still have completely different lifestyles and so – strongly different consumption 

preferences. Lifestyle is a form of being of an individual in society, expressed in his 

activities, interests and opinions [65, p. 450]. It provides a well-established 

behavioral characteristic of people: how they spend time and resources, what they 

consider important in the environment, and what they think about themselves and the 

world [135, p. 19]. Thus, lifestyle defines as a person's way of life in general and the 

way he spends time and money.  

Consumer lifestyle is mostly defined by values, beliefs, opinions, interests and 

attitudes of a person [135, p. 19; 265, p. 562] and is studied by psychographics. There 

are many theoretical models used for classification of consumer lifestyles, and the 

most widely used are represented in table 1.16.  

Table 1.16 

Most widely used lifestyle typologies (based on [6; 16; 40; 65; 102; 135; 265] 

Lifestyle typology Dimentions of lifestyle classification 
АІО (Activity, Іnterest, Оpinion)  activity;  

іnterest;  
оpinion; 
demographics 

VALS (Values and Lifestyles) 
 

values; 
lifestyles (based on Maslow hierarchy of 
needs) 

VALS-2 orientation of behavior (on principle, 
status or action); 
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Lifestyle typology Dimentions of lifestyle classification 
resources (financial, material, 
informational, physical, psychological) 

RISC (Research Institute on Social Change) values; 
attitudes 

European lifestyle typology perception of new ideas or new things 
(movement versus stillness); 
values (material versus spiritual); 
behavior (rational versus emotional)   

LOV (list of values) 9 values 
Target Group Index demographics; 

consumption; 
lifestyle; 
psychography; 
values 

Geostyle values; 
demographics; 
geography 

 

There is a number of lifestyle typologies developed for representatives of exact 

nation, culture or even sector [135; 216; 265]. In Europe, CCA has developed a 

common typology for European consumers and identified 16 lifestyles grouped in 6 

mentalities (table 1.17). 

Consumer behavior is largely determined by his / her personality type and self-

concept. Personality type is a set of distinctive psychological characteristics of an 

individual that determine his relatively constant and consistent reactions to the impact 

of the external environment [65, p. 162]. For defining personality type, psychologists 

usually use the “Big five” personality traits [249]:  

– extraversion – how outgoing or shy a person is; 

– openness – how open to new experiences a person is; 

– neuroticism – how prone to negative mental states a person is; 

– onscientiousness – how diligent a person is; 

– agreeableness – how easy a person is to get along with. 

Wide classification of personality types of consumers is provided by 

G. Timokhina (table D.1 in appendix D). Among the classification criteria there are 

behavior strategy, type of temperament, reaction to innovation, rationality of choice, 
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degree of activity and emotional responsiveness, lifestyle, behavior, character, 

demographics and social characteristics, psychographics. 

Contrary to personality type, which is rather constant and objective, consumer 

self-concept is subjective “totality of the individual’s thoughts and feelings having 

reference to himself or herself as an object” [193, p. 428]. Self-concept is a 

complicated category consisting of actual self-concept (current person’s perception of 

himself / herself),  ideal self-concept (desired image of a person), private self-concept 

(self-concept oriented to a person), and social self-concept (self-concept oriented 

outside, to society). As components of self-concept are usually mixed, it is difficult to 

use it in consumer behavior management. 

Table 1.17 

CCA Eurostyles typology [151; 265] 
№ Socio-styles Description Lifestyle 
1 Prudent pensioners who reconcile with fate seeking stability 

2 Defensive young residents of small towns seeking protection and support 
in traditional family structures 

3 Suspicious unsatisfied industrial workers seeking to preserve their 
individuality 

4 
Forgotten pensioners and housewives who feel 

abandoned and threatened due to the 
increasing complexity of society 

looking for protection 

5 Romantics sentimental, young “nest builders” striving for progress and stable 
life for their families 

6 
Team-mate young couples from the suburbs seeking a stable life, sport and 

leisure: belonging to a small 
group gives a sense of stability 

7 

Rocker working youth who feel detached 
and striving to integrate into society 
through “making money” 
(consumption) 

concerned about their low 
education 

8 Dandy group of hedonistic individuals with 
moderate income 

concerned about the 
impression on others 

9 Business wasteful, well-educated, ambitious 
young wolves 

seeking leadership in a 
competitive society 

10 Protester young intellectual critics, seeking to revolutionize 
society 

11 Pioneer young, wealthy, extremely tolerant 
intellectuals 

seeking social justice 

12 Scout tolerant elderly conservatives seeking to orderly social 
progress 

13 Citizen organizers of public life striving for leadership in the 
social sphere 
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14 Moralist calm, religious citizens seeking a peaceful future for 
their children 

15 
Gentry supporters of law and order, 

belonging to the long-established 
elite. 

seeking order and status-quo 

16 Rigorous repressive puritans seeking purity 
 

Along with the abovementioned, there are multiple factors impacting consumer 

behavior. For example, Pushkar O., Kurbatova Yu. and Druhova O consider impact 

of such a factor as biorhythms stating that consumer behavior depends on biological 

cycles in three areas: physical (a 23-day cycle), emotional (a 28-day cycle) and 

mental, (a 33-day cycle) which begin at birth and run throughout a human’s life 

[250, p. 116]. 

Another group of external factors are marketing impacts on consumer behavior 

in form of marketing mix. Such factors are well described in special literature in 

marketing and consumer behavior management [1; 2; 5; 12; 16; 20; 25; 48; 51; 52; 

66; 72; 102; 126] and are considered its instruments. 

 

 

1.3. Modelling of consumer behavior management 

 

 

Understanding the factors impacting consumer behavior opens the way to 

manage it. But first, it is necessary to define the concept of consumer behavior 

management. Unfortunately, this concept does not have a unified definition. 

Sometimes scholars researching consumer behavior management do not explain this 

term. For example, I. Pestun [103, p. 77] associates consumer behavior management 

with impact on consumer, but does not provide the clear definition of this category. 

Thus, we have to perform the morphological analysis of definitions discussed in the 

scientific literature. Morphological analysis of the term “Consumer behavior 

management” is performed in the table E.1 (appendix E). 
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As we can see, most of scholars whose definitions are analyzed in the table 

above, associate consumer behavior management with the impact (influence) made 

on consumer by the company. Indeed, management theory considers "management" 

as the impact on the managed system in order to ensure the necessary behavior of this 

system [146, p. 44]. The subject of such impact – the company or enterprise – is 

directly named by Shumilo Ya. and Senenko I., while other definitions are formulated 

in the way that only implies such subject. Kapinus L. [60, p. 14] specifies the content 

of impact (influence) made on consumer by the company as forming consumer 

decisions, while Shumilo Ya. [146, p. 64] considers such impact wxpressed in 

“formation of such a structure of consumer awareness, which causes a change in their 

perceptions of market demand”. Traino V. [139, p. 271] considers consumer behavior 

management as “the set of actions that result in such changes in consumer behavior”. 

Danylenko Ye. [33, p. 2.4] specifies the impact of consumer behavior management as 

aimed on forming new needs and values and creating new models and patterns of 

consumer behavior. As we can see, the most of authors whose points of view are 

analyzed, consider consumer behavior management first of all as manipulation by 

consumer awareness, perceptions, needs, motives, values, emotions, preferences, and 

finally – decisions, behaviorial models and patterns. 

The goal of such manipulation is stated as follows. Kapinus L. and Shumilo 

Ya. claim consumer behavior management is performed in order to achieve the goals 

of the enterprise (of management). Additionally, Shumilo Ya. specifies such goals as 

to increase the consumption of goods or services of the enterprise to obtain additional 

profit [146, p. 64]. In another definion [146, p. 45] Shumilo Ya. considers the goals 

of consumer behavior management as “maximizing consumer satisfaction… and 

optimizing sales of the company's products”. Traino V. agrees with the last statement, 

asserting consumer behavior management leads to the “desired purchase of a product 

(service)” [139, p. 271]. 

Kapinus L. [60, p. 14] specifies the means of consumer behavior management 

as “marketing tools and psychological approaches”. 
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Quite another definition of consumer behavior management is provided by 

Krakhmaleva A., who considers it as “communication process, the purpose of which 

is to provide businesses with information about consumer demand and opportunities 

to meet it” [146, p. 54]. This approach is rather not manipulative; in opposite, it limits 

consumer behavior management with processes of supplying the company’s 

management with information about its consumers, critical to develop decisions 

necessary to interact with him / her. From another hand, such definition is too narrow 

as it covers only one direction of interaction between a company and its consumers – 

the informational flows from consumer to the company. But an important 

contribution of this definition is that it allows to consider consumer behavior 

management not only as the impact on consumer, but as an another-directional 

process as well, which means interaction instead of one-way impact. 

We believe that among the analyzed definitions of consumer behavior 

management there is no definition that describes this category comprehensively. First 

of all, consumer behavior, nevertheless being related to multiple disciplines, is mostly 

associated with marketing and marketing management [33; 65; 182; 193; 265]. 

Secondly, management is traditionally considered as a set of principles, methods, 

techniques and forms that define the art of managing intellectual, financial, material 

resources, etc. [37]. We believe such understanding must be reflected in definition of 

consumer behavior management. 

Thirdly, according to contemporary marketing theory and societal approach to 

marketing [6; 14; 74; 98; 177; 216; 217] consumer behavior management as part of 

the marketing management must be aimed not only on achieving a company’s 

business goals, but also to satisfy customer needs in a socially responsible way.  

Thus, basing on the abovementioned, we define consumer behavior 

management as a subsystem of marketing management that embodies principles, 

methods, instruments and practices of interacting with customers in all the stages of 

their consumer behavior in order to both achieve a company’s strategic and tactical 

marketing goals and satisfy customer needs in a socially responsible way. 
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Consumer behavior management must be based on understanding not only the 

factors impacting consumer behavior, but also on the mechanisms and algorithms of 

this behavior. Factors, mechanisms and algorithms of consumer behavior are 

described in multiple consumer behavior models constructed by scholars. We agree 

with O. Balytska that such complexity and diversity of consumer behavior causes the 

absence of a unified model of consumer behavior that could be applied to different 

markets, types of consumers, when buying different goods [9]. 

Hosaini A. and Rojhe K. describe such kinds of consumer behavior depending 

on involvement in the purchase process (table 1.18). 

Table 1.18 

Different kinds of consumer behavior [197, p. 7061] 

Characteristics Daily response behavior Limited decision 
taking 

Lengthy decision 
taking 

Degree of involvement little little high 
Value of product little little to medium high 
Brand priority more than one is 

acceptable, hence one 
shall be prioritized 

many differ, usually many 

Information search 
attempts 

little little to 
moderate 

lengthy 

Time consuming abruptly abruptly to 
medium 

lengthy 

 

Daily response behavior is relevant to such products as bread, detergents, when 

the problem is known and the information from long-term memory is used. In this 

case, brand loyalty play an important role, and customer, being once satisfied in the 

past, repeats such behavior. 

Limited decision taking is relevant for purchase of food (like tea or coffee), 

when the purchase situation contains an element of novelty and uncertainty and so 

requires mental efforts. 

Lengthy decision taking is characterized by high complexity due to greater 

novelty and uncertainty of situation (is applicable for expensive products with high 

cost of wrong choice). Such decision requires an extensive search for information by 

consumer. 
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Hawkins D. and Mothersbaugh D. consider 4 types of consumer behavior 

depending on whether the purchase was previously planned: specifically planned, 

generally planned, purchase of substitutes, and unplanned behavior mostly. This 

classification is specifically important for trading enterprises as describes consumer 

behavior on the stage of making purchase in the store (table 1.19). 

As we can see, the most of decision are unplanned (60% for supermarkets and 

53% for mass merchandise stores) and made in-store. 

Table 1.19 

Distribution of supermarket decisions by the planning criteria (based on 

[193, p. 604]) 

Types of decisions Description 

Distribution of decisions 
depending on the store type, %  

Supermarkets 
Mass 

merchandise 
store 

Specifically planned brand of the product to be 
purchased is known before 
visiting the store 

30 26 

Generally planned only the product category is 
known prior to the visit 6 18 

Purchase of 
substitutes 

the exact product initially planned 
to be purchased, wasn’t found and 
was replaced by a substitute 

4 3 

Unplanned 
behavior 

impulsive behavior, mostly 
provoked by marketing stimuli 60 53 

 

From the standpoint of the orientation and content, the following types of 

consumer behavior are distinguished [6; 32; 52; 146]: 

1. Rational consumer behavior (when person chooses the course of action that 

promises him/her the greatest benefits by the lowest cost: for example, consumer 

buys durable and comfortable shoes, the price of which is justified by a long life of 

service); 

2. Irrational consumer  behavior (when person does not assess the upcoming 

costs and benefits or his/her estimates, do not agree with the generally accepted 

rationalism: for example, the buyer spends last money on a lottery ticket). 
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Based on the level of consumer involvement to the purchasing process and the 

degree of difference between brands, consumer  behavior  is divided into the 

following types according to the Assael model [151; 265]: 

1. Complex behavior, when the consumer is well aware of the differences 

among the brands of the product significant for him (thus, the level of involvement to 

the purchasing process is high). In this case, the objectives of management is to 

develop strategies to help customers understand the relative importance of various 

properties of the product, as well as to use all the possibilities to promote brand. 

2. Dissonance reducing behavior, when buying products is associated with 

significant risk, but the consumer is not aware of the differences between similar 

brands, although in general person can be well versed in the quality and properties of 

this product. The task of management is to provide the consumer with information 

about the advantages of certain brand (both before purchase and after it). 

3. Habitual behavior, when differences in similar brands are practically absent 

or not important for the buyer, and he is not strongly involved to the purchasing 

process. The task of management is to develop an effective sales promotion system 

(discounts, sales, etc.), as well as to use the opportunities to form consumers' habits 

of buying a certain brand. 

4. Variety seeking behavior, when there are quite significant differences 

between brands, but the consumer does not show a firm commitment to one of them, 

but switches from one brand to another, experimenting and trying different products. 

The task of management is to develop an effective system of brand promotion. 

An important issue in consumer behavior management is stages of consumer 

behavior which are analyzed in table 1.20.  

As we can see, the most widely mentioned stages of consumer behavior are 

problem or need recognition, information search, alternative evaluation, then 

purchase decision, purchase, post-purchase processes and usage. Kapinus L. [60, p. 8] 

considers alternative evaluation and pre-purchase evaluation as different stages, but 

most od scholars join them to one stage  
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Table 1.20 

Stages of consumer behavior 
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Problem (need) recognition + + + + + + +  + + + + 11 
Information search + + + + + + +  + + + + 11 
Alternative evaluation   + + + + + and 

selection 
+  + + + + and 

selection 10 
Pre-purchase evaluation + +           2 
Outlet selection     + + and 

purchase 
      

2 
Purchase decision   + +     + + +  5 
Purchase + +  +  +    + 7 
Post-purchase processes 
(response) 

  +  + +    +   
4 

Usage + +     +    + + 5 
Post-purchase evaluation + +  +   +  +  + 7 
Disposal +          +  2 
Repeat purchase            + 1 
Attention        +     1 
Comprehension        +     1 
Attitude        +     1 
Intention        +     1 
Purchase behavior        +     1 
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Vlasova M. L. [23, p. 403] adds repeat purchase stage, but most of considered 

scholars do not agree with this approach. Indeed, repeat purchase is a subject of the 

next act of consumer behavior that can also have several stages, not being considered 

just a stage of a current act. 

Howard J. and Sheth J. [198] describe completely different stages of consumer 

behavior from the aspect of behavior outputs (attention, comprehension, attitude, 

intention and purchase behavior). 

As it was discussed above, consumer behavior is a complex phenomena, thus 

in order to study it, researchers develop models of consumer  behavior. A model is a 

mentally presented or materially implemented system that, by displaying or 

reproducing an object of research, is capable of replacing it so that its study provides 

new information about the object [151].  

Economic approach is based on the assumption that the consumer is rational 

and is guided by the rules of utility maximization. At the same time, the influence on 

the  behavior of the buyer of such factors as level of his/her income, price of the 

product, its operational properties, the ability to replace some products with others 

are considered. 

Sociological approach is based on the assumption that the main role in 

consumer  behavior is played by the social environment to which consumer belongs 

or wants to belong. At the same time, the influence of mainly social and cultural 

factors on the  behavior  of the buyer are considered. 

Psychological approach is based on the assumption that the main role in the  

behavior of the consumer is played by his/her inner qualities. At the same time, the 

influence on the  behavior of the consumer by his/her psychological characteristics, 

personality type, and life experience are considered. 

While modelling consumer  behavior , the principle of consumer sovereignty is 

taken into account, that is, its independent and conscious choice of his/her mode of 

actions, as well as the category of consumer freedom, which implies an independent 

choice in the way to meet the need and which is dependent on the income, or 
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financial possibilities of the buyer. Limiters of consumer freedom are external and 

internal factors of consumer  behavior, as well as the market supply. 

The classic (basic) model of consumer  behavior is the black box model 

(fig. 1.4). 

 

 
Fig. 1.4. Black box model of consumer behavior [66]  

 

In this case, the “black box” is the consumer’s consciousness and the processes 

that take place inside it under the influence of a complex of diverse factors (both 

external and internal). These processes are so complex that their research provides 

too little useful information at high costs, so they are not subject to study. Thus, 

researchers are focusing on identifying and analyzing the relationships between the 

factors that act at the entrance to the “black box” (that is, cause the processes 

occurring inside it) and the results of these processes, which are observed at the 

output. 

With regard to consumer behavior at the entrance to the “black box” there are 

various irritants: the needs of the consumer and environmental factors, including 

marketing incentives. At the exit of the “black box”, can be observed the individual's 

reaction to stimuli, which is expressed in making a purchase of a particular product at 

a specific place and time (or in conscious rejection of the purchase). 

As can be seen from the black box model, the buyer’s decision is influenced by 

various factors relating to it, which the manufacturer, or seller must take into account, 

although it cannot be fully controlled. These factors are divided into external and 

internal.  
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One of the most comprehensive model of consumer behavior is Engel-Kollat-

Blackwell model [181]. In this model, consumer behavior consists of 5 stages, that 

were later expanded to 7 stages [16]: 

1) need recognition by the consumer; 

2) search for information on how to meet the needs; 

3) assessment of the identified options and the selection of the best one; 

4) purchase action; 

5) consumption of the product; 

6) evaluation of the choice made and enrichment of personal experience (the 

fifth and sixth stages are sometimes combined); 

7) disposal of the product after its usage. 

Initially, there is an awareness of need – the consumer’s perception of the 

difference between the desired and actual state, sufficient to activate the solution 

[16, p. 115]. If the discrepancy is small, the consumer is not aware of the problem, 

and the solution process does not begin. To begin the buying decision process, it is 

important that the consumer believes that he/she can solve the problem. The problem 

may be active (obvious to the consumer) and inactive (implicit). With regard to the 

first stage of consumer behavior, the tasks of the management are [5; 16; 97; 134; 

151]: 

– identification and study of consumer problems; 

– encouraging consumers to recognize implicit problems; 

– suppression of awareness of other (competing) needs; 

– development of a marketing mix to solve customer problems, in the way 

that each need is associated with a specific product. 

After understanding the problem, consumer performs a search for information 

to solve it [65; 134; 145; 181], which can be internal, when the information stored in 

memory (knowledge, experience, beliefs) is analysed; or external, when new 

information is collected from external sources: personal (family, friends, neighbours); 

commercial (advertising, packaging, sellers); public (media, professional 

publications). 
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All sources of information can be divided into two categories: formed and 

managed by marketing (instruments of consumer behavior management) and others 

(the experience of the consumer and his/her friends, media, etc.). 

The information sought by the consumer mainly concerns options for action to 

solve his/her problem and the criteria by which consumer should evaluate all options 

and select the appropriate one. The process of finding information is characterized by 

the following parameters [151]: 

– scale (volume) of the search, which is the number of information sources, 

number of considered brands, stores, criteria and the amount of time spent on the 

search; 

– direction (content) of the search, that is, the quality of the information 

sought (what to buy or where to buy, etc.); 

– sequence of the search, which is the order of sorting out the types of 

information. 

After collecting information, a pre-purchase evaluation of the choices is made 

according to the criteria of expected benefits and the narrowing choices to the 

preferred alternative [16; 60; 79]. The consumer can use various options for the 

selecting sequence: first select the product and brand, then the method and place of 

purchase, or first choose the place of purchase, and then the brand, or brand and place 

of purchase are selected at the same time. Each of these options determines the 

specific accents of the strategies of the manufacturer and seller. Factors that influence 

the choice between the options are product properties, utility properties of the 

product, significance of properties, consumer’s conviction with this brand and 

attitude to brand alternatives. 

After the purchase actions, post-purchase situations are influencing consumer  

behavior. Post-purchase phase is determined by following stages: consumption, post-

purchase evaluation of the product, disposal of the product or what is left after the 

consumption. Consumption is the usage of the purchased product. It may have 

different forms. The consumer can [16; 60; 65; 91; 193]: 

1. Leave the product and use it: 
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– for the main purpose; 

– for a new purpose; 

– for storage. 

2. Get rid of the product: 

– recycle; 

– exchange; 

– give it to someone; 

– sell it. 

3. Temporarily dispose the product: 

– lease it to someone; 

– borrow it to someone. 

The nature of consumption should be well known by the trading enterprise, 

since assistance in solving problems that arise for the consumer at the post-purchase 

stage, will allow the company to better satisfy and retain the customer in the face of 

growing competition. 

Post purchase evaluation of the product is the assessment of the degree of 

satisfaction by the consumption process and by the quality of after-sales service. The 

consumer’s doubts about the correctness of the choice and concern about the 

purchase made is called post-purchase dissonance [146; 193; 182; 216; 265]. The 

probability of dissonance is directly dependent on the following factors: 

– irrevocability of the decision (the difficulty of its cancellation); 

– importance of the decision for the consumer; 

– difficulty of choosing from several purchase options; 

– buyer's individual tendency to be anxious. 

In order to reduce post-purchase dissonance, sellers can increase the 

attractiveness of the choice made, reduce the attractiveness of options rejected by 

buyers or to reduce the perceived significance of the purchase decision. Thus, one of 

the main objectives of the enterprise is a periodic study of the level of customer 

satisfaction during different stages of purchasing process [16; 151; 193; 265]. 
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The level of satisfaction with the product is a feeling experienced only after the 

purchase and use of the product. At the same time, consumers perceive products not 

in isolation, but in comparison with real or imaginary ones. Satisfaction is associated 

with meeting or exceeding expectations, and expectations depend on the choices 

offered in the market. Due to the fact that consumer preferences are based on 

significant differences between competitive offers, consumer expectations are related 

to [5; 12; 16; 134; 247; 265]: 

– what competitors offer; 

– what was promised by the company; 

– what seems reasonable from past or similar experience; 

– what is the risk of making a mistake when buying. 

In accordance with the approaches of the Japanese researcher N. Kano, it is 

necessary to distinguish the expectations and desires of the consumer. The level of 

consumer expectations is the level of feasibility of his/her ideas, while the level of 

desires is the level of ideal sensations, that is, the ideal guideline of the consumer. 

Kano Model suggests a distinction between three levels of quality [265]: 

1) expected quality of the product – something that may encourage or not 

encourage to purchase. There are generally accepted standards of service that all 

companies must adhere to (for example, the shop must be open in working hours); 

2) desired quality of the product – level of such quality causes a directly 

proportional increase in consumer satisfaction (for example, the shorter the waiting 

time in que is, the more satisfied the consumer is); 

3) attractive, or exciting, quality of the product, which is an unexpected level 

of service (for example, gifts). 

Simultaneously, it is necessary to take into account the habituation effect of the 

consumer: an attractive quality may soon turn into the desired, and then into the 

expected.  

Disposal of the product or what is left from the product after consumption is 

being the last stage of contact between consumer and the company under the prism of 

single purchase. Thus, convenience of disposing waste also affects customer 



81 

satisfaction, therefore, companies offer services for receiving or exporting used parts 

and packaging, exchanging waste for material reward, as part of sales promotion, or 

collecting unnecessary clothes, toys, as part of charity [16; 151; 249]. 

The Engel – Kollat – Blackwell model of consumer decision-making [181] 

besides the stages of consumer decision making focuses on its inputs (stimuli), 

information processing, decision process variables and external (mostly marketing) 

influences.  

The Howard – Sheth model [198, p. 471] describes social, psychological, and 

marketing constituents of consumer behavior process. Depending on the existing 

information, the model defines 3 levels of consumer decision making: extensive 

problem-solving (information or knowledge about the brand and thus preferences are 

abcent), limited problem-solving (characterized by limited knowledge about the 

market) and habitual response behavior. The model distinguishes four sets of 

variables [102; 198]:  

– inputs, which include physical product characteristics (so called 

significative stimuli), symbolic stimuli (verbal and visual characteristics) and social 

stimuli (social environment of consumer, such as family, reference groups etc.). For 

input stimuli to affect the consumer, they must be perceived by him; 

– perceptual and learning constructsinclude consumer’s attention, 

information search, motives, selection criteria, perceptual bias and satisfaction; 

– outputs, which are consumer responses to perceptual and learning 

variables: attention, brand comprehension, attitudes, and intention; 

– external, or exogenous variables include social and cultural factors, 

personal factors, financial status and situational factors (importance of a purchase and 

time pressure). 

The specifics of the model proposed by Hawkins and Mothersbaugh [193, 

p. 738] is that it includes the stage of outlet selection. 

L. Kapinus [60, p. 8] suggests the model of consumer behavior, the feature of 

which is to take into account consumer risk during the purchase decision-making 
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process, as well as time factors, which complement the structure of factors 

influencing the purchase decision-making process. 

N. Baluk [10, p. 17] suggests the model of management of behavior for 

consumer of insurance services which stresses on factors of consumer behavior. 

According to the definition we gave to consumer behavior management, it 

includes principles, methods, instruments and practices of interacting with customers. 

Thus, principles of consumer behavior management must be defined. Integrating the 

marketing principles and the principles of consumer behavior [16, p. 27, 60 – 62, 80; 

143, p. 8–9], we’ve formulated the list of principles of consumer behavior 

management in trading enterprise, namely:  

– consumer orientation – the trading enterprise must manage consumer 

behavior orienting on their needs and wants rather then on the enterprise’s 

commercial interests to sell some goods;  

– flexibility and creativity – the same purposes can be achieved by different 

alternative ways, so the trading enterprise must adopt its consumer behavior 

management practices to changes in environment, creatively developing and applying 

the instruments of consumer behavior management;  

– cross-disciplinary scientific approach, which requires the use of wide range 

of scientific methods and results in order to study and manage consumer behavior;  

– complexity – consumer behavior management in trading enterprise requires 

the use of multiple practices and instruments, which must be considered not alone, 

but as a complex of interrelated, aligned, consistent elements;  

– long-term orientation – consumer behavior management decisions must 

seek long-term mutually benefitial outcomes both for the trading enterprise and for 

consumers in terms of their interests, free will, rights and diversity;  

– social entrepreneurship as an important component of consumer behavior 

management enabling the balance between the trading enterprise commercial goals, 

fair consumer satisfaction and socially responsible behavior. 

Methods of consumer behavior management are defined by Yakovleva L. 

[148], being divided by 2 groups: 
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1. Methods of management of the purchase circumstances. This group of 

methods is aimed on increasing the attractiveness of the trading enterprise for 

consumer by making it comfortable to spend time in the shop. This group includes 

methods of control of the number of consumers, methods of throughput control and 

methods of control of the time spent by the consumer. 

2. Methods of management of the ways to reward consumer: increasing the 

effectiveness of rewards, controlling the schedule for granting rewards and increasing 

the quality or quantity of rewards. 

Basing on the scientific literature studies mentioned above the author suggests 

the following model of consumer  behavior management for trade enterprises 

(fig. 1.5).  

Object of consumer behavior management in the presented model is consumer, 

while subject is trading enterprise. Consumer passes through the stages of purchasing 

process, being impacted by internal (personal, psychological), external (cultural, 

social) and situational (partly internal and partly external) factors. Mostly these are 

factors that cannot be controlled by market actors. Nevertheless they must be studied 

and taken into consideration by trade enterprise on every step of purchasing process.  

Differentiated by types, classifications, applied methods and types of 

consumers, consumer behavior management starts from researching the consumer 

and understanding the factors influencing consumer  behavior. In order to manage the 

customer behavior, a company develops marketing strategy. After studying a wide 

range of factors that shape consumer choice, it is understandable that they must be 

considered and applied in combination when forming marketing strategy. Enterprises 

have become convinced of the importance of segmenting the market, and positioning 

the product in the most positive way perceived by potential consumers. It becomes 

obvious that it is competent of market positioning that is the key to the demand for 

the goods, and therefore the key to the successful operation of a company. 

Marketing strategy has to be integrated with some elements of social 

entrepreneurship. The extent of such integration depends on a company’s goals and 

the context of its activities.  
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Fig. 1.5. Model of consumer behavior management for trade enterprises developed by 

the author 

 

In order to manage the customer behavior, a company selects and applies 

respective instruments, being guided by principles and supported with methods of 

customer behavior management. After the use of such instruments, their efficiency 

has to be evaluated basing on the feedback from the customers, and the respective 

corrections to marketing strategy and instruments of customer behavior management 

are to be made. 

In further chapters, we will experimentally substantiate the instruments of 

customer behavior management regarding integration of social entrepreneurship 

elements to the marketing strategy. 
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Summary to chapter 1 

 

 

1. Consumer behavior as the separate discipline is being a relatively new that 

emerged at the intersection of economics, management, marketing and psychology, 

has gradually absorbed a huge number of methods not only from these, but also from 

many other branches of knowledge. The analysis of scientific approaches to 

consumption, conducted in this research, has shown that scientific understanding of 

consumer behavior has evolved from microeconomic concepts of commodity, utility, 

demand function to contemporary view on it as a complicated phenomenon driven by 

the complex of external and internal factors studied by a complex of scientific 

disciplines, such as management, psychology, sociology, social psychology, 

mathematics, statistics, politology, culturology, cultural anthropology, ethnography, 

history, law sciences, etc. Being considered as a constituent of marketing 

management, management of consumer behavior evolved along with marketing 

management concepts, and every concept enriched management of consumer 

behavior with its principles, practices and instruments. 

2. Basing on deep morphological analysis of the concept “consumer behavior”, 

we’ve defined it as a set of physical, psychological, emotional, cognitive and social 

processes including need recognition, information search, selection, purchase, use, 

service, evaluation, disposal of goods, services, ideas, time, events, experiences, or 

any other entities, and further information sharing, performed by individuals, groups, 

or organizations in order to meet their needs and wants in context of internal and 

external factors driving such processes and their impacts on consumer and 

environment. 

3. The research has proved that one of the most controversial issues in 

consumer behavior management is a moral dilemma of the extent to which the 

company can impact consumers. Together with ecological, competitive, employees’ 

rights and other concerns, this dilemma led to appearance of societal marketing, as a 
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reflection of corporate social responsibility concept, which today evolves to social 

entrepreneurship. Social entrepreneurship, as we demonstrated in the dissertation, is 

on the one hand distinguished from the traditional business organizations, and on the 

other hand it is distinguished from non-for-profit, charity organizations. 

4. Analysis of scientific works, conducted in the dissertation, has shown that 

scholars distinguish external (exogenous) and internal (endogenous) factors defining 

consumer behavior. Among external factors, the most mentioned are culture and 

subculture, reference groups, family, social class, and marketing impacts of a seller 

(price, promotion, product and place) and situational factors (time of purchase, task, 

environment, etc.). The most mentioned internal factors include psychological factors 

(motivation, perception, learning, attitude), social and demographical factors (age and 

stage of a lifecycle, income, occupation, gender, personality, lifestyle). 

Understanding of those factors is critical for effective consumer behavior 

management. 

5. Analysis of existing definitions of consumer behavior management has 

shown that there is no definition that describes this category comprehensively. So 

we’ve developed own definition of consumer behavior management as a subsystem 

of marketing management that embodies principles, methods, instruments and 

practices of interacting with customers in all the stages of their consumer behavior in 

order to both achieve a company’s strategic and tactical marketing goals and satisfy 

customer needs in a socially responsible way. 

6. Integrating the marketing principles and the principles of consumer 

behavior, we’ve formulated the list of principles of consumer behavior management, 

namely: consumer orientation, flexibility and creativity, cross-disciplinary scientific 

approach, complexity, long-term orientation, social entrepreneurship. Those 

principles were integrated into the developed model of consumer behavior 

management in trading enterprise which aggregates stages and factors of consumer 

behavior, instruments of consumer behavior management and requires integration of 

social entrepreneurship elements to the marketing strategy. 
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7. On the way to buying a product, a consumer goes through a series of stages 

that determine his final choice. At almost each of these stages, it is possible to 

influence the consumer in order to attract him to the ranks of his own customers, 

having sufficient information about the variables that shape the decision-making. The 

most important thing for a merchant is to determine in the consumer behavior model 

those factors that can be influenced, this is the main task of managers of trade 

enterprise. 

On the other hand, consumer behavior is managed by trading enterprise, which 

develops marketing strategy, integrates it with social entrepreneurship elements and 

with the use of methods and principles of consumer behavior management develops 

and implements the respective instruments. Results of such impacts are evaluated, 

and the conclusion on their efficiency is done. Results of evaluation can lead to 

change in the instruments of consumer behavior management of even in marketing 

strategy of a trading enterprise. Those stages constitute the core of the model of 

consumer behavior management for trade enterprises, developed in this chapter. 

The main conclusion and propositions of the first chapter are published in 

works [223; 224; 236; 237; 241; 242; 244]. 

List of references used [1; 2; 5; 6; 9; 10; 12; 13; 14; 16; 18; 20; 21; 23; 24; 25; 

28; 32; 33; 37; 38; 40; 42; 48; 49; 50; 51; 52; 57; 60; 61; 65; 66; 67; 69; 72; 74; 75; 

78; 79; 80; 82; 87; 89; 91; 92; 97; 98; 100; 102; 103; 107; 110; 111; 112; 113; 115; 

116; 117; 118; 119; 125; 126; 130; 134; 135; 139; 141; 142; 143; 144; 145; 146; 148; 

151; 152; 155; 156; 161; 162; 167; 169; 170; 171; 172; 176; 177; 181; 182; 184; 188; 

190; 193; 194; 197; 198; 201; 206; 209; 210; 211; 212; 213; 214; 215; 216; 217; 218; 

221; 223; 224; 226; 227; 228; 230; 232; 233; 234; 237; 238; 242; 244; 247; 248; 249; 

250; 252; 255; 256; 257; 258; 259; 260; 265; 266; 271; 272; 273; 274; 275; 276; 277; 

278; 279; 280; 281; 282]. 
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2. ANALYSIS OF FACTORS INFLUENCING CONSUMER BEHAVIOR 

 

 

2.1. Analysis of external factors of consumer behavior 

 

 

For the implementation of forecasting consumer behavior, a prerequisite is the 

study of his current behavior. This is a complicated problem, as measurement can 

impact consumer behavior. Morwitz V. G., Johnson E. and Schmittlein D. [231] 

prove that measuring intent impact purchase behavior by increasing subsequent 

purchases, while the repeatedly asking intent questions result in decreased propensity 

to buy. In the same time, the discussed effects are reduced if the consumer has prior 

experience with the product. Thus, for trading enterprises selling relatively constant 

range of products, such effects can be insignificant. 

The following main methods of consumer research are distinguished: 

observation, experiment, expert surveys, focus group and questioning [16; 102; 134; 

145; 193]. Observation is one of the main methods of scientific knowledge, which 

consists in registering, on a systematic basis, models of behavior of the objects under 

study, as well as options for the development of events, in order to obtain information 

of interest to the researcher. At the same time, the researcher does not control events 

that can affect the results of the process and are under observation. Currently, there 

are two observation modes: open and closed. 

The disadvantages of open observation is that the awareness of the research 

object about observation over him can significantly affect the specifics of his 

behavior and distort the results of observation. Therefore, the open observation mode 

is most often used exclusively for establishing contact with him. 

The aforementioned disadvantages of the open observation regime have led to 

the most frequent use in practice of the closed observation regime. In a closed mode, 

covert observations of the research object are carried out. For this, special technical 

means are used that do not allow the object of research to determine the fact of its 
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observation. These tools include special one-way mirrors and hidden cameras. The 

advantages of closed observation, first of all, should be attributed to the simplicity of 

the method, which ensures the relative low cost of research. Since all observations are 

carried out secretly, distortions in the observation process due to the contact of 

objects with researchers are excluded, which ensures a greater level of objectivity of 

the observation results. 

One of the main disadvantages of covert surveillance is that it is 

unambiguously impossible to determine a specific reason and motives for the 

behavior of objects of observation, as well as their decision-making processes. 

Therefore, the motives of the object of research established in the process of 

observation are subjective, depend on the experience of the researcher, and may 

reflect the biased side of the motive. It should also be noted that observation does not 

guarantee the receipt of reliable data during the research process. The above 

disadvantages of the observation process determine its use in the early stages of 

research, i.e. at the preliminary stages of posing and formulating problems that need 

to be investigated. 

As stated above, the second method of scientific research is experiment. This 

method allows to collect the necessary information that will allow to establish the 

presence of cause-and-effect relationships between a specific factor and the behavior 

of the object of research, by directly changing only this factor. So, using an 

experiment, it is possible to establish a relationship between marketing factors with a 

change in the behavior of a particular object. 

The reliability of the experimental results is due to the fact that only the 

parameters of the investigated factor change, while other factors remain unchanged. 

In the case when it is necessary to investigate the influence of two factors on the 

object of research, most often several experiments are carried out. The advantages of 

this method are the achieved objectivity of the research results, which makes it 

possible to establish a direct connection between specific marketing factors with a 

direct change in the behavior of the investigated object. 
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In other words, the experiment allows to identify specific variables as the 

causes of a specific phenomenon. The main disadvantage of the experiment is the 

significant laboriousness of control over the existing consumer factors in vivo. Under 

these conditions, it is rather difficult to reproduce real human behavior in laboratory 

conditions. Also, the disadvantages of the experiment should be attributed to 

significantly higher values of research costs than during observation, especially if 

several factors are being investigated. 

Another research method is expert opinion surveys, which are interviews 

(polls) with a narrow category of people who have special knowledge and experience 

in the subject of research. Such people are usually called experts. Using this method, 

the researcher tries to gain the experience and knowledge of experts that will be used 

to solve his problem. One of the difficult tasks in this case is a competent and 

reasonable choice of experts, since the results of scientific research will depend on 

their assessments. 

The purpose of the expert survey is to establish the variables that can influence 

the object of research, as well as the mutual relationships between them. This 

information is needed to select the best hypotheses, not to provide an accurate picture 

of current events. With the help of this method, it is possible to obtain extensive and 

meaningful information about consumer behavior, when the experts themselves are 

the consumers of the product under study. 

The focus group research method consists in obtaining the necessary 

information on the object of research through simultaneous communication with a 

small group of people. A focus group interview is conducted through discussion, 

without using direct questions that can be answered unambiguously. The organizer 

(researcher) constantly adjusts the process of discussion, controls that the discussion 

does not go beyond a certain direction of research, and also records the comments of 

the group members that are important for future research. The above allows to ensure 

freedom of communication between group members, to keep them open to perceiving 

the thoughts of another and brainstorming the views of each panelist. 
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It is possible to use focus groups to achieve various goals. This method allows 

formulating a research hypothesis that can be quantitatively tested in the process of 

in-depth research; get additional information about a specific category of the research 

object; identify the strengths and weaknesses of creating and promoting a new 

product. The size of the focus group is small, about 8-12 people, and is determined by 

the researcher himself. This size of the focus group is justified by the manageability 

and psychological climate in the group. 

But usually scientists limit the number of parameters in the studied object, 

finding those which are considered key [17, p. 106]. This means we need to choose 

the key factors impacting consumer behavior. In order to do so, the expert opinion 

survey is used. 

The experts are selected according to the requirements stated in work [43], 

namely:  

1. The number of the expert group should be approximately 5 - 15 people. 

2. The first criterion of experts’ selection is the degree of competence. The 

expert is considered competent if he or she works in marketing or sales for at least 

5 years, or has at least 3 published scientific works on the subject of consumer 

behavior management. 

3. The second criterion of experts’ selection is the degree of awareness of the 

expert on the subject. Selection of experts by this criterion is done in two directions: 

first, the expert gets instructions on the task which will be a subject of an expert 

opinion survey, and assesses himself / herself in terms of awareness in this field; 

second, scientific and practical activities of the expert is analyzed in terms of up-to-

date content in the field. 

4. The third criterion of experts’ selection is the balance between the narrow 

specialization and the general outlook of the expert. Selection of experts by this 

criterion is done by qualitative analysis of the results of his / her scientific and 

practical activities. 

The number of experts can be calculated by the formula [136]: 
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𝑛𝑛 = t2×r×g
MG2

      (2.1) 

 

where n – number of experts; 

t – tabulated confidence coefficient; 

r – share of elements of the sample with the necessary sign (in our case – 

expected share of experts with high qualification);  

g – share of elements of the sample without the necessary sign (in our case – 

expected share of experts with lower qualification); 

MG – representativeness error. 

 

Considering t = 2.227, r = 0.9, g = 0.1, MG = 0.21 [136] n will be calculated as 

𝑛𝑛 =
2.2272 × 0.9 × 0.1

0.212
= 10 

Thus, 10 experts are necessary. 

Quite often, experts are asked to rank the objects in order to select the most 

important of them. But this approach is widely criticized as in this case it is 

impossible to mark any object as unimportant and in this way exclude it from the 

final list of the chosen objects [26, p. 134 – 135]. So we ask experts to distribute 

100 points among the factors of every group, taking into account the necessity to 

limit their number with key factors only.  

For the expert opinion survey, it is decided to use the Delphi method as a 

widely used for such purposes. This method helps experts to get rid of the pressure of 

factor that constrains them (the dominant views of the majority, the opinions of 

leaders, the emotional impact of opponents, the difficulty of publicly rejecting a 

previously expressed opinion, etc.) and at the same time retain a valuable opportunity 

not only to express their original judgments, but also correct these judgements based 

on new information without risking their reputation. Experts fill out questionnaires 

anonymously and submit them to organizres of the expert opinion survey. After that, 

the experts get informed with the position of other experts in a generalized form. This 

enables experts to change their opinion in the next round. In the second round, 
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experts have the opportunity either to bring their opinion closer to the position of the 

majority (if necessary), or to study and discuss the reason for the rejection. Thus,  

new information makes it possible to reconsider points of view in the 3rd round [21; 

43]. 

After the experts rank factors of consumer behavior, the confidence interval 

can be calculated in order to select those ranks falling into it and choose the 

respective factors as important. The methodics of calculating the confidence interval 

is described in works [39; 83]. 

In terms of analysis, it is decided to subdivide the factors impacting consumer 

behavior by 2 groups: external factors and internal factors. Moreover, in order to 

analyze consumer behavior deeper, the aspects of consumer behavior during the 

purchasing process are considered separately. The last group includes the aspects of 

decisions made by consumer while passing the stages of consumer behavior that are 

results of complex of factors (both internal and external).  

In order to define the most significant external factors of consumer behavior 

for the further analysis, the experts, who were selected by the procedure described 

above, were asked to distribute 100 points among the listed external factors of 

consumer behavior. Expert opinion survey was performed according to Delphi 

method. During the first round of the expert opinion survey procedure, the marketing 

mix factors (product, price, promotion and place) were strongly dominating by the 

importance, so it was decided to consider them among instruments of consumer 

behavior management and to exclude from the list of external factors. Then, expert 

opinion survey was performed again. Average scores that experts assigned to the 

external factors of consumer behavior are provided in table 2.1.  

Raw data of expert opinion survey (the last round) are provided in appendix F. 

For evaluating the consistency of expert opinions, the Kendall’s coefficient of 

concordance (W) was calculated in the SPSS software. The results of calculations, 

(appendix F) demonstrate that W = 0.833 and Chi-Square = 99.992, thus expert 

opinions are consistent. 
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Table 2.1 

Results of expert assessment for the external factors of consumer behavior 
External factors of consumer behavior Average scores assigned by experts 

Culture 17 
Subculture 2.4 
Ethnicity 1.3 
Values 12.8 
Social class 16.3 
Fashion 2.7 
Political and legal base 2.6 
Reference groups 19.4 
Family 17 
People of direct communication (Friends) 2.6 
Roles and status 2.2 
Natural and geographical environment 1.1 
Innovations, scientific and technical progress  2.6 

 

In order to select important external factors of consumer behavior and thus 

exclude unimportant, confidence interval was calculated. With mean score equal to 

7.69, standard deviation equal to 7.39 lower confidence limit equals 3.22. Thus, the 

factors with average score below the lower confidence limit were excluded, and those 

with average score above the lower confidence limit were considered important, 

namely:  

– culture; 

– values; 

– social class; 

– reference groups; 

– family. 

As for the values, it was considered by experts as both external and internal 

factor, and in both cases experts considered it important. As for such collision, it was 

decided to consider values rather as internal factors expressing personal values 

adopted by a person, which is more relevant comparing to values inherent for society 

as whole. 

While making their judgements, the experts were taking into account the 

information from the theoretical chapter of this study and additional information on 

impact of different factors on consumer behavior. Among such information, there is 
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data on dependence of strength of influence of reference groups on different factors: 

internal (first of all, conformity – change of beliefs or actions of individual under the 

real or imaginary influence of a group [16, p. 605]) and external (type of goods, type 

of consumption, etc.). Influence of the reference groups on the product and brand 

choice is described in table 2.2. 

Table 2.2 

Influence of the reference groups on the product and brand choice [151, p. 60; 

265, p. 359] 

Type of the product 
Influence on the 
choice of type of 

product 

Influence on the 
brand choice  

Public necessities weak strong 
Private necessities weak weak 
Public luxuries  strong strong 
Private luxuries strong weak 

 

In order to analyze the impact of the abovementioned external factors on 

consumer behavior, different methods listed above can be used. Questioning (survey) 

is one of the main methods of collecting data about the consumer, in which 

respondents provide written answers to the same list of questions [127; 140; 155; 

164; 185]. 

Questioning allows collecting data that can be conditionally classified into 

three types of variables: variable opinions, changed behavior, variable signs or 

attributes. Information about the opinions of respondents, which reflect their personal 

attitude to a certain phenomenon or process, is commonly called variable opinion. 

Information about the specific behaviors of these respondents is included in the 

“behavior variables” group. Variables of the attribute contain information about the 

gender and age characteristics of the respondents, their level of education, etc. This 

information is used to rank the categories of participants and identify their patterns of 

behavior within a conditional group. 

The validity and reliability of the collected data, as well as the proportion of 

respondents, are largely determined by the quality of the preparation of the 

questionnaire, its structure, as well as the rigor in organizing and conducting its pilot 
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testing. According to W. Foddy, "the question should be formulated in such a way 

that the respondent understands it the way the researcher wants, and the answer 

should be such that the researcher understands it in the same way as the respondent" 

[185]. Most of the questionnaires present a combination of open and closed 

questions. Open-ended questions give the respondent the opportunity to answer the 

question in a way that suits him or her. 

Closed questions involve a complete number of alternative answers, from 

which the respondent must choose one or more. It is obvious that it is easier and 

faster to answer closed questions, since they do not require the respondent to 

formulate and record the answer. In this case, it is easier to compare the answers of 

different respondents, since the answer options are predefined. But if the answers 

obtained in this way are difficult to interpret, then the advantage of using closed-

ended questions becomes questionable. 

Thus, in order to understanding on practice the relation between external 

factors of consumer behavior and degree of their influence on consumer behavior 

itself, it was chosen the questioning method of analysis.  

But before conducting a questionnaire-based research, the settings for the 

experiment must be defined. 

First of all, it is necessary to define the target audience for interviewing. As we 

remember, subject of consumer behavior can be represented by individuals, groups 

and organizations. As subject of our research is bounded by retail trading enterprises, 

we consider individuals as the key subject of consumer behavior in terms of our 

research. Indeed, individuals’ consumer behavior is much more complicated and 

much less studied (despite the fact of much greater number of researches in this field) 

comparing to consumer behavior of organizations. Moreover, organizations are 

mostly the intermediary link in the value chain, and individual consumers are those 

who finally consume goods, services, ideas, experience etc. Thus, Kumar [217] even 

insist that consumer behavior only includes buying  behavior of final consumers. We 

don’t agree with such limitation, but this is additional argument to focus our research 

on consumer behavior of final consumers. 
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Another point in discussion is whether to focus on individual or group 

consumers. In statistics, households are considered a consuming unit (“collective 

consumer”) [100], and the most of statistical surveys are based on calculating 

consumption indicators per household. But in terms of consumer behavior 

management the main area of company’s interest is not the consumption itself, which 

mostly has group nature, but mostly pre-consumption stage. And according to our 

observations, usually the purchases are performed by one family member. So most of 

researches of consumer behavior [102; 146; 194; 206; 217] are based on questioning 

one person, but not all the consumers in a household. So our target audience for 

survey is individual consumers buying consumer goods. 

The next problem to solve is to choose the right base for research. As we intend 

to study not consumer behavior separately, but consumer behavior in context of 

management, we need to research its factors and manifestations in relation with the 

effect it makes on purchases of consumer goods (services). So we should research 

target audience’s behavior toward the “right” goods / services in the “right” place.  

In order to do so, we’ll analyze the structure of total expenditure of population 

in Ukraine (table 2.3). 

As we can see, total consumption expenditure of Ukrainians takes in average 

91.5% of total expenditure, while non-consumption expenditure takes the remaining 

8.5%. Major part of consumption expenditure belongs to goods (60.9%), followed by 

services (15.5%) and mixed items (goods and services – 15%). Thus, goods is largely 

dominating category of consumption expenditure of Ukrainians, and so consumer 

behavior is mostly manifested while consuming goods.  

The greatest share in total expenditure of Ukrainian households belong to food 

and non-alcoholic  beverages (49.8%). Moreover, this share is relatively stable, with 

variation ration only 4.1%. Alcoholic beverages and tobacco take 3.3% with low 

variation, clothing and footwear – 5.7%, miscellaneous goods and services – 2.6%. 
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Table 2.3 

Structure of total expenditure in Ukraine, % [133], and its dynamics 

Expenditure items 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 Ave-
rage 

Stan-
dard 

devia-
tion 

Change in 
2020 

comparing 
to 2019, 

pp. 

Varia-
tion 

coeffi-
cient, 

% 

Change in 
2020 

comparing 
to 2019, % 

Average monthly total expenditure 
per one household, UAH  3073 3458 3592 3820 4049 4952 5720 7139 8309 9670 9524 5755.1 2498.4 -146 43.4 -1.5 

Structure of household total 
expenditure  percent 

Total consumption expenditure  89.9 90.1 90.8 90.2 91.6 92.9 93.2 92.9 92.0 91.3 91.4 91.5 1.2 0.1 1.3 0.1 
food and non-

alcoholic  beverages 51.6 51.3 50.1 50.1 51.9 53.1 49.8 47.9 47.7 46.6 48.1 49.8 2.1 1.5 4.1 3.2 

alcoholic beverages and tobacco 3.4 3.4 3.5 3.5 3.4 3.3 2.9 3.1 3.4 3.2 3.5 3.3 0.2 0.3 5.7 9.4 
manufactured goods and services  34.9 35.4 37.2 36.6 36.3 36.5 40.5 41.9 40.9 41.5 39.8 38.3 2.6 -1.7 6.8 -4.1 

including  
clothing and footwear  6.0 5.7 6.1 5.9 6.0 5.7 5.6 5.5 5.4 5.5 4.8 5.7 0.4 -0.7 6.5 -12.7 
housing, water, electricity, gas 

and other fuels 9.2 9.6 9.9 9.5 9.4 11.7 16.0 17.0 15.2 14.6 14.4 12.4 3.1 -0.2 24.6 -1.4 

furnishing, household equipment 
and routine maintenance of the 
house 

2.3 2.2 2.3 2.3 2.3 2.0 1.7 2.0 2.1 1.8 2.2 2.1 0.2 0.4 10.0 22.2 

health  3.2 3.2 3.4 3.4 3.6 3.7 4.2 3.8 4.0 4.1 4.3 3.7 0.4 0.2 10.6 4.9 
transport  3.7 4.0 4.3 4.3 4.3 3.7 3.6 3.7 3.7 4.8 4.0 4.0 0.4 -0.8 9.4 -16.7 
communication  2.7 2.6 2.8 2.8 2.8 2.4 2.3 2.4 2.6 2.8 3.4 2.7 0.3 0.6 11.1 21.4 
recreation and culture 1.8 1.9 2.0 2.1 1.8 1.5 1.4 1.6 1.8 1.6 1.5 1.7 0.2 -0.1 13.0 -6.3 
education  1.3 1.3 1.3 1.2 1.1 1.1 1.0 1.1 1.0 1.1 0.9 1.1 0.1 -0.2 12.0 -18.2 
restaurants and hotels  2.4 2.5 2.5 2.5 2.3 2.0 2.2 2.3 2.4 2.6 1.6 2.3 0.3 -1.0 12.5 -38.5 
miscellaneous goods and services 2.3 2.4 2.6 2.6 2.7 2.7 2.5 2.5 2.7 2.6 2.7 2.6 0.1 0.1 5.2 3.8 

Non-consumption total expenditure   10.1 9.9 9.2 9.8 8.4 7.1 6.8 7.1 8.0 8.7 8.6 8.5 1.2 -0.1 13.8 -1.1 
For information: payment for 
housing, communal products and 
services  

7.6 8.0 8.3 8.0 8.1 10.2 14.7 15.4 13.9 13.0 12.9 10.9 3.1 -0.1 28.2 -0.8 
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Significant part of household expenditures in Ukraine falls to housing, water, 

electricity, gas and other fuels (12.4%), but these goods and services are mostly of the 

specific nature, consumers’ choice is limited.  

So we believe that studying of consumer behavior has to be based first of all on 

such goods categories as food, beverages and tobacco as those taking more than half 

of all the consumer expenses in Ukraine. If it is possible to include other goods 

categories to research, it’s quality can be improved.  

Trading enterprises operating in the retail market of food products use different 

way of trading but also competing in the same competitive group, namely: 

− grocery markets; 

− grocery stores; 

− mini-markets; 

− supermarkets, etc. 

That is why today the trading enterprise has to compete on different levels. It 

also shows that consumers have different tastes. Some of them make purchases on 

grocery markets, justifying their choice by persistent stereotype that home made 

products are better quality than industrially processed products. Another group of 

consumers prefer supermarkets, citing the convenience of buying all products at once, 

or by shopping with a relatively large intervals (usually, this is once a week). Last but 

no least group of consumers prefer convenience store or grocery stores that are 

convenient by location, or have benefits as grocery markets and supermarkets. 

So the next question to answer is to choose the format of retail point of sales 

the most appropriate for our research. 

Volumes and structure of the retail trade turnover in Ukraine in 2020 by the 

type of points of sales are represented in table 2.4. 

As we can see, the greatest share of consumer spendings in Ukraine falls to 

retail trade, except of motor vehicles and motorcycles (92.6% of all consumer 

expenses), so we’d study consumer behavior better if we concentrate on this – the 

most common – part of consumer expenses for buying goods. Out of this amount, 

51.8% belongs to food, beverages and tobacco being sold in stores, 47.4% belongs to 
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non-foods products being sold in stores, while 0.8% falls to sales outside of stores, 

from stalls and in markets. So, markets possess insignificant share of retail trade and 

doesn’t seem to be the best option for consumer behavior research.  

Table 2.4 

Volumes and structure of the retail trade turnover of enterprises by types of 

economic activity in 2020 [96] 

Types of economic activity and 
type of points of sales 

Volume of 
the retail 

trade 
turnover, 

thsd. UAH 

Percentage to the 
total 

Percentage to the total 
by the type of economic 

activities 

Total 868283314.6 100.0 100.0 
Wholesale and retail trade  and 
repair of motor vehicles and 
motorcycles   

64002626.9 7.4 100.0 

Sale of cars and light motor 
vehicles 

60538150.2 7.0 94.6 

Sale of other motor vehicles 381378.2 0.1 0.6 
 retail trade of motor vehicle 
parts and  
 accessories 

2739270.2 0.3 4.3 

 trade in motorcycles, parts and 
accessories,  
 maintenance and repair of 
motorcycles 

343828.3 0.0 0.5 

Retail trade, except of motor 
vehicles and motorcycles 

804280687.7 92.6 100.0 

 food, beverages and tobacco predominating 
  at specialised stores 11586971.4 1.3 1.4 
  at non-specialised stores 405688814.7 46.7 50.4 
 non-foods 

   

  at specialised stores 336654725.4 38.8 41.9 
  at non-specialiced stores 44001752.4 5.1 5.5 
 outside of stores, from stalls 
and in markets 

6348423.8 0.7 0.8 

 

We also can see from the table 2.4 that 51.8% of retail trade turnover is made 

by non-specialized stores (including 46.7% of trading by food, beverages and 

tobacco, and 5.1% of trading by non-foods), and 40.1% of retail trade turnover is 

made by specialized stores. But specialised stores mostly concentrate trade by non-

foods and thus are strongly segmented (e. g. apparel stores, home electronics stores, 

bookstores etc.), disallowing to research consumer behavior towards wide variety of 



101 

goods in limited number of points of sales. So we believe that the best choice of a 

format for points of sales in terms of our research is non-specialized stores.  

Our conclusion is supported with data that today the greatest dynamics of 

development is observed among food retail chains [151] and retail chains are the 

main players in the food market [70]. 

Characteristics of a settings for the questionnaire are integrated in table 2.5. 

Table 2.5 

Characteristics of a setting for the questionnaire 
Parameter Description 

Target audience Individual consumers buying consumer goods 
Range of goods in the 
assortment  

Food, beverages – mandatory, other consumer goods – optionally; 
the wider – the better 

Place of interview Chain of retail shops 
Method of respondents 
selection 

Randomly 

 

As products range and marketing strategy of different retail chains are 

different, changes in purchases of consumer can be biased by these factors. So in 

order to secure the comparability of non-controlled variables of our research (e. g. 

difference in assortment, price policy, destination etc.) we suggest to base research on 

the retail shops belonging to one chain, with the same marketing policy for all the 

shops. But there are some important requirements for selection of chain of retail 

shops as a base for further research: 

– chain of retail shops must be relatively big in order to secure statistical 

relevance of impacts of the controlled factors;  

– its product range must be wide enough in order to cover the most popular 

items from the range of consumer goods; 

– it must have a system that allows to register purchases of customers and 

identify them, so their behavioral characteristics can be related to their consumer 

spendings; 

– such chain of retail shops must have necessary conditions to perform 

interviewing and to conduct the following experiments, including the possibility for 

researchers to instruct sales staff of shops; 
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– finally, management of such chain of retail shops should agree to conduct 

the necessary experiments. 

So, for conducting empirical research, was needed the help of trade enterprise, 

which would allow the researcher to test effectiveness of different instruments which 

influence consumer behavior. The owners of Ukrainian trade enterprise Hazar LLC 

have kindly provided their trade basis for conducting research.  

Nowadays spectrum of activities of Hazar LLC is widely spread. The 

directions of economic activities of the company are listed in appendix G. 

Thereby, the principal activities of the company are: 

– export and import of food products; 

– wholesale and retail food products (domestic supermarkets sample); 

– owning and usage storage and refrigeration facilities to store products, 

vegetable store with sharp European (Class A) storage capacity 2,5 ths. tons; 

– construction and repair works. 

That is why the company will be competitive when able to absorb some of the 

benefits for all consumer preferences and manage the customer  behavior in a 

profitable for the company way. 

Shops “Hazar” that belong to Hazar LLC were opened in 2007 year and are 

located in city Kharkiv near the bus stations, dormitories and university. Average 

square of the shop is equal to 690 m2. Most of customers in shop “Hazar” make their 

purchase while returning from the work to their homes. Assortment of the shop is 

wide, including goods from big amount of suppliers that allows to decrease risks and 

buy different types of the same products.  

Hazar LLC meets all the requirements for the base of experiment discussed 

above. 

Thus, in order to study the external factors influencing consumer behavior 

studied above, author have segmented questions in the survey according to the 

classification upon each separate factor, that are presented in table 2.6. 

As it is seen in table 2.6, each question in the survey responds to the specific 

direction of the external factor of consumer behavior. Considering that studies of the 
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consumer was made by questionnaire, consumer was provided with concrete options 

of the answer for each question, provided in appendix H. 

Table 2.6 

Questions on external factors influencing consumer behavior 
External factor Specification of the factor Question for the consumer 

Culture 

individualism or collectivism 
Would you refer yourself to more 
individualistic person or to more 
collectivistic person? 

romantic or practical 
orientation 

Would you refer yourself to more 
romantic person or to more practical 
person? 

risk acceptance or safety How easily you take risks? 

delayed or immediate 
satisfaction 

What would you prefer, to eat one 
candy right now, or eat 2 candy’s in two 
hours? 

Social class Income What is your average monthly income? 
Occupation Which kind of position do you occupy? 

Family 

Amount of family members How much family members are living 
with you? 

Responsibility for the family 
well-being 

Are you bringing the biggest income to 
your family? 

Responsibility for the family 
consumption 

Are you responsible for most spending 
in your family? 

 

The impact of reference group is strongly related to the purchasing process. 

Thus, questions related to this impact will be asked in separate section devoted to 

aspects of consumer behavior during the purchasing process. For this purpose, the 

separate group of questions is created, and it will be analyzed in the separate 

subchapter. 

In order to study other external factors influencing consumer behavior (culture, 

social class and family), the questionnaire was conducted basing on the questions 

described above.  

Overall were questioned 200 responders. Interviews were conducted in 

different shops of the Hazar LLC in Kharkiv city. Interviews were conducted during 

the period of time since 08:00 till 21:00 in order to cover buyers with different 

consumer behavior. While conducting an interview, the requirements of ISO 

20252:2019 and the ICC/ESOMAR code [88; 202] were taken into account. The 
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results of the survey on part of answers on the questions of external factors, which are 

presented in the table 2.7. 

Table 2.7  

Responses to questions on external factors influencing consumer behavior 

Question Variants of answer 
Amount 

of 
answers 

Persantages 
of the 

answer 
Would you refer yourself to more 
individualistic person or to more 
collectivistic person? 

 More individualistic person; 35 17,50% 
 More collectivistic person; 20 10,00% 
 Somewhere in between. 145 72,50% 

Would you refer yourself to more 
romantic person or to more practical 
person? 

 More romantic person; 43 21,50% 
 More practical person; 92 46,00% 
 Somewhere in between. 65 32,50% 

How easily you take risks?  I take risk if I see the higher benefits; 67 33,50% 
 In most cases I chose safe side. 133 66,50% 

What would you prefer, to eat one 
candy right now, or eat 2 candy’s in 
two hours? 

 One candy right now; 41 20,50% 
 2 candy’s in two hours. 159 79,50% 

What is your average monthly income? 

 Less than 10 000 UAH; 98 49,00% 
 In the range of 10 0000 – 50 000 
UAH; 83 41,50% 

 In the range of 50 0000 – 150 000 
UAH; 14 7,00% 

 Higher than 150 000 UAH. 5 2,50% 

Which kind of position do you occupy? 

 Working in the governmental sector; 25 12,50% 
 Working in the office in private 
sector; 36 18,00% 

 Working in educational/social sector 18 9,00% 
 Working with your “own hands”; 34 17,00% 
 Self-employed; 10 5,00% 
 Non-working student; 32 16,00% 
 Non-working pensioner. 45 22,50% 

How many family members do you 
have? 

 Living alone; 84 42,00% 
 2-3 family members; 91 45,50% 
 4-5 family members; 23 11,50% 
 6 or more family members. 2 1,00% 

Are you bringing the biggest income to 
your family? 

 Yes; 73 36,50% 
 No. 127 63,50% 

Are you responsible for most spending 
in your family? 

 Yes; 115 57,50% 
 No. 85 42,50% 

 

Thus, as it can be seen in table 2.7 it is possible to group consumers according 

to different aspects of specific external factors influencing their behavior. The 

cultural factor has been studied by four directions: individualism, romanticism, risk 

acceptance and joy delay. 

On the question of individualism or collectivism the most of responders 

(72,5%) have chosen variant “somewhere in between” and individualism was chosen 
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1,5 times (35 against 20) more often than collectivism. It means that currently the 

average consumer of Ukrainian market does not have strongly marked features of 

individualistic or collectivistic person and acts accordingly to the situation with a 

little bigger frequency as individualistic person.  

On the question of romantic or pragmatism the most responders (46,0%) have 

chosen variant “more practical person” variant “more romantic person” was chosen 

only by 21,5%. Number of consumers who did not determined himself strongly to 

one of this groups is 65 out of 200 responders (32,5%). Thus, on Ukrainian market 

most of consumers perceive themselves as more practical person while number of 

emotional buyers is still quite significant.  

On the question of risk taking the most of responders (66,5%) have chosen 

variant “in most cases I chose safe side” and variant “I take risk if I see the higher 

benefits” was chosen by 67 out of 200 times (33,5%). It means that currently the 

average consumer of Ukrainian market does not perceive himself as risk taker and 

gives preference to the checked options of purchase.  

On the question of delayed joy (What would you prefer, to eat one candy right 

now, or eat 2 candy’s in two hours?) most of consumers have chosen option “2 

candy’s in two hours” which consisted 79,5% out of all responds, while option “One 

candy right now” was chosen only by 20,5% of consumers. Such distribution of 

answers shows the practical approach to the purchase by Ukrainian consumers and 

confirms the data received on the question regarding pragmatism. 

On the question regarding average monthly income the distribution of answers 

went in accordance with official sources of Ukrainian social surveys. Despite that 

medium class in Ukrainian society should have average monthly income in the range 

of 10 000 -50 000 UAH for appropriate life style, mostly half of consumers (49,0%) 

are having less income. The medium monthly income is having 83 out of 200 

responders (41,5%), the income in the range of 50 000 – 150 000 UAH is having 

7,0% of responders, while only 2,5% of consumers have monthly income more than 

150 000 UAH. Such distribution of answers tells that most of Ukrainian consumers 

are highly price sensitive, while only 9,5% of consumers are not price sensitive.  
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On the question of “Which kind of position do you occupy?”, the most frequent 

position marked by the responders is “Non-working pensioner” in the amount of 

22,5%, the second by the number of responds is being position “Working in the 

office in private sector” with the amount of 18,0%. The class of blue-collar workers 

in Ukraine “Working with your “own hands” consisting 17,0% out of all responders 

and amount of non-working students is equal to 32 out of 200 responds (or 16,0%). 

The other three groups of consumers having smaller amount of responds are workers 

in the governmental sector, workers in educational sector and self employed 

consumers that are consisting 12,5%, 9,0% and 5,0% respectively. Such distribution 

of society class in Ukraine speaks about versatility of Ukrainian society with higher 

percentages of non-working pensioners as well as non-working students and smaller 

amount of blue-collar workers which could be one of signs for low incomes among 

Ukrainian consumers described above.  

On the question “How many family members are living with you?” most of 

responders (45,5%) have marked the variant “2-3 family members”, 84 out of 200 

responders (42,0%) are living alone; 11,5% of consumers are living in the families 

with 4-5 family members and only 2 out of 200 (1,0%) of consumers are living in the 

families with 6 or more members. Such distribution of answers means that in Ukraine 

quite big amount of consumers is living alone and most of the families having small 

amount of members.  

On the question regarding being the biggest income bringer to the family, most 

of responders (63,5%) against 36,5% are being not the one who making most income 

to their households. At the same time, most of consumers (57,5%) are not responsible 

for most spending in their family (against 42,5%). Such distribution of responds on 

these two questions means that most of consumers who buy products are not the one 

who earning main portion of money for these products. It also means that among the 

families (or households) there is being devotion of roles for those who is earning 

money and those who is spending them.  

 

 



107 

2.2. Analysis of internal factors of consumer behavior 

 

 

The selection of the most significant internal factors of consumer behavior for 

the further analysis was performed by the same expert procedure as for external 

factors. Thus, the experts were asked to distribute 100 points among the listed 

internal factors of consumer behavior. Expert opinion survey was performed 

according to Delphi method, and the results of the last round are provided in 

table 2.8.  

Table 2.8 

Results of expert assessment for the internal factors of consumer behavior 
Internal factors of consumer behavior Average scores assigned by experts 

Age 7.4 
Generation 0.6 
Life cycle stage 1.8 
Sex (Gender) 8.2 
Physical characteristics 0.7 
Occupation 1.9 
Education 0.7 
Income (financial status) 10.3 
Personal characteristics 0.8 
Lifestyle 8.6 
Self-concept (oneself-concept) 1 
Location 2 
Personal values 5.9 
Personality (Personality type) 7.7 
Culture 0.4 
Motivation 11.1 
Opinions 1.8 
Awareness  1.7 
Emotions 1.5 
Perception (Conception) 10.7 
Preferences 1.1 
Learning (assimilation) 7.5 
Memory 1.9 
Beliefs 0.8 
Judgements 0.3 
Attitude 1.6 
Intention 2 
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Raw data of expert opinion survey (the last round) are provided in appendix F. 

For evaluating the consistency of expert opinions, the Kendall’s coefficient of 

concordance (W) was calculated in the SPSS software. The results of calculations, 

(appendix F) demonstrate that W = 0.765 and Chi-Square = 198.976, thus expert 

opinions are consistent. 

For selection of important internal factors of consumer behavior, confidence 

interval was calculated. With mean equal to 3.70, standard deviation equal to 3.69 

lower confidence limit equals 2.242. That means all the internal factors of consumer 

behavior with average score below the lower confidence limit were excluded, and 

those with average score above the lower confidence limit were considered 

important, namely:  

– age; 

– gender; 

– income; 

– lifestyle; 

– personal values; 

– personality; 

– motivation; 

– perception; 

– learning. 

Age and genders are to be clarified by direct questions. Income was already 

asked about while analyzing the consumer social status. 

As we can see from table 1.16, most of lifestyle typologies are based on values. 

So values can be considered the key determinant of lifestyle. Thus, A. Domranskaya 

supports this claims, stating lifestyle is correlated with values [40]. That actually 

means there is no necessity to consider personal values as separate factor as it is a 

component of a lifestyle factor. 

As for personality, from the table D.1 (appendix D) we can see that one of 

classification of personality types is directly based on temperament, while among 

others the classification by the degree of activity and emotional responsiveness, by 
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personal behavior, by the specifics of the work of sellers with consumers, by 

character trait are based either on temperament or on one of its determinants. 

Moreover, determinants of temperament are considered elements of “Big five” of 

personality traits. Thus, temperament can be considered a simple characteristics of 

personality. 

Consumer characteristics associated with the peculiarities of his perception, 

memory and learning can mostly be studied using the methods of complex 

psychological testing, and therefore cannot be studied within the framework of 

standard sociological and socio-psychological methods. Stiving M. and Winer R. 

concluding on results of meta-analyses of research based on the theories of reasoned 

action and of planned behavior state that these models “explain on average between 

40% and 50% of the variance in intention, and between 19% and 38% of the variance 

in behavior” [268]. This means it is difficult to study the psychological factors of 

consumer behavior. In terms of motivation, M. Solomon at al. describe major motives 

for consumption (table 2.9). 

Table 2.9 

Major motives for consumption [265, p. 102] 

Motives Products associated with motives 
Power – 
masculinity - 
virility 

Power: Sugary products and large breakfasts (to charge oneself up), 
bowling, electric trains, hot rods, power tools Masculinity-virility: Coffee, 
red meat, heavy shoes, toy guns, buying fur coats for women, shaving with a 
razor 

Security Ice cream (to feel like a loved child again), full drawer of neatly ironed 
shirts, real plaster walls (to feel sheltered), home baking, hospital care 

Eroticism Sweets (to lick), gloves (to be removed by woman as a form of undressing), 
a man lighting a woman’s cigarette (to create a tension-filled moment 
culminating in pressure, then relaxation) 
  

Moral purity – 
cleanliness 

White bread, cotton fabrics (to connote chastity), harsh household cleaning 
chemicals (to make housewives feel moral after using), bathing (to be 
equated with Pontius Pilate, who washed blood from his hands), oatmeal 
(sacrifice, virtue)  

Social acceptance Companionship: Ice cream (to share fun), coffee Love and affection: Toys 
(to express love for children), sugar and honey (to express terms of 
affection) Acceptance: Soap, beauty products 

Individuality Gourmet foods, foreign cars, cigarette holders, vodka, perfume, fountain 
pens  

Status Scotch, ulcers, heart attacks, indigestion (to show one has a high-stress, 
important job!); carpets (to show one does not live like peasants) 
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Motives Products associated with motives 
Femininity Cakes and cookies, dolls, silk, tea, household curios 
Reward Cigarettes, candy, alcohol, ice cream, cookies 
Mastery over 
environment 

Kitchen appliances, boats, sporting goods, cigarette lighters 

Desalination (a 
desire to feel 
connectedness to 
things) 

Home decorating, skiing, morning radio broadcasts (to feel ‘in touch’ with 
the world) 

Magic – mystery Soups (having healing powers), paints (change the mood of a room), 
carbonated drinks (magical effervescent property), vodka (romantic history), 
unwrapping of gifts 

 

However, understanding the logic of the motivation process barely helps 

managing it. The main reasons complicating management of consumer needs are [91, 

p. 169]: 

1. Motives are unclear. We can assume motives impacting exact consumer 

actions, but it is impossible to isolate those motives. Thus, in order to study the 

impact of motives on consumer behavior, separate detailed research is necessary. 

2. Motivational process is variable. The nature of motivational process 

depends on exact needs initiate it. 

3. The motivational structure of individuals is different, thus, the same 

motives differently influence consumer behavior of different people. 

Thus, even being asked about their motivations, consumers can distort the 

answer because of misunderstanding of deep psychological mechanism impacting his 

/ her motives. The same problem is relevant for perception: as we have shown in the 

previous chapter, perception is a complicated psychological construct, and thus is 

difficult to be learnt within the sociological approach. That means, for motivation and 

perception, the more complicated way to study must be used: the experiment, which 

will allow discovering the behavioral manifestations of those factors, and 

questioning. But in this case, questioning must be not direct as direct study of 

psychological factors impacting consumer behavior is complicated. We are rather 

interested in behavioral manifestation of these factors through analysis of aspects of 

consumer behavior during the purchasing process. For this purpose, the separate 

group of questions is created, and it will be analyzed in the next subchapter. 
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Learning also belongs to the complicated psychological process, but cognitive 

approach states that learning depends on cognitive abilities [16, p. 748 – 749]; that 

means, cognitive abilities can partly express the learning specifics of a consumer. 

Moreover, the perception is influenced by emotional intelligence [76], which, in turn, 

is impacted by IQ level [13, p. 30]. Thus, we suggest to use IQ as a measure helping 

better understand (but not to comprehensively explain) learning and perceptual 

specifics of consumers (cognitive resources). 

In order to study the internal factors of consumer behavior was done the survey 

to the analogue of the study of external factors by questioning 200 responders in 

different areas of Kharkiv.  

The internal factors of consumer behavior were studied by 4 different 

directions: physical aspects (age and gender), belongings to values, IQ level, type of 

temperament. The approach for studying internal factors is given in table 2.10.  

Table 2.10  

Questions on internal factors influencing consumer behavior 

 Internal factor Direction of internal 
factor Question to the responders 

Physical factors Age What is your age? 
Gender What is your gender? 

Lifestyle Belongings to values What is the personal value that is most important 
for you? 

Personality Type of temperament 
Responders were given with 57 questions 
answer on each of them could be yes or no 

(appendix I) 

Cognitive resources IQ level 

Responders were given with 40 questions. Some 
of the answers should be chosen among the 

given options, some answers should be given by 
the responder [3]. 

 

Consumers were provided with questions and options to answer each question, 

which are provided in appendix H  

In order to study the personal lifestyle and attitude to the environment from 

other side, the consumers were conducting the type of temperament test according to 

the methodology of Eysenck.  
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With the help of Eysenck's technique, extraversion (the orientation of the 

personality to the outside world) and neuroticism (the result of the imbalance of the 

processes of excitation and inhibition) are determined - the properties underlying 

temperament. Eysenck's questionnaire contains 57 questions [3]. They must be 

answered "yes" or "no". The results obtained are compared with the key, which has 

three scales: extraversion - introversion; neuroticism, the scale of lies. Belonging to 

the type of temperament is revealed using a coordinate system, which marks the 

results on the scale "neuroticism" and the scale "extraversion". 

The personality questionnaire consists of two forms "A" and "B", which makes 

it possible to retest. The questionnaires contain 57 questions. Answers to them only 

"Yes" or "No". Thus, after conducting such test, researcher have possibility to 

determine the type of personality of the responder with four options: 

– sanguine; 

– choleric; 

– phlegmatic; 

– melancholic. 

For studying the cognitive sources of the consumers, was conducted IQ 

Eysenck's test. Eysenck's test is a psychological test of intelligence quotient (IQ), 

developed by the English psychologist Hans Eysenck. It is designed for a general 

assessment of intellectual ability using verbal, digital and graphic material with 

different ways of formulating problems. Thus, one can hope for mutual neutralization 

of the advantages and disadvantages; For example, a person who copes well with 

verbal tasks, but poorly solves arithmetic problems, will not receive any advantages, 

but also will not be at a disadvantage, since both types of problems are approximately 

equally represented in the tests. IQ tests are designed to assess mental ability, not the 

level of knowledge (erudition). IQ is an attempt to assess the factor of general 

intelligence (g). The test is consisting of 40 questions and given exactly 30 minutes. 

By conducting such test, each respondent can score from 0 to 200 points, and 

researcher can range the answers under the following frameworks: 

– 0 – 80 points; 
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– 81 – 100 points; 

– 101 – 120 points; 

– 120 – and more points. 

After conducting such series of questioners, it became possible to analyze the 

results of it which are presented in table 2.11. 

Table 2.11  

Responses on questions on internal factors influencing consumer behavior 

Question Variants of answer Amount of 
answers 

Percentages of 
the answer 

What is your age? 

18-21 31 16,00% 
22-35 34 17,50% 
36-60 57 29,00% 
61-75 68 34,50% 
76 - and more 10 3,00% 

What is your gender? 
Male 89 44,50% 
Female 111 55,50% 

What is the personal value that is most 
important for you? 

search for truth 46 23,00% 
economic benefits 51 25,50% 
style and harmony 31 15,50% 
love for others 17 8,50% 
power and influence 25 12,50% 
spirituality and the 
search for the 
meaning of life 

30 15,00% 

Type of temperament 

Sanguine; 46 23,00% 
Choleric; 76 38,00% 
Phlegmatic; 22 11,00% 
Melancholic 56 28,00% 

Level of IQ 

0 – 80 points 24 12,00% 
81 – 100 points 96 48,00% 
101 – 120 points 67 33,50% 
120 – and more 
points 13 6,50% 

 

As it can be seen on the table 2.11, on the question regarding the age, the 

biggest group of consumers is the elderly people in the age group of 61-75 years, 

consisting 34,5% out of all responders. The second largest group is mature adults (36-

60 years) consisting 29,0%. The amount of consumers in younger ages groups 22-35 
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years and 18-21 years are consisting 17,5% and 16,0% respectively. The smallest age 

group is being centenarians and consisting 3,0% among Ukrainian consumers. 

The second questioned internal factor has been the gender, on the question 

“What is your gender” 111 out of 200 responders (55,5%) has answered female, 

while other 44,5% of responders were male. Such distribution of gender does not 

correspond to overall gender distribution of population which indicates that female 

are making purchases more often than male. 

On the question regarding the personal values, which sounds “What is the 

personal value that is most important for you?” the consumers were given with 6 

options of answers while each value is being correspond with the type of personality. 

The most frequently chosen value has been economic benefits 25,5%, which 

corresponds with economic person. The amount of theoretical person, which has 

search for truth value was chosen by 23,0% of persons. The values of aesthetic 

person (style and harmony) was chosen by 15,5% and of religious person (spirituality 

and the search for the meaning of life) by 15,0 %. The political persons, to which 

correspond power and influence values, has amounted to 12,5%, while the answer 

with lowest frequency on this question has been love for others values (8,5%), which 

indicates social type of personality.  

In order to study the type of temperament of the consumers was made the 

series of questions and the most frequent type is being choleric amounting 38,0%. 

The melancholic and sanguine types of temperaments are amounting 28,0% and 

23,0% respectively. The most rare type of temperament is being phlegmatic type 

which is present only in 11,0% of Ukrainian consumers.  

For studying the level of IQ among Ukrainian consumers  has been conducted 

the series of questions, and despite that each consumers has scored exact amount of 

points, was decided to group results according to the certain range for making 

analysis possible. Mostly half of consumers (48,0%) are having IQ level in the range 

of 81 – 100 points which corresponds to the normal level or a little bit lower than 

norm level of cognitive possibilities. The second largest group of consumers (33,5%) 

are having from 101 to 120 points of IQ, which is also being the normal or bit higher 
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level of cognitive sources. The  amount of consumers with lowest and highest ranges 

of IQ level are amounting small percentages out of all consumers, which is being in 

the corresponds with the logic of Eysenck's  IQ test (author of the methodology has 

suggested the normal statistical distribution among the results of the test). Thus, the 

low level of IQ are having 12,0% of consumers, while high level of IQ are having 

6,5% of responders.   

Under the framework of this research the questioning of 200 responders was 

conducted for studying such internal factors of consumer behavior as age, gender, 

type of personality, type of temperament and level of IQ. Among these factors, the 

most frequent groups has been 61 – 75 years age group, female, economic type of 

personality, choleric type of temperament and 81 – 100 points of IQ level. Such kind 

of result makes it possible understand the Ukrainian consumer market better, 

nevertheless it is needed to also analyze the consumer behavior on different stages of 

purchase process and find interdependencies, if there are some, among factors of 

consumer behavior and behavior itself.  

 

 

2.3. Analysis of aspects of consumer behavior during the purchasing process 

 

 

Consumer behavior changes depending on which product is bought: chocolate 

bar, potato, smartphone, or a new apartment. The more difficult it is to make a 

purchase decision, the more participants are required and the more careful the 

consumer behaves, the more cautious the consumer is. Based on this, it is possible to 

identify the types of consumer behavior when making a purchase decision. At the 

core of these types, it is necessary to understand the level of participation and the 

degree of difference between brands. With complex buying behavior, the challenge 

for the marketer is to be able to maintain the interest that has arisen. A high degree of 

customer engagement occurs when the product is expensive, the purchase is risky, 

and the new purchase can serve as a vehicle for self-expression. Typically, in such 
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cases, consumers seek to obtain as much information as possible about the 

characteristics of a product in a given category. In this case, the buyer must go 

through a learning process to provide an independent opinion about the product. Only 

then can he make the final choice. 

In the aspect of consumer behavior during the purchasing process, one of the 

essential factors impacting consumer behavior in the field of reference group factor is 

the reference on the opinion leaders. Opinion leaders are people who influence the  

behavior of other people because of their social or personal status [29]. 

The influence of opinion leaders is akin to the influence of reference groups. 

For example, a traffic policeman on the street is a leader of opinions regarding traffic 

rules (normative influence). The teacher who leads the graduation project is a leader 

in relation to the used literary sources (informational influence). The priest is the 

leader regarding the interpretation of religious texts (value-based influence). The 

main characteristics manifested among opinion leaders are the following [14]: 

– greatest long-term involvement, that is, interest or employment in the field 

of product categories; 

– susceptibility to innovation, positive attitudes towards new products; 

– social activity, sociability, independence in judgments and  behavior ; 

– relatively high exposure (availability) of information sources on 

innovations in the product category (media, exhibitions, conferences, etc.); 

– similarity in demographic characteristics and characteristics of life style 

with their followers – recipients of information. 

Opinion leaders among consumers are nominated by the majority and mostly 

spontaneously. Personal influence on the consumer in the form of leadership opinions 

is most likely if one or several of following conditions are present: 

– consumer does not have sufficient information to make a competent choice 

of products; 

– it is difficult to evaluate the product using only objective criteria (weight, 

number of decibels, sugar content, etc.); 

– other sources of information are perceived as not credible; 
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– an influential person is more achievable than other sources, and therefore 

consultation can be obtained from him/her with saving time and effort; 

– there are strong social ties between the transmitter of information and the 

recipient (child and parent, student and teacher); 

– consumer has a high need for social approval. 

Influence of the personality can be monomorphic – in relation to one aspect of 

life, product or brand; or polymorphic – in relation to various aspects of goods [134]. 

Opinion leaders play a special role in the diffusion of innovation among 

consumers. For the consumers, innovation is any idea or product perceived by the 

consumer as new. Some of the leading innovators are directly related to the 

production of new products (fashion designers and inventors, workers in relevant 

industries, salespeople). Innovative consumers can take the lead in opinions, since 

they are the first to try an innovative product because of their nature and lifestyle and 

for some time are the only sources of information about the experience of using the 

product. Other opinion leaders are those people who are actively interested in these 

types of goods (technology, fashion, sports, etc.), act as early developers of new 

products and may approve or disapprove of the product when dealing with the rest of 

the majority. The following models of interpersonal informational influence among 

the consumers are distinguished [142]: 

1. Top-down influence. This model is based on the theory that representatives 

of lower social classes tend to be guided in their  behavior  by information about the  

behavior  of higher classes (for example, fashionable hobbies and entertainment, 

meals and drinks, etc.). In addition, representatives of one public group are guided by 

information emanating from representatives of the same group with a higher personal 

status (brand preferences, new products, etc.). 

2. Two-step distribution. This model includes two stages: dissemination of 

information through the media among opinion leaders and its further transfer from 

leaders to a more passive majority (for example, teachers read marketing magazines 

and tell students about new marketing tools). 
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3. Multi-stage distribution. This model is an improvement of the second 

model by additionally accounting for individuals who are purposefully seeking 

information. These individuals are intermediaries between the media, opinion leaders 

and the majority (for example, a person wants to buy a computer, but does not 

understand its configurations, and therefore collects information on various assembly 

options). 

When managing marketing activities of the enterprise, it is necessary to 

understand the extent to which people exchange information about the product and 

the company; and how this exchange affects consumer  behavior  and the economic 

situation of the enterprise. 

In addition, it is sometimes important to correctly identify the motive for 

transmitting information. Among typical motives, it is customary to single out the 

following: interest, self-affirmation, altruism, entertainment, and the cessation of 

disputes.  

For enterprise management it is important to stimulate a positive discussion of 

the product and the company. To stimulate the discussion of products promotional 

messages that cause emotions, contain jokes, provocative statements are used. In 

favorable conditions, verbal exchange of positive information between people can be 

considered as an alternative to advertising. Customers who choose the product under 

the influence of positive reviews are more likely to become regular customers of the 

company, will be less price sensitive and will increase the total number of positive 

reviews about the company. In the case of wide dissemination of negative 

information, it is more profitable for the enterprise to admit its guilt as soon as 

possible, even if this is not true, and to produce at least symbolic compensation for 

the loss of the unsatisfied consumer. According to the research of [107], one negative 

review neutralizes from 3 to 10 positive (depending on the type of product and 

market). 

Questions in the survey for evaluating the aspects among the stages of 

purchasing process according to the fig. 1.5 are which is grouped in the table 2.12.   
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Table 2.12  

Questions on consumer behavior aspects among the stages of purchasing process  
Stage of purchasing process Question for the consumer 

Need recognition 

Do you follow the new product updates? 
Do you follow the new purchases among the persons of 
your social environment? 
Do you like to buy products which are new on the market? 

Information search and 
 evaluation of alternatives 

Do you trust the opinion of your social environment 
regarding the products? 
Do you trust to advertisement in mass media? 
Do you prefer to spend much time for studying all market 
propositions? 

Purchase 

Is the price being the most determining factor in your 
purchase decision? 
How often do you tend to re-consider product alternatives 
after you have priority option? 
Do you make purchase decision easily? 

Post purchase evaluation 

Do you intend to purchase products of the same brand if 
the previous purchase was satisfying? 
Do you intend to share information about the purchase if it 
made you dissatisfied? 
Do you intend to share information about the purchase if it 
made you satisfied? 

 
The questions on need recognition and purchase stages also reflect the 

motivational aspects of consumer behavior. 

In the survey, under each question regarding the purchasing process of the 

consumer were given options to answer, so the questioned could choose one of them 

(appendix H).  

Along with the questions on external and internal factors influencing consumer 

behavior, the same responders has been answering the questions which studies their 

consumer behavior (list of question listed above). Thus, the distribution of answers 

on these questions is given in the table 2.13. 

Table 2.13 

Responses on questions on consumer behavior aspects among the stages of 

purchasing process  

Question Variants of answer Amount of 
answers 

Percentages 
of the answer 

Do you follow the new 
product updates? 

I prefer to be aware about most of the 
products that could be interesting for 
me; 

31 15,50% 
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Question Variants of answer Amount of 
answers 

Percentages 
of the answer 

I prefer to be aware about the product 
updates only in few special markets; 68 34,00% 

I consider the information about new 
products as unnecessary in my 
everyday life. 

101 50,50% 

Do you follow the new 
purchases among the 
persons of your social 
environment? 

I prefer to follow what my 
family/friends/colleagues buy; 153 76,50% 

I don’t prefer to follow what my 
family/friends/colleagues buy. 47 23,50% 

Do you like to buy products 
which are new on the 
market? 

I prefer to try new products; 57 28,50% 
I prefer to buy old models of the 
products. 143 71,50% 

Do you trust the opinion of 
your social environment 
regarding the products? 

I trust to the opinion of my 
family/friends/colleagues regarding 
the products; 

126 63,00% 

I prefer to trust my own perception 
regarding the products; 74 37,00% 

Do you trust to advertise in 
mass media? 

The advertising is quite valuable to 
understand the advantages of certain 
products; 

29 14,50% 

Advertising could be useful under 
very specific conditions; 43 21,50% 

I don’t trust advertising at all.  128 64,00% 

Do you prefer to spend 
much time for studying all 
market propositions? 

In most cases I know in advance 
exactly which product I want to buy; 62 31,00% 

I prefer to study main alternatives of 
the product; 85 42,50% 

I prefer to get maximum information 
about all product alternatives. 53 26,50% 

Is the price being the most 
determining factor in your 
purchase decision? 

Rather yes; 149 74,50% 

Rather no. 51 25,50% 

How often you tend to re-
consider product alternatives 
after you have priority 
option? 

I tend to make purchase as soon as I 
find proper for me option; 86 43,00% 

I take some time before making 
purchase in order to re-consider all 
advantages/disadvantages and other 
alternatives. 

114 57,00% 

Does purchase decision 
made easily by you? 

Rather yes; 75 37,50% 
Rather no.  125 62,50% 

Do you intend to purchase 
products of the same brand 
if the previous purchase was 
satisfying? 

Rather yes; 133 66,50% 

Rather no. 67 33,50% 

Do you intend to share 
information about the 
purchase if it was 
unsatisfied one? 

Rather yes; 124 62,00% 

Rather no. 76 38,00% 

Do you intend to share Rather yes; 98 49,00% 
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Question Variants of answer Amount of 
answers 

Percentages 
of the answer 

information about the 
purchase if it was satisfied 
one? 

Rather no. 102 51,00% 

 

Thus, as it can be seen in table 2.13, it is possible to group responders 

according to their consumer behavior and purchase habits under the framework of 

purchasing process. Regarding the stage of need recognition there have been three 

questions.  

On the question regarding following the following market updates “Do you 

follow the new product updates?” most of consumers (50,5%) has answered that they 

consider the information about new products as unnecessary in their everyday life. 

Only 15,5% of consumers prefer to be aware about most of the products that could be 

interesting for them, while 34,0% of consumers prefer to be aware about the product 

updates only in few special markets.  

On the question regarding updates of products among their social environment 

“Do you follow the new purchases among the persons of your social environment?”, 

most of responders 76,5% against 23,5% prefer to follow what their 

family/friends/colleagues buy. 

On the question regarding testing new product that have only entered the 

market “Do you like to buy products which are new on the market?” most of the 

consumers 71,5% against 28,5% prefer to buy old models of the products and to be 

on the safe side during choosing the purchase model.  

Thus, as for need recognition stage, most of Ukrainian consumers are intending 

to not follow the market updates by advertising means, but closely follow what their 

social environment is buying. At the same time, most of consumers are preferring to 

making decision of starting the purchase only to the products that they have already 

used which makes their behavior close to “re-buy purchase behavior”. As for the next 

2 stages of purchase process Information search and  Evaluation of alternatives, 

author have united the questions on them, as behavior of consumer on these stages is 

influenced by the similar mental processes and similar behavioral habits.  
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On the question of relying on feedback of social environment “Do you trust the 

opinion of your social environment regarding the products?” most of responders 126 

out of 200 (63,0%) have answered that they trust to the opinion of their 

family/friends/colleagues regarding the products, while 37,0% of consumers prefer to 

trust their own perception regarding the products.  

On the question of relying on advertising means “Do you trust to advertise in 

mass media?” most of consumers (64,0%) do not trust advertising at all, for 21,5% of 

consumers advertising could be useful under very specific conditions, while only for 

29 out of 200 consumers (14,5%) advertising is being quite valuable to understand 

the advantages of certain products.  

On the question regarding increasing personal market awareness during 

evaluation of alternatives stage “Do you prefer to spend much time for studying all 

market propositions?” most of the consumers (42,5%) prefer to study main 

alternatives of the product; 31,0% of responders in most cases know in advance 

exactly which product they want to buy, while only 53 out of 200 consumers (26,5%) 

prefer to get maximum information about all product alternatives. 

Thus, during the information search and  evaluation of alternatives purchasing  

stages most of Ukrainian consumers prefer to relay on the opinions of their social 

environment rather than on the information received by advertising channels. Along 

with that, most of consumers do not prefer to spend their mental and time resources 

on studying all possible market proposition and rather prefer to study only main 

alternatives or know in advance what they want to buy. In order to study next stage of 

purchasing process, which is purchase itself, three questions to the consumers were 

asked. 

On the question of price sensitivity factor “Is the price being the most 

determining factor in your purchase decision?” most of consumers 74,5% against 

25,5% answered “rather yes”, which speaks about high price sensitive and is being 

the sign that consumers receiving high amount of information from the price label.  

On the question regarding turning back to previous stages of purchasing 

process “How often you tend to re-consider product alternatives after you have 
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priority option?” Most of consumers (57,0%) take some time before making purchase 

in order to re-consider all advantages/disadvantages and other alternatives, while 

43,0% of responders tend to make purchase as soon as they find proper for me option. 

Such distribution speaks about more or less equal division of consumers who prefer 

to reconsider their choice.  

On the question regarding mental resources for making the purchase “Does 

purchase decision made easily by you?” most of consumers 62,5% against 37,5% 

answered “rather no”. Such distribution is being the sign that psychologically most of 

Ukrainians prefer to precisely study all advantages and disadvantages of the 

purchase.  

Thus, answers on the questions regarding the purchase stage of purchasing 

process, most of the Ukrainian consumers consider the price as one of the most 

important factors of the purchase and as the consequence precisely study the 

information on the price label. Along with that, more than half of consumers prefer to 

reconsider their priority option at the final stage of decision and in most cases there 

are sure in their decision. The last stage of purchase is being post purchase 

evaluation, to study which consumers were asked by three following questions.  

On the question regarding loyalty to their previous decision “Do you intend to 

purchase products of the same brand if the previous purchase was satisfying?” Most 

of the consumers 66,5% against 33,5% prefer make such choice. Such kind of 

distribution of answers signs that in most cases consumers were satisfied of their 

purchase and prefer to trust to their own choice.  

On the question regarding negative feedback to their social environment “Do 

you intend to share information about the purchase if it was unsatisfied one?” most of 

consumers answered “rather yes” 62,0% against 38,0%.  

On the question regarding positive feedback to their social environment “Do 

you intend to share information about the purchase if it was satisfied one??” the 

answers of consumers have spited mostly equal with small increase in “rather no” 

answer 51,0% against 49,0%.  
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Thus, during the last stage of purchasing process which is post purchase 

evaluation, most of Ukrainian consumers prefer to follow their previous positive 

purchase decisions which could be the explanation to the reason of low interest in 

information from advertising channels as well as low involvements of new product 

updates. As for the feedback after the purchase, in case of negative experience 

consumers intend to share their emotions more often than in case of positive purchase 

experience.  

An important aspect of consumer behavior concerning trading enterprise is the 

place of purchase: online or offline. The global volume of e-commerce sales is 

increasing every year, and in 2020 20% of the world's purchases were made online. 

While offline sales grew by only 1% over the year, online sales increased by 24% 

[128]. Thus, the positions of e-commerce are strengthening all over the world, and 

Ukraine is not an exception. Several years ago in Ukraine online retail was taking an 

insignificant share of total consumer expenses, but now its share has increased 

dramatically (fig. 2.1). 

Today almost 9% of all retail turnover in Ukraine is made online in online 

stores, e-marketplaces and social networks. In absolute numbers, by data of EVO 

company, the total amount of goods and services purchased online in 2020 is 

estimated UAH 107 billion, which exceeds the 2019 level by 41%. The number of 

online payments has also increased correspondingly by about a half [150]. 

It’s interesting that before the COVID-19 pandemic EVO company forecasted 

e-commerce growth in Ukraine in 2020 at 15%, thus the impact of pandemic tripled 

Ukrainian e-commerce growth rate. That has happened not just because of increase in 

online sales of existing companies, but also because of implementation of online sales 

practices by many new businesses: from coffee shops to mini-factories [150]. 

Migration to online format is a growing trend for businesses of different size (from 

individual entrepreneurs to large entrprises), sectors etc. [128; 150]. 
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Fig. 2.1. E-commerce penetration in Ukraine (based on [81; 100; 150]) 

 

Before the pandemic the trend of development the online sales in traditional 

offline shops (for example, supermarket chains) was manifested [46], the COVID-19 

pandemic, as estimated by IBM experts, has accelerated the transition from offline to 

online retail format by about five years. Shops that were previously working offline 

only (for example, online grocery shops) began to implement online sales and 

services [128].  

At the same time, in the year 2020 average check in online sales fell by 10% 

comparing to 2019. The reasons of such change is interpreted differently: firstly, 

during the pandemic consumers began to buy online more often, thus decreasing the 

amounts of single purchases; secondly, consumers began to purchase wider range of 

goods online, including the cheaper goods (for example, food, masks, etc.) [150];  

thirdly, people didn’t risk making large and expensive purchases online, being limited 

only to the most essential goods [128]. 

But dynamics of e-commerce penetration in Ukraine is caused not just because 

the pandemic factor: as we can see by fig. 2.1, the growing trend of online sales 

penetration is stable, which is proved by the correlation rate between the year and e-

commerce penetration rate, that equals 0.97 according to our calculations. 

According to a study by the CBR company, in Ukraine up to the end of 2020, 

10.6 million people (or a quarter of population or more that a third of adult 
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population) were regularly buying online [128]. This number covers the consumers 

regularly buying on trading platforms and in online stores. 

If previously online buying was mostly practiced by younger consumers, today 

the older generation start to play more significant role is retail format. Thus while the 

share of older generation (people over 55) in online purchases in 2019 was 10%, in 

2020 in rose to more than 12%. Young group of consumers (25 to 44 years old) take 

more than half of online-store customers, and the remaining 36% fall to age 

categories 18-24 and 45-54 years old [269]. 

As for the structure of online sales, almost two third of it (62.48%) belong to 

universal online-stores – online platforms with wide range of products. Remaining 

share of online sales in 2020 fall to specialized online-stores with such product 

categories [269]:  

– home goods – 15.12% (increase from 11.91% in 2019); 

– household appliances – 12.10%; 

– fashion goods – 5.17%; 

– goods for children – 2.01%; 

– goods for sports – 1.71%; 

– jewelry – 1.41%. 

EVO company noted significant increase in online sales of food, goods for 

gardening and horticulture and pet products in 2020 comparing to 2019 [150]. 

According to increase in online sales, number of online payments also 

increased by more than 50% in 2020 comparing to 2019. About 15% of payments for 

online shopping in 2020 were done by card just during the purchasing process, while 

every third good in was paid by cash on delivery [128; 150]. For sellers, cash postpay 

is not convenient and risky, but consumers in Ukraine still use variety of payment 

methods while buying online by the safety reasons. Another problem of online retail 

in Ukraine is high commission for money transfer, which in Ukraine averages more 

than 2% of sales (4 times greater than in Europe) and is charged on seller. But it is 

expected that in a few years, cash postpay for goods purchased online will lose 

popularity as less convenient. [150].  
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Development of e-commerce lead to formation of the following types of 

buying behavior [46, p. 69]: 

– buyers who prefer online shopping, perform all the necessary activities 

online, including searching for the products, their evaluation, analysis of alternatives, 

making the final decision, making order and payment; 

– buyers search for the product and analyze alternatives online, trying to get 

more information before visiting offline stores, but buy offline; 

– buyers first visit a offline store, and then continue searching for the 

necessary product, analyzing alternatives, make choice and buy in online stores; 

– buyers who study alternatives and choose a product in online stores, then 

visit a stationary store to see the product e, and then buy it online store. 

For many consumers, it is still important to have a physical contact with the 

good during th purchasing process. This allows consumers to test the quality of the 

goods, to get a pleasure from touching it and to decrease a risk concerning paying 

remotely [128]. 

Basing on the structure of current research, after determining the exact external 

and internal factors influencing consumer  behavior on Ukrainian market, as well as 

proportion of the consumer groups by these factors and consumer  behavior during 

purchasing process, it is needed to check the dependencies among these factors. And 

only after that stage, it would be possible to find the instruments that could be used 

by trading enterprises to influence consumer  behavior. 

 

 

Summary to chapter 2 

 

 

1. In order to limit the number of factors impacting consumer behavior with the 

key ones, the expert opinion survey was performed. The experts were selected 

according to the set of requirements including requirements to their number, 
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qualification, degree of awareness on the subject and the balance between the narrow 

specialization and the general outlook.  

The factors of consumer behavior were subdivided on external and internal 

according to the results of the theoretical research. The expert opinion survey was 

performed in accordance with the Delphi method. The experts were asked to 

distribute 100 points among the listed factors of consumer behavior. Then the factors, 

which received the average score greater than the lower confidence limit, were 

considered important. For external factors of consumer behavior, the important 

factors are culture, social class, reference groups and family, for internal factors – 

age, gender, income, lifestyle, personality, motivation, perception and learning. 

2. Characteristics of a setting for consumer survey were defined: the target 

audience for survey are individual consumers buying consumer goods; the range of 

goods in the assortment of the base of survey, according to the analysis of the 

structure of consumer spendings of Ukrainians, must mandatory include food and 

beverages and optionally – other consumer goods; the place of interview must be a 

chain of retail shops with the range of goods specified above; respondents must be 

selected randomly. While selecting the chain of retail shops, the following 

requirements were applied: chain of retail shops must be relatively big, its product 

range must be wide enough, it must have a system that allows to register purchases of 

customers and identify them, it must have necessary conditions to perform 

interviewing and to conduct the following experiments, management of such chain of 

retail shops should agree to conduct the necessary experiments. The chain of retail 

shops completely meeting these requirements is Hazar LLC, thus this chain of shops 

was selected as a base for the research. 

For the purpose of interviewing, questions were subdivided in 3 groups: 

internal factors, external factors and aspects of consumer behavior during the 

purchasing process. Basing on the developed questionnaire, 200 consumers of 

Hazar LLC were interviewed. In order track their consumer behavior and to stimulate 

participation in interview, the respondents were provided with discounts cards. 
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3. The results of the questionnaire demonstrated that in terms of individualistic 

and collectivistic person, interviewed consumers are mostly in between; they are 

rather practical people avoiding the risk, with average monthly income less than 

10000 UAH, with 2 – 3 family members or living alone; mostly responsible for 

spending but not for earning. In the age structure of interviewed consumers, the elder 

generation dominates; among the personal values the most important are economic 

benefits and search for truth; mostly half of consumers are having IQ level in the 

range of 81 – 100 points. Analysis of the aspects of consumer behavior in terms of 

purchasing process shown that most of interviewed consumers Do not follow the new 

product updates, but instead follow the new purchases among their social 

environment and trust their opinion regarding the products, conservative towards new 

products, don’t trust advertising; while selecting the product they prefer to study main 

alternatives; consider the price the most determining factor in their purchase decision, 

make purchase decision not easily; prefer to share the information on negative 

purchasing experience and do not share on positive. 

4. The analysis of current trends in Ukrainian e-commerce demonstrated that 

for the last 9 years it has turned to the significant format of retail trade: the 

penetration of e-commerce has grown from 0.6% in 2012 to almost 9% in 2020. 

Despite some problems inherent to e-commerce in Ukraine, it is expected that its 

volumes and penetration will increase. But most of consumers still prefer to buy 

offline, using online channels rather for searching the information, comparison of 

alternatives and decision making. 

The main conclusion and propositions of the first chapter are published in 

works [224; 238; 242]. 

List of references used [3; 13; 14; 16; 17; 21; 26; 29; 39; 40; 43; 46; 70; 76; 81; 

83; 88; 91; 96; 100; 102; 107; 127; 128; 133; 134; 136; 140; 142; 145; 146; 150; 151; 

155; 164; 183; 185; 193; 194; 202; 206; 217; 231; 265; 268; 269].  
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3. METHODICAL APPROACH TO MANAGEMENT OF CONSUMER 

BEHAVIOR IN TRADING ENTERPRISE 

 

 

3.1. Interdependencies between factors of consumer behavior and purchasing 

process 

 

 

After investigating the concrete external and internal factors of consumer 

behavior and stages of purchasing process it is needed to conduct empirical study of 

interdependency of different aspects of these factors. The logics of the research on 

impact of factors on consumer behavior is represented on fig. 3.1. 

In a systematic analysis of consumer behavior, the researcher is often faced 

with the problem of multidimensionality. This problem is typical for the statistical 

processing and usually is solved with the means of multivariate analysis methods, 

that are the most effective quantitative tool for studying socio-economic phenomena 

described by a large number of characteristics [82; 106; 120]. Multivariate analysis 

methods include ranking method for multivariate quantities, cluster analysis, 

taxonomy, factor analysis. ANOVA cannot be formally interpreted as an element of 

this group of methods, however, in essence, it contains an ideology similar to the 

methods listed above. Cluster analysis most clearly reflects the features of 

multivariate analysis in classification, factor analysis - in the study of relationships. 

Analysis of variance is focused on identifying the dependence of changes in the 

numerical characteristics of the observed quantity from some quality indicator. This 

method is often called the method of experiment design. 

Factor analysis is a set of methods that, on the basis of real-life connections of 

attributes, make it possible to identify latent generalizing characteristics of the 

phenomena and processes under study [120, p. 237]. Factor analysis is a procedure by 

which a large number of variables related to available observations are reduced to a 

smaller number of independent influencing quantities, called factors: 
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– variables that are highly correlated with each other are combined into one 

factor. 

– variables from different factors are weakly correlated with each other. 

Factor analysis classifies features (variables) that describe observations. 

 

 
Fig. 3.1. The logics of the research on impact of factors on consumer behavior 

 

Factor is a latent (hidden) variable designed in such a way that it is possible to 

explain the correlation between the set of available variables. The concept of factor 

analysis is to "compress" information. The purpose of factor analysis is to reduce the 

Factor analysis 

External factors of consumer 
behavior 

commitment to individualism or 
collectivism (A1) 
 commitment to romantic or 
practical person (A2) 
 easiness to take risks (A3) 
 commitment to delayed joy (A4) 
 average monthly income (A5) 
 type of occupied position (A6) 
 Number of family members (A7) 
 role of most income earner in the 
family (A8) 
 role of most spender in the 
family (A9) 

Internal factors of 
consumer behavior 

Age factor (B1) 
 Gender of the consumer 
(B2) 
 Personal value that is 
most important for 
consumer (B3) 
 Type of personality 
(B4) 
 Level of IQ of the 
consumer (B5) 

Factors of consumer behavior during the purchasing 
process 

Following the products update (C1) 
 Following the new purchases among the persons of 
your social environment (C2) 
 Intention to buy products which are new on the market 
(C3) 
 Trust to the opinion of social environment regarding 
the products (C4) 
 Trust to advertise in mass media (C5) 
 Spending time for studying all market propositions 
(C6) 
 Price being the most determining factor in purchase 
decision (C7) 
 Re-considering product alternatives after having 
priority option for purchase (C8) 
 Easiness of purchase decision (C9) 
 Intend to purchase products of the same brand if the 
previous purchase was satisfying (C10) 
 Intend to share information about the purchase if it 
was unsatisfied one (C11) 
 Intend to share information about the purchase if it 
was satisfied one (C12) 

Correlation analysis 

Conclusions and recommendations (methodical provisions of consumer behavior management) 

Questionnaire 
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number of variables based on their classification and determining the structure of 

relationships between them [82; 106; 120]. 

Due to the reduction in the number of variables, instead of the initial set of 

variables, it becomes possible to analyze data on the selected factors, the number of 

which is significantly less than the initial number of interrelated variables. The 

sociological meaning of factor analysis is that the measured empirical indicators are 

considered a consequence of other, deep, hidden from direct measurement of 

characteristics (latent variables). 

A distinctive feature of factor analysis is that it does not allow to explain the 

variance of elementary features completely and part of the variance remains 

unexplained. In this case, the factors are usually being selected sequentially: starting 

from those explaining the largest share of total variation of elementary features to 

those explaining the smaller part of the variance [120, p. 237]. 

In modern conditions, the processing of large numerical arrays provided by 

statistical research in any field of knowledge is unthinkable without the use of a 

computer. Naturally, there are a significant number of software products specialized 

for solving such problems. 

The developed methodological base for an empirical analysis of the factors 

influencing consumer behavior during the purchasing process is aimed at: 

1) identifying the patterns of behavior during purchasing process depending on 

the external and internal factors of consumer behavior based the stages of purchasing 

process; 

2) determining the quantitative effect of the revealed patterns on the behavior 

of the consumers during purchasing process. 

The database has been formed in accordance with the investigated factors 

described in the previous chapter. The first investigated factor analysis has been 

implied to the external factor of consumer behavior, which has the following 

designation: commitment to individualism or collectivism (A1); commitment to 

romantic or practical person (A2); easiness to take risks (A3); commitment to delayed 

joy (A4); average monthly income (A5); type of occupied position (A6); amount of 
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family members (A7); role of most income earner in the family (A8); role of most 

spender in the family (A9).  

As for the choice of the dependent variable (Y), we use the approach of 

Park C. W., Iyer E. S. and Smith D. C. who consider purchase volume as a result of 

shopping behavior [246]. So Y is sales volume by a customer per a household’s 

member as an indicator representing quantitative characteristics of consumer 

behavior. 

For the initial 9 indicators and 200 numbers of questioned responds of 

consumers at the first stage has been calculated correlation matrix is shown in the 

table 3.1. 

Table 3.1 

Correlation matrix for external factors influencing consumer behavior 

  Y A1 A2 A3 A4 A5 A6 A7 A8 A9 
Y 1,00                   
A1 0,39 1,00                 
A2 0,51 0,58 1,00               
A3 -0,33 0,68 0,74 1,00             
A4 -0,81 -0,23 0,10 -0,95 1,00           
A5 -0,58 -0,16 0,13 0,77 0,33 1,00         
A6 0,65 -0,02 -0,22 -0,82 0,80 0,79 1,00       
A7 0,44 0,73 -0,29 -0,17 0,61 0,67 0,86 1,00     
A8 -0,62 0,80 0,73 0,64 0,06 0,20 0,42 0,37 1,00   
A9 -0,51 0,49 0,25 0,26 0,77 0,00 -0,03 0,67 0,78 1,00 

 

The significance of the correlation is tested by using the statistical criterion 

significance level (P-value) and the standard confidence interval. The level of 

significance is considered sufficient with P-value equal 0.05 or 0.01. In most cases, a 

P-value equal to 0.05 is considered the confidence level [84, p. 59]. 

The analysis of the correlation coefficients shows that the selected indicators 

are rather closely interconnected. Some indicators are relatively weakly related, 

however, in order to improve the effectiveness of factor analysis, they were taken into 

account in the investigation. The procedure for isolating the main factors is similar to 

a rotation that maximizes the variance (varimax) of the original space of variables. 
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As a result of computer processing of the initial data by the principal 

component method, a transition was made from 9 initial indicators to 3 generalizing 

characteristics (main components), which allow explaining more than 63% of the 

variation in the initial information, which is shown in the table 3.2.  

Table 3.2 

Eigenvalues of main components for external factors of consumer behavior  

Value 

Eigenvalues (Factor analysis statistics) 
Extraction: Principal components 

Eigenvalue % Total variance Cumulative Eigenvalue Cumulative % 
1 4,5267 32,2134 4,5267 32,2134 
2 2,8035 20,0124 7,3302 52,2258 
3 1,5693 11,2388 8,8995 63,4646 

 

The actual orientation of the factors in the factor space is arbitrary, therefore, 

the initially obtained factor matrix does not allow for meaningful interpretation of the 

selected components which is shown in the table 3.3. 

Table 3.3 

Factor loadings for external factors influencing consumer behavior 

Variable Factor A1 Factor A2 Factor A3 
Y 0,6903 0,1687 0,1738 
A1 0,1390 -0,6273 0,9413 
A2 -0,5974 -0,5688 -0,1687 
A3 -0,0432 -0,8381 -0,8450 
A4 0,3094 0,6273 0,8815 
A5 -0,6273 0,4650 0,0895 
A6 0,7838 0,8425 0,4667 
A7 0,4381 -0,7962 0,0565 
A8 -0,4667 0,9381 0,3032 
A9 -0,0565 -0,0199 -0,4381 
Expl. Var 4,5267 2,8035 1,5693 
Prp. Totl 0,3221 0,2001 0,1124 

 

In this regard, it is advisable to rotate the factor matrix in such a way as to 

select the simplest texture structure for interpretation. The most standard rotation 

method is the varimax method, proposed by Kaiser in 1958 [41]. 
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Factor matrices with the values of the contributions of the principal 

components to the total variance after rotation are given in the table 3.4.  

Table 3.4 

Factor loadings for external factors influencing consumer behavior after 

rotation 

Variable Factor A1 Factor A2 Factor A3 
Y 0,7110 0,1738 0,1790 
A1 0,1432 -0,6461 0,9695 
A2 -0,6154 -0,5858 -0,1738 
A3 -0,0445 -0,8633 -0,8704 
A4 0,3187 0,6461 0,9079 
A5 -0,6461 0,4789 0,0922 
A6 0,8073 0,8678 0,4807 
A7 0,4512 -0,8201 0,0582 
A8 -0,4807 0,9663 0,3123 
A9 -0,0582 -0,0205 -0,4512 
Expl. Var 4,6625 2,8876 1,6164 
Prp. Totl 0,3318 0,2061 0,1158 

 

As a result of rotation, the most clearly distinguished factors were obtained due 

to the redistribution of the contribution of the principal components (since the 

contribution of the first principal component decreased, the contribution of the 

remaining three components separately was distributed more evenly). 

The most important is the assessment of the relationship of the initial indicators 

with the obtained factors. The conducted assessment allows to give an economic 

justification for the factors identified as a result of the analysis. 

Such internal factors of consumer behavior as collectivistic or individualistic 

person, romantic or pragmatic person, easiness to take risk by the consumer and 

commitment to delayed joy has been united under the Factor A1 and could be 

grouped as factors of personal order that has been formed by culture and social 

environment. 

The internal factors of consumer behavior that are forming Factor A2 can be 

grouped as socio-economic position of the consumer in society, as it is grouped by 

factor of average monthly income and working position of the consumer.  
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The Factor A3 could be named as influence of the role inside the consumer’s 

family, as it is grouped be three internal factors of consumer behavior which are 

amount of family members, being the biggest income bringer to the own family, 

being responsible for most spending inside own family.   

The next stage of statistical analysis of results obtained during questionnaire of 

200 responders has been the multi factor analysis of internal factors of consumer 

behavior. The analysis has been done by 12 factors, and as for each of the factor the 

answers of consumers were chosen from the given options, it has been possible to 

design answers for each questioned factor from 1 to 3. 

The factors have been designed as following: Age factor (B1); Gender of the 

consumer (B2); Personal value that is most important for consumer (B3); Type of 

personality (B4); Level of IQ of the consumer (B5).  

Thus, for initial 5 internal factors of consumer behavior has been done the 

correlation matrix that is shown in table 3.5. 

Table 3.5 

Correlation matrix for internal factors of consumer behavior  

  Y B1 B2 B3 B4 B5 
Y 1           
B1 -0,9168 1         
B2 0,5614 0,1874 1       
B3 0,8052 -0,6763 0,6443 1     
B4 -0,8053 -0,0321 0,6614 -0,3824 1   
B5 -0,8759 0,0302 0,5958 0,9167 -0,2247 1 

 

As it can be seen in the table 3.5, coefficients of correlation among internal 

factors of consumer behavior shown the close relationship between investigated 

indicators. At the same time there is relatively week relation between some 

indicators. Thus, for increasing effectiveness of performed factor analysis has been 

isolated the main factors. The procedure for isolating the main factors is similar to a 

rotation that maximizes the variance (varimax) of the original space of variables. 

As a result of computer processing of the initial data by the principal 

component method, a transition was made from 5 initial indicators to 3 generalizing 
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characteristics (main components), which is explaining more than 78% of the 

variation in the initial information, which is shown in the table 3.6.  

Table 3.6 

Eigenvalues of main components for internal factors of consumer behavior  

Value 
Eigenvalues (Factor analysis statistics) Extraction: Principal components 

Eigenvalue % Total variance Cumulative Eigenvalue Cumulative % 

1 5,2654 36,8454 5,2654 36,8454 
2 2,9900 24,6588 8,2554 61,5042 
3 1,5500 16,7469 9,8054 78,2511 

 

The next step of the analysis of interdependencies of internal factors of 

consumer behavior is being the factor analysis with grouped factors that is shown in 

table 3.7.  

Table 3.7 

Factor loadings for internal factors influencing consumer behavior 
Variable Factor B1 Factor B2 Factor B3 
Y 0,6299 0,1539 0,1586 
B1 0,1269 -0,5724 0,8589 
B2 -0,5451 -0,5190 -0,1539 
B3 -0,0394 -0,7647 -0,7711 
B4 0,2823 0,5724 0,8043 
B5 -0,5724 0,4243 0,0816 
Expl. Var 5,2654 2,9900 1,5500 
Prp. Totl 0,3685 0,2466 0,1675 

 

As it is seen in table 3.7, actual orientation of the factors in the factor space is 

arbitrary, therefore, the initially obtained factor matrix does not allow for meaningful 

interpretation of the selected components, thus the factors has been rotated in such a 

way as to select the simplest texture structure for interpretation with varimax method. 

Factor matrices with the values of the contributions of the principal components to 

the total variance after rotation for internal factors of consumer behavior are given in 

the table 3.8.  

Due to rotation, the most clearly delineated factors were obtained due to the 

redistribution of the contribution of the main components (as the contribution of the 
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first main component decreased, the contribution of the other three components was 

evenly distributed). 

Table 3.8 

Factor loadings for internal factors influencing consumer behavior after rotation 
Variable Factor B1 Factor B2 Factor B3 
Y 0,6604 0,1614 0,1663 
B1 0,1330 -0,6001 0,9005 
B2 -0,5716 -0,5441 -0,1614 
B3 -0,0413 -0,8018 -0,8084 
B4 0,2960 0,6001 0,8433 
B5 -0,6001 0,4448 0,0856 
Expl. Var 5,5206 3,1349 1,6251 
Prp. Totl 0,3863 0,2585 0,1756 

 

The most important step is to assess the relationship between baseline 

indicators and the factors obtained. The assessment provides for economic 

justification for the factors identified in the analysis. 

As it is seen in table 3.8, the initial 5 indicators of the analysis has been united 

to the end three factors which are being the group of internal factors of consumer 

behavior. The Factor B1 is uniting 2 factors, the age of the consumer and the gender 

of consumer, thus the factor could be named as physical internal factor.  

The factor B2 is including only one indicator of personal value of the consumer 

which is showing the lifestyle of the consumer. While Factor B3 is uniting two 

indicators, the type of temperament of the consumer as well as his/her level of IQ, 

which makes possible to name the B3 factor as factor of cognitive resources of the 

consumer.  

The next step in empirically studying the aspects of consumer behavior has 

been the behavior during the purchasing process by asking series of question which 

has studied different specific aspects of behavior during each step of purchasing 

process. On the first stage of statistical analysis of purchasing process, similar to 

internal and external factors of behavior, has been done the correlation matrix. 

The factors has been designed as following: Following the products update 

(C1); Following the new purchases among the persons of your social environment 

(C2); Intention to buy products which are new on the market (C3); Trust to the 
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opinion of social environment regarding the products (C4); Trust to advertise in mass 

media (C5); Spending time for studying all market propositions (C6); Price being the 

most determining factor in purchase decision (C7); Re-considering product 

alternatives after having priority option for purchase (C8); Easiness of purchase 

decision (C9); Intend to purchase products of the same brand if the previous purchase 

was satisfying (C10); Intend to share information about the purchase if it was 

unsatisfied one (C11); Intend to share information about the purchase if it was 

satisfied one (C12). 

Thus, for initial 12 factors of consumer behavior during purchasing process the 

correlation matrix has been done that is shown in table 3.9  

Table 3.9 

Correlation matrix for factors of consumer behavior during purchasing 

process 
  Y C1 C2 C3 C4 C5 C6 C7 C8 C9 C10 C11 C12 
Y 1,00                         
C1 0,28 1,00                       
C2 0,69 0,58 1,00                     
C3 -0,64 0,13 0,17 1,00                   
C4 -0,41 -0,88 0,46 -0,48 1,00                 
C5 0,64 0,68 0,63 0,12 0,59 1,00               
C6 -0,26 0,02 0,32 -0,26 0,22 0,09 1,00             
C7 0,97 0,80 0,75 -0,26 -0,30 0,57 0,91 1,00           
C8 -0,88 -0,59 0,63 -0,79 -0,29 0,22 0,30 -0,16 1,00         
C9 0,60 0,95 -0,74 -0,78 -0,48 0,77 0,15 0,38 0,61 1,00       
C10 0,35 0,66 0,71 0,71 0,28 -0,33 -0,84 0,31 0,75 0,17 1,00     
C11 -0,08 0,03 0,02 0,28 0,85 0,31 0,92 0,50 0,90 0,40 0,02 1,00   
C12 0,31 0,21 0,45 0,93 0,84 0,52 0,69 0,43 0,39 0,42 0,73 0,27 1,00 

 

Analysis of correlation coefficients shows that the selected indicators are fairly 

closely related. Some indicators are relatively poorly related, but to increase the 

effectiveness of factor analysis, which was taken into account in the study. The 

procedure for selecting the main factors is similar to rotation, which maximizes the 

variance (varimax) of the original space of variables. 

Due to the computer processing of the initial data according to the main 

component method, the transition from 12 initial indicators to 5 generalized 

characteristics (main components) was performed, that made it possible to explain 
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more than 73% of the variations of the initial information, which is shown in the 

table 3.10 

Table 3.10 

Eigenvalues of main components for factors of consumer behavior during 

purchasing process 

Value 
Eigenvalues (Factor analysis statistics) Extraction: Principal components 

Eigenvalue % Total variance Cumulative Eigenvalue Cumulative % 
1 3,9267 31,4545 3,9267 31,4545 
2 2,3035 17,8754 6,2302 49,3299 
3 1,7693 12,1578 7,9995 61,4878 
4 1,6416 11,8542 9,6411 73,3420 

 

The next step of the statistical analysis of interdependencies of factors 

influencing consumer behavior during purchasing process is being the factor analysis 

with groped factors that is shown in table 3.11.  

Table 3.11 

Factor loadings influencing consumer behavior during purchasing process 

Variable Factor C1 Factor C2 Factor C3 Factor C4 
Y 0,6903 0,1687 0,1738 0,4046 
C1 0,1390 -0,6273 0,9413 -0,3782 
C2 -0,5974 -0,5688 -0,1687 0,7805 
C3 -0,0432 -0,8381 -0,8450 0,3381 
C4 0,3094 0,6273 0,8815 -0,7295 
C5 -0,6273 0,4650 0,0895 -0,3160 
C6 0,7838 0,8425 0,4667 0,3275 
C7 0,4381 -0,7962 0,0565 0,8537 
C8 -0,4667 0,9381 0,3032 -0,8494 
C9 -0,0565 -0,0199 -0,4381 0,9088 
C10 0,1496 0,1775 0,4531 0,3086 
C11 -0,2796 -0,8107 0,0609 -0,4138 
C12 0,0720 -0,0556 0,4436 0,2280 
Expl. Var 3,9267 2,3035 1,7693 1,6416 
Prp. Totl 0,3145 0,1788 0,1216 0,1185 

 

As it is shown on the table 3.11, the actual orientation of the factors in the 

factor space is arbitral, therefore the originally obtained factor matrix does not 

interpret the selected components significantly, so the factors rotation has been 

chosen for structuring the interpretation of results by varimax methodology. Factor 
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matrices with the values of the contributions of the main components in the total 

deviation after rotation for the internal factors influencing consumer behavior during 

purchasing stage are shown in table 3.12 

As it is seen in the table 3.12, the initial 12 indicators have been united to the 

4 groups of factors that are corresponding to the five main stage of purchasing 

process. 

Table 3.12 

Factor matrix after rotation for the internal factors influencing consumer 

behavior during purchasing stage 

Variable Factor C1 Factor C2 Factor C3 Factor C4 
Y 0,7327 0,1790 0,1845 0,4295 
C1 0,1475 -0,6658 0,9990 -0,4014 
C2 -0,6341 -0,6037 -0,1790 0,8283 
C3 -0,0459 -0,8895 -0,8969 0,3589 
C4 0,3284 0,6658 0,9356 -0,7742 
C5 -0,6658 0,4935 0,0950 -0,3354 
C6 0,8319 0,8942 0,4953 0,3475 
C7 0,4650 -0,8451 0,0600 0,9061 
C8 -0,4953 0,9957 0,3218 -0,9015 
C9 -0,0600 -0,0211 -0,4650 0,9645 
C10 0,1588 0,1884 0,4809 0,3275 
C11 -0,2967 -0,8604 0,0646 -0,4392 
C12 0,0764 -0,0590 0,4708 0,2420 
Expl. Var 4,1676 2,4448 1,8779 1,7423 
Prp. Totl 0,3338 0,1897 0,1290 0,1258 

 

The Factor C1 could be named as need recognition stage, as it is uniting such 

indicators as following new products updates, following new purchases among social 

environment, and aiming on purchasing newly entered on the market products.  

The Factor C2 includes the indicators that are characterizing the next step of 

purchasing process, namely trust to the opinion of social environment regarding the 

new purchases, trust to the advertise that is done through mass media, and amount of 

time spent for researching all proposes of the market. Thus the Factor C2 is 

corresponding to the Information search and Evaluation of alternative stage of the 

purchasing process.  



142 

The next group of indicators are forming Factor C3, which includes the 

indicator of price significance for purchase decision, frequency to re-evaluating the 

priority option compared to other product alternatives, and easiness of making the 

final purchase decision. Therefore, such indicators are grouping factor of purchase 

stage.  

The Factor C4 is being the last group of indicators which could be named as 

factors of post purchase evaluation step. This factor includes the following indicators: 

intentionality for re-purchase product of the same enterprise if the previous purchase 

was successful, intentionality for feedback to the social environment if the purchase 

was unsuccessful, as well as intentionality for feedback to the social environment if 

the purchase was successful. 

After finding the interdependencies among factors of consumer behavior 

divided on internal, external and factors during purchasing process, it is needed to 

statistically  check the interdependencies among the groups of the factors. Thus, has 

been done the correlation matrix of main groups of factors which were formed during 

previous analysis. The correlation of matrix of grouped factors is given in the 

table 3.13.  

As it can be seen from the table 3.13, the relationship between groups of 

factors if significant and it could be said that the internal and external factors of 

consumer behavior are strongly influencing behavior of consumer during purchasing 

stage. The next step of the analysis has been ANOVA test for testing influence each 

concrete factor on the behavior of consumer. 

Table 3.13 

Correlation matrix of main groups of factors of consumer behavior 

  Y F A1 F A2 F A3 F B1 F B2 F B3 F C1 F C2 F C3 F C4 
Y 1                     
Factor A1 0,217 1                   
Factor A2 -0,91 0,205 1                 
Factor A3 0,948 0,943 0,148 1               
Factor B1 -0,83 0,06 0,894 -0,51 1             
Factor B2 0,75 -0,08 0,255 0,229 0,673 1           
Factor B3 0,473 0,98 0,813 0,761 0,861 0,287 1         
Factor C1 -0,21 0,137 -0,25 -0,82 0,314 -0,97 0,268 1       
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Factor C2 -0,72 -0,5 -0,35 0,51 -0,74 0,864 -0,35 -0,82 1     
Factor C3 0,921 0,879 0,412 0,394 -0,17 -0,61 0,8706 0,364 0,356 1   
Factor C4 -0,85 0,72 0,175 0,743 0,795 0,524 0,13 0,029 0,347 -0,34 1 

 

Analysis of variance (ANOVA) is a statistical method for studying the 

relationship. It is used to study the effect of one or more qualitative variables on one 

dependent quantitative variable. Analysis of variance is based on the assumption that 

some variables can be considered as causes (independent variables), and others as 

effects (dependent variables or responses). The independent variables in analysis of 

variance are called factors, since during the experiment the researcher can change 

their values and analyze the result of the dependent quantitative variable. 

The main purpose of the analysis of variance is to investigate the significance 

of the difference between the mean values of the dependent quantitative variable by 

factor groups. This is achieved by decomposing the total variance of the dependent 

variable into components: variance due to dividing into groups (intergroup variance) 

and variance due to other factors (intragroup variance). By analyzing these 

components of the variance, it is possible to estimate the share of the impact of each 

factor on the dependent variable. A separate task of the analysis of variance is to 

identify which groups are responsible for the difference in the mean values of the 

dependent variable. 

There are different ANOVA models. Depending on the number of factors, 

there can be one-factor and multivariate dispersion models. Depending on the number 

of observations in the studied groups, balanced and unbalanced models of analysis of 

variance are distinguished. Depending on the number of dependent variables, one-

dimensional and multidimensional models are distinguished. By the nature of the 

factors, there are deterministic, random and mixed models. Depending on whether the 

samples formed by the factor categories are dependent or independent, there are 

models of variance with independent measurements and analysis of variance with 

repeated measures. 

Because of the big amount of tested relationships, below are given only those, 

where interdependencies has been statistically found. 
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The first relationship has been proved for the factor of individualistic or 

collectivistic person, such direction of personal kind is interconnected with three 

other external factors: with average monthly income, kind of occupied position and 

with the amount of family members. Thus, for the statement “More individualistic 

person is receiving higher monthly income” the p value is equal to 0,007236, which 

means that the statement is proved with the probability of 99%. As for the 

interdependency with kind of occupied position, the interdependency is lower, p 

value is equal to 0,04345, while all 10 persons among 200 responders who have 

chosen self-employed position have also indicated themselves as more individualistic 

persons. Along with this, there is also relationship between less individualistic person 

(more collectivistic) and amount of family members, with the p value of 0,015321, 

which means that with the probability of 98% the consumers from families with 

higher amount of members are more collectivism oriented.  

The relationship for the second proved external factor of consumer behavior to 

other external factors is being the average monthly income to the occupied position 

with p value of 0,0075623, which shows strong relationship. 

Another interesting relationship of external factor has been noticed between the 

roles income bringer and spender inside the family. The proved statement has to 

sound as “the family members who are being the most responsible for family’s 

spending are being not those who are bringing the biggest income to the family 

budget”. Such statement has the p value of 0,0017434, which means that it has been 

proved with the probability of more than 99%.   

Among the internal factors of consumer behavior has been noted three main 

interdependencies themselves. The first relationship has been found between the age 

and personal value, by having p value 0,002713, with the probability of 99% the 

statement “personal values of the consumer is dependent from the age of the 

consumer” is proved. Such relationship goes along with the observations and 

empirical research of scientists in the field of “Theories of generations” and proves 

that management of consumer behavior should be approached to the different ages 

groups separately. 
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The next relationship among external factors is being between the age and level 

of IQ. The relationship is not being very strong, as p value is only 0,057621, 

nevertheless, the consumers of higher ages scored lower results of IQ test. Such 

dependency could be explained in the lower physical abilities to receive information 

(lower vision, sensitivity, etc.) which, in its turn should be also be reflected in the 

advertising campaign for such groups of consumers.  

The another interdependency among external factors is being the connection of 

IQ level with the type of personality. As the p value is equal to 0,00542 with the 

probability of 99% it is possible to state that personal values are dependent from the 

level if IQ of the person.  

In addition to this, has been done the statistical analysis of dependencies in the 

answers of consumer for internal and external factors of consumer behavior to their 

answers on the aspects of stages of purchasing decision.  

Thus, the factors that are influencing the first stage of purchasing process, 

which is need recognition are being: type of personality (individualistic or 

collectivistic), average monthly income, responsibility for most spending in the 

family, age and level of IQ. All these dependencies are having p value less than 0,01, 

and with the probability of more than 99% it is possible to state that: 

1. Type of personality is influencing the obstacles of need recognition; the 

more individualistic persons do not prefer to follow product purchases among their 

social environment. 

2. Average monthly income of the consumer is influencing the insensitivity of 

searching market proposition before the need recognition. The higher the monthly 

income of the consumer, the less often he/she is following the product updates on the 

market, but from the other side with higher probability such consumer will consider 

to buy newly entered on the market product. 

3. People who are more responsible for main spending of the family budget 

on the need recognition stage are more involved in the process itself as they prefer to 

be aware about most of the products that could be interesting for them and prefer to 

follow what their family/friends/colleagues purchase. 
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4. The age factor is having the relationship with two aspects of need 

recognition stage. The younger generations more often that other age groups prefer to 

follow the new product updates and more often prefer to consider to buy products 

which are new on the market. 

5. Level of IQ factor is interconnecting only with one aspect of need 

recognition stage which is follow of the purchases among social environment. The 

people with the higher IQ level less often follow the new purchases among the 

persons of their social environment. 

6. The second and third stages of purchasing process are being information 

search and evaluation of alternatives which has formed the second group of factors. 

These stages are also influenced with number of external and internal specific of 

consumer behavior which are: 

7. Risk taking. The consumers who can be characterized as risk takers trust 

more to the information from mass media. 

8. Age. The consumers with younger age trust more to the information from 

the advertise, as well to the opinion of their social environment. 

9. Gender. Male gender trust more to the opinion of their social environment 

than female does.  

10. Type of temperament. There is strong relationship between type of 

consumer’s temperament and the time spent on studying all market proposition. 

Which means that during sale process enterprises should found different approaches 

to different consumers during presentation of their products line.  

The next tested group of aspects has been referred to the purchase stage of the 

purchasing process and for the such aspects of this stage as: influence of price factor, 

intention to reconsider the prior option in last moment and easiness of making final 

purchase decision are influenced by the following types of internal and external 

factors of consumer behavior: 

1. Romantic of practical person. For the practical kind of consumers the price 

has more significant influence on purchase decision. 
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2. Risk taking. For the consumers who are more easily take risks the final 

purchase decision is made more easily. 

3. Average monthly income. For the consumers with higher average monthly 

income the price is playing lower role than for the consumers with lower income.  

4. Responsibility for most spending in the family. For the consumers whose 

role in the family is being main income spender the final purchase decision is made 

more easily. In addition, such kind of consumer tend less to reconsider their prior 

option in the last moment. Such interesting relationships could be explained by 

experience of people responsible for most spending and their higher involvement in 

the first stages of purchasing process.  

5. Gender. Female consumer with higher probability tend to reconsider the 

prior option and search for products alternatives. 

6. Level of IQ. The consumers with higher IQ level take the final purchase 

decision more easily.  

The last phase of purchasing process is being post-purchase evaluation. This 

stage includes the following aspects: intension to purchase products of the same 

brand if the previous purchase was satisfying; Intention to speak and share opinion 

regarding the purchase in case if it has been satisfied and in case it has been 

unsatisfied. The final stage of purchasing process is influenced by number of external 

and internal factors of the consumer to the following degree:  

1. Type of the person in the scale of individualism. The consumers who 

consider themselves as more individualistic personalities intend to share information 

about the product with less probability in both cases: if it was successful and if it was 

unsuccessful purchase. 

2. Amount of family members. The higher amount of family members 

consumer has, with the higher probability he/she would provide feedback to his social 

environment regarding the product. 

3. Age. The consumers from older age group with higher probability prefer to 

purchase product from the same enterprise in case their previous experience is 

positive.  
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By examining each of the factors influencing behavior of the consumers, 

cultural, social, psychological and personal, it is possible give us insight into what 

influences and drives consumer behavior. It is imperative to satisfy, research and 

constantly monitor consumer behavior, because with this concern, enterprises and 

business managers can detect opportunities and threats to businesses with possible 

dissatisfaction or rejection from their customers. 

The next stage of the research of consumer behavior should consider the 

instruments that enterprise can have to group and to influence the purchasing process 

according to the knowledge gained in this chapter. 

 

 

3.2. Instruments of consumer behavior management in trading enterprise 

 

 

Trading enterprises use multiple instruments of consumer behavior 

management. Points of view of different scholars on the list of such instruments are 

analyzed in Appendix J. Besides scholars distinguish multiple instruments, they also 

detail it focus on different aspects. For example, discussing the importance of product 

assortment, Kotler Ph. [65, p. 155 – 166], Howard J., Sheth J. [198] stress on such 

feature as distinctiveness while Hawkins D., Mothersbaugh D. [193, p. 253 – 255] 

focus on innovations.  

Aliyeva Z. [6, p. 191] considers store atmosphere first of all as a psychological 

atmosphere of serving the customer by personnel, while many other scholars focus 

rather on physical conditions. 

Many scholars (Vozniuk T. [25], Kapinus L. [60], Shumilo Ya. [146], 

Neizvestna O., Skrynko N. [91], Aliyeva Z. [6]) consider communicative impact as a 

key instrument to manage consumer behavior. Shumilo Ya. focuses on advertisement 

as a key element of reflexive management of consumer behavior. 

Impact of some instruments on consumer behavior is still unclear. For 

example, while some studies demonstrate consumers prefer to avoid overcrowded 
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shops, other studies demonstrate the opposite situation: consumers tend to purchase 

in shops crowded to some extent. Such phenomenon is referred to as “herd behavior” 

[249]. 

In order to develop the list of instruments of consumer behavior management 

for trading enterprises, some important instruments must be described and tested. All 

major instruments managing consumer behavior are in one way or another aimed at 

meeting the needs of consumers and at the same time can have a certain impact on 

their behavior. The impact of such instruments is influencing consumer by 

developing the communication, product, pricing and sales policies of the company. 

Communications with consumer in the form of advertisements, public 

relations, text on product packaging are an important means for influencing 

consumers. The process of persuasion in advertising proceeds along two main paths: 

direct and indirect. With a high level of readiness of the consumer's thinking to 

perceive the advertising appeal, a direct persuasion path has to be chosen, when only 

those arguments are used that are important for forming a well-founded opinion. At a 

low level, an indirect path is chosen, in which, for persuasion is resorted for indirect 

hints that are not related to the formation of a well-founded opinion [22; 60; 64; 66; 

80]. 

With moderate actualization, both arguments and indirect hints can have an 

equal impact. If the consumer is considering the content of the message, then the 

presence of convincing arguments is an essential factor in forming a positive attitude 

towards the product or a trading company. If the consumer does not think about the 

message, then the persuasiveness of the advertisement depends more on indirect 

allusions to the dignity of the product (the personality of the one who sets out the 

arguments, and not the arguments themselves). 

One of the most widespread technique is odd pricing [7; 31; 196; 223; 239; 

240]. The idea of the method is to reduce the first digits of the price and increase the 

last digits in turn, in order to make the price being perceived by consumer as 

significantly lower while in reality making insignificant changes. Usually, the last 

digit of a price iin this case turns to 9 of 5, making price disrounded. Knowing that 
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irrational psychological mechanisms, for example, different reactions to the magic of 

numbers, are often at the heart of consumer reactions to prices, prices with final 

numbers 9 or 7 are used when setting the price of a product [7; 31; 85; 223; 240]. 

Most of consumers are influenced by price advertising (advertising of price-

based sales promotion methods: discounts, increase in volume without increasing 

price), but the loyalty of these consumers in relation to a particular store will persist 

until another seller enthralls consumers with new advertising for price advantages. 

Elements of price advertising are considered by consumers not separately, but as an 

element of an already formed or emerging store image. In addition, regular discounts 

reduce the profitability of stores and weaken consumer confidence in the prices 

offered. The degree of price influence in the formation of consumer preferences also 

depends on the nature of the buyers themselves. Some consumer segments prioritize 

the convenience of purchasing, others - the prestige of the store, and still others - the 

quality of the goods. For these segments, price may be a significant factor, but will 

never be the determining factor [7; 22; 66]. 

 

The atmosphere of retail shop has a direct impact on shaping consumer 

behavior. Results of analysis represented in appendix J demonstrate that usually 

scholars consider such elements of store atmosphere  [6; 16, p. 211 – 224; 25, p. 39 – 

41; 65, p. 372 – 377; 119, p. 110 – 122; 145, p. 108; 146, p. 125 – 126; 193, p. 253 – 

255, 603 – 610; 198; 249]: 

– physical conditions (temperature, humidity); 

– layout, convenient location of shelves, self-service equipment, passes; 

– crowding (lack of queues); 

– pleasant music; 

– odors; 

– color scheme; 

– merchandising; 

– convenient, not overcrouded parking, etc. 
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Blackwell R., Miniard P., Engel J. [16], Prokopenko O., Troyan M. [119, 

p. 120] lists techniques to modify consumer behavior, such as: 

– tip, pushing consumer to buying extra product (cross-selling) or to buy 

more expensive product instead of the initially chosen one (up-selling) in for of single 

question or series of questions; 

– gifts to consumer making him / her feel obliged to buy (the principle of 

reciprocity); 

– manipulative techniques to announce the price which is lower than the real 

one; 

– to impose a consumer the role of “carrying father”, “good citizen” etc.; 

– encouraging consumers with additional incentives such as discounts. 

Another powerful instrument of consumer behavior management is 

merchandising [64]. It strongly impacts on the consumer attention and, eventually, on 

the choice of products to buy.  

As it was stated above, such a factor of consumer behavior as perception is 

difficult but important to be learnt. Thus, the impact of perception on consumer 

behavior can be tested experimentally through specific instruments.  

It is proved that about 85% of all the information is perceived by people 

through vision, 10% – through hearing, and remaining 5% – through other senses 

[151, p. 78]. Thus, visual stimulation can strongly impact consumer behavior. One of 

the means of visual stimulation is color [186]. 

There are three types of color effects on humans: physical (physiological), 

optical and emotional. In this case, a person's perception of color is subjective and 

depends on the environment, mood, mixing of several colors etc. Colors can also 

have cultural, subcultural, historical significance, as well as in different ways affect 

the emotional state and feelings of a person [35, p. 48].  

The tempo of the music (slow or fast) also influences the purchase providing 

about 10% of perceived information. Soft music encourages more sincere 

communication between buyers and sales staff. When slow music is played in a 
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grocery store, a consumers spend more time and money there than when fast music is 

played [16, p. 217].  

In order to attract consumers and to create positive attitude to the products, 

trading enterprises often use such instrument as free samples [243]. 

Another important group of instruments is related to serving consumers py 

sales personnel. S. Illiashenko defines factors, which characterizes attention of 

salesperson to the consumer and thus are positively reacted on. Fig. 3.2 represents the 

distribution of relative importance of factors, which characterizes attention of 

salesperson, for female consumers.  

For male consumers, the distribution in relative importance of factors, which 

characterizes attention of salesperson, is strongly different (fig. 3.3). If female 

consumers first of all appreciate Demonstration of the interest in the conversation 

(personal attention), male consumers consider more important if a sales person 

answers all questions clearly. 

 

 
Fig. 3.2. Factors, which characterizes attention of salesperson for female consumers 

(based on [200, p. 61]) 

 

40,2%

34,2%

25,6%

Demonstrates the interest
in the conversation
Answers all questions
clearly
Gives additional
information
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Fig. 3.3. Factors, which characterizes attention of salesperson for male consumers 

(based on [200, p. 61]) 

 

Experts were asked to distribute 100 points among the instruments of consumer 

behavior management according to Delphi method. Average scores assigned by 

experts to the instruments are provided in table 3.14.  

In order to evaluate the consistency of expert opinions, the Kendall’s 

coefficient of concordance (W) was calculated in the SPSS software. The results of 

calculations, provided in appendix K, demonstrate that W = 0.89 and Chi-

Square = 186.912, thus expert opinions are consistent. 

Table 3.14 

Results of expert assessment of the importance of instruments of consumer 

behavior management 
Instruments of consumer behavior management Average scores assigned by experts 

Assortment, updating 9.5 
Quality 2.1 
Packaging 0.6 
Services 6.4 
Point-of-sales materials 1.3 
Price (Price decisions) 11.4 
Promotion 9.7 
Promotional Deals 11.8 
Product sampling 8.3 
Physical conditions 1.4 

25,3%

43,5%

31,2%

Demonstrates the interest
in the conversation
Answers all questions
clearly
Gives additional
information



154 

Layout 1.4 
Crowding 0.7 
Music 6.1 
Odors 1.2 
Colors 5.2 
Merchandising 5.9 
Parking 0.9 
Stockouts, availability 3.7 
Sales personnel knowledge, skills 1.4 
The customer–salesperson relationship 8.7 
Location 0.8 
Working hours 1.5 

 

In order to exclude unimportant instruments, confidence interval was 

calculated. With mean equal to 4.54, standard deviation equal to 3.87 lower 

confidence limit equals 2.83. Thus, the important instruments of consumer behavior 

management selected by experts, include:  

– assortment, its updating; 

– services; 

– price; 

– promotion; 

– promotional deals; 

– product sampling; 

– music; 

– colors; 

– merchandising; 

– stockouts, availability of goods; 

– the customer–salesperson relationship. 

The impact of assortment and its updating was considered among the aspects of 

consumer behavior during the purchasing process, it was proved it impacts sales of 

trading enterprise (correlation coefficient is significant). 

One of the important instruments discussed by experts is services. But taking 

into account the fast development of online trade, especially in conditions of the 

Covid-19 pandemic, the key service is delivery of goods, that requires organizing 

trading activity online. We consider this recommendation relevant for Ukrainian 
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trading enterprises, thus implementing e-commerce can be considered a 

recommended instrument of consumer behavior management. Moreover, today a big 

portion of Ukrainian trading enterprises, especially big retail chains, already practice 

e-commerce in different formats [53]. 

The practical test of such instrument as merchandising in terms of our research 

is complicated as, first of all, in retail shops location of goods of different brands are 

often a subject of contract with supplier, and it is impossible to move these goods 

experimentally; second, changing goods location can strongly decrease amount of 

purchases for some initial period while consumers simply couldn’t found them. Thus, 

the impact of merchandising on consumer behavior will not be directly tested in this 

research.  

By the same reason, testing the impact of such instrument as stockouts and 

availability of goods has no sense, as it is clear that absence of a product will disable 

its purchases. 

According to the introduced model on managing consumer  behavior, we have 

focused on certain instruments of influencing consumer  behavior. Mostly these 

instruments are those mentioned in scientific literature on marketing, as instruments 

of consumer behavior management. But according to our model developed in 

subchapter 1.3, we suggest to integrate some elements of social entrepreneurship.  

Corporate social responsibility report [169, p. 9] enlights the measures 

companies all over the world perform in course of social responsibility: 

– donated money to community causes/charities (68% of companies); 

– participated in community/charity activities (65%); 

– improved energy efficiency or waste management (65%); 

– donated products/services to a charitable organisation (53%); 

– changed products/services to reduce their environmental impact (39%; 

– calculated the carbon footprint (31%); 

– partnered with a charitable organisation (philanthropy) (30%); 

– intentionally sourced local, ethical trade or organic products/services 

(26%); 
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– changed products/services to reduce their social impact (25%); 

– participated in csr platforms/initiatives (25%); 

– conducted due diligence on impact of business on human rights (24%); 

– partnered with a charitable organisation (to address business issues) (20%). 

As we can see, 3 out of 4 top activities are directly related with charity. In 

Ukraine situation is similar: 51% of organizations provide charitable aid [125, p. 22].  

Moreover, not only companies, but consumers behave in a socially responsible 

way [191]. Thus, S. Illiashenko proved that Ukrainians are mostly ready proposition 

to pay mark-up for ecological compatibility of some products [199]. Belk R. W. and 

Coon G. S. [157] state that gift giving is “is a needed addition to exchange 

instrumentalism”, and thus consumers like to be involved in gift giving. 

Thus, charity can be considered as an instrument of implementing social 

entrepreneurship principles to consumer behavior management practices, highly 

likely being positively evaluated by both companies and consumers.  

Eventually, with the help of expert opinion survey, we’ve formulated such 

instruments to study their impact on customer behavior: 

1. Sound of music in the shop. 

2. Visual advertise of the specific product before the entrance to the shop. 

3. Odd price technique to the specific product. 

4. Coloring the price label to the specific product without changing product’s 

actual price. 

5. Verbal advice of the seller to purchase exact brand of the product with the 

message that seller personally has already tried that product. 

6. Degustation of the product by the consumer.  

7. Charity the shop performs by donating a part of revenues to charity 

organizations. As such actions must be supported informationally (consumers must 

receive the information about the exact products participating in charity), such 

informational support will inevitably induce promotional mechanisms. Thus, such 

instrument combines charity and promotional deals. 

8. Assortment and its updating. 
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9. Merchandising. 

Sound of music in the supermarket is focused on increasing of overall sales 

revenue of the shop by aiming on two reasons. First, is that by listening the music 

consumer feels emotionally better and is more satisfied with the atmosphere of the 

supermarket and overall with the purchasing process. Second reason is based on the 

assumption that by hearing the sounds of music, some part of the mental resources of 

the buyer is focused on listening the music, which decrease cognitive resources 

focused on making decision during purchasing process. Thus, first Hypothesis 

sounds: “The music sound is positively influencing the sales level of the trading 

point”. 

Visual advertise of the specific product before the entrance to the supermarket 

is focused on providing the information to the consumer regarding the specific model 

of the product during the initial stages of purchasing process, and it is assumed that 

information about this product will be stored in the conscious of the consumer and 

will influence the product’s choice during search of information and evaluation of 

alternatives stages of consumer process. Thus, the second Hypothesis sounds: 

“Preliminary advertise of the known product is positively influencing the sales of this 

product” 

Odd price technique to the specific product is the price technique aimed on 

presenting price information as more attractive by rounding the last digits of the price 

to 9. Such technique is aimed on visually decrease the value of the price as with this 

technique the first digit of the price, which stores the biggest value, is being lower on 

one point. Such process can influence decision of the consumer during evaluation of 

alternatives as well as making decision stages of purchasing process. Thus, the third 

Hypothesis sounds: “Odd pricing technique positively influence the amount of sales 

of priced product”. 

Coloring the price label to the specific product without changing product’s 

actual price is aimed on attracting the consumer’s attention to the price label itself 

and avoiding part of the attention from the information contained in the price label 

itself. In addition such technique creates the illusion of specify of the offer. Such 
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technique may strongly influence the behavior of the consumer during making 

decision stage of purchasing process. Thus, the fourth Hypothesis sounds: “Coloring 

the product’s price label positively influence the amount of sales of this product”. 

Verbal advice of the seller to purchase exact brand of the product with the 

message that seller personally has already tried that product is aimed on evaluation of 

the influence of reference person to the final decision of the purchase. Moreover, we 

insist such message must be fair, having non-manipulative nature, basing on the 

principles of social entrepreneurship. Thus, the fifth Hypothesis sounds: “Sincere 

reference of personal positive experience regarding the product positively influence 

sales of this product”. 

Degustation of the product by the consumer is aimed to provide personal 

customer’s experience of trying the product before starting the purchasing process 

and is assumed that it will influence purchasing stages staring from the need 

recognition till the evaluation of product alternatives. Thus, the sixth Hypothesis 

sounds: “Personal experience of using the product positively influences the sales of 

this product”. 

Making charity and announcing it to customers can improve shop’s image and 

increase customers’ loyalty. Study conducted by Nielsen concludes that 7 out of 10 

consumers actively support the idea of charity and social responsibility and even 

donate personally: with money, things or bonuses [14]. So, the sevens Hypothesis 

sounds: “Charity the shop performs by donating a part of revenues to charity 

organizations positively influences the sales of this product”.  

The hypotheses formulated above can be indexed for further research 

(table 3.15). 

Thus, in order to test the formed hypothesis has been decided to conduct 

experiment. An experiment is a method of scientific knowledge, with the help of 

which phenomena of real-objective reality are investigated in certain (given) 

reproducible conditions by means of their controlled change. Experimental research 

refers to empirical scientific methods and is a kind of experience that has a 

purposefully cognitive, methodological character. The experiment occupies a leading 
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place among the methods of scientific knowledge and often serves as a criterion for 

the truth of scientific knowledge as a whole. 

Table 3.15 

Research hypotheses 
Hypotheses 

index Hypotheses 
H1 The music sound is positively influencing the sales level of the trading point 

H2 
Preliminary advertise of the known product is positively influencing the sales 
of this product 

H3 
Odd pricing technique positively influence the amount of sales of priced 
product 

H4 
Coloring the product’s price label positively influence the amount of sales of 
this product 

H5 
Reference of personal positive experience regarding the product positively 
influence sales of this product 

H6 
Personal experience of using the product positively influences the sales of this 
product 

H7 
Charity the shop performs by donating a part of revenues to charity 
organizations positively influences the sales of this product 

 

In contrast to such a method of scientific and practical knowledge as 

observation (which is directly related to the method of experiment), the experiment is 

carried out on the basis of theory, which determines the formulation of research tasks 

and the interpretation of its results. In an experiment, the researcher actively 

intervenes in the course of the process under study in order to gain certain knowledge 

about it. The phenomenon under investigation is observed here in specially created 

and controlled conditions, which allows reproducing the course of the phenomenon 

when similar conditions are repeated. Having created an artificial system, then it 

becomes possible to consciously (and sometimes unconsciously, accidentally) 

influence it by regrouping its elements, eliminating them or replacing them with other 

elements. Observing at the same time the changing consequences, it is possible to 

reveal a certain causal relationship between the elements and thereby reveal new 

properties and patterns of the studied phenomena. During the experiment, the 

researcher not only controls and reproduces the conditions in which the object is 

studied, but also often artificially changes these conditions, varies them. This is one 

of the important advantages of experiment over observation. By changing the 
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conditions of interaction, the researcher gains great opportunities to discover the 

hidden properties and relationships of the object. Usually, the control and change of 

conditions is carried out through the use of instrumental devices, which are a tool for 

the observer to influence the object. 

The main logical-practical elements of the experimental procedure are as 

follows: 

– Asking the question and putting forward a conjectural answer. 

– Creation of an experimental setup that provides the necessary conditions 

for the researcher to interact with the object under study. 

– Controlled modification of these conditions. 

– Fixation of consequences and establishment of causes. 

– Description of the new phenomenon and its properties. 

Experiment as a research method was originated in the natural science of the 

New Age (W. Gilbert, G. Galilei). Only after the triumph of the mechanistic picture 

of the world (I. Newton), which gave natural science a fundamentally new system of 

objective means - theory in the modern sense of this concept - rational-objective 

activity in science begins to rely on theoretical means - the product of its own 

development. The development of experimental activity in science was accompanied 

in the theory of knowledge by the struggle between rationalism and empiricism, who 

understood the relationship between empirical and theoretical knowledge in different 

ways. Overcoming the one-sidedness of these directions, the development of the 

theoretical basis of natural science and the change of the dominance of mechanics by 

the coexistence of various theories led to the fact that not only the means, but also the 

objects of empirical research began to appear not as direct, empirical data, but as 

mediated by the development of the theory. In other words, the object is now 

included in empirical activity as a result of the previous development of theoretical 

knowledge and appears in this activity as a theoretically unknowable, fixed empirical 

language in order to obtain a theoretical result in the future [46]. 

For the needs of the experiments, enterprise Hazar LLC has kindly provided 

researchers with the 6 grocery shops on the period of seven weeks (49 days), from 1st 
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of October till 18th of November 2020. The six shops were divided into 2 groups by 

three shops: tested shops and control setting. The tested shops have been signed as 

A1, A2 and A3. The shops from the control group have been signed as B1, B2 and 

B3. 

All 6 shops, in which experiment was held, are branded with the same name as 

the company, “Hazar”, and located in the Kharkiv city. Shops are selling the wide 

range of food products and household products for everyday use. Supply of the 

merchandise to the chain of shops is centralized, that means assortment of the 

products and prices on them are the same in all shops. Detailed information regarding 

the location of the shops, average amount of sales and average number of customers 

per day is given in the appendix G. 

According to the appendix G, an average amount of customers in the shop per 

day is equal to 421. Shop B3 has the highest amount of visitors with an average of 

566 customers per day, and shop B1 has the lowest amount of customers with an 

average of 251 buyers. 

Average paycheck of the customer and amount of customers is varying across 

the shops due to their location, for example, shop B3 is located near the university 

and students constitute main part of the customers. Such amount of customer-students 

are causing high amount of total customers, and at the same time students are not 

buying wide range of products, which is causing small amount of an average 

customer paycheck.  

The highest average paycheck is in the shop A3 with 237,6 UAH per customer. 

It is caused by the fact that shop is located in the yard of one of the residential areas 

of the city and main customers of the shop are adults and families who are living 

nearby. Author has divided the shops into two groups, initial setting of the 

experiment and control setting, in the way, that average amount of the customers in 

the shops of each groups is alike. Thereby, the average amount of customers per shop 

in group A is equal to 419 customers per day, and in the group B is equal to 422.  

Thereby, during the first week of the experiments, that is 1st– 7th of October, 

the first Hypothesis H1, which is “The music sound is positively influencing the sales 
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level of the trading point” have been tested, in order to do so, among all three shops 

with A sign during whole working hours of supermarkets was playing the music, all 

songs have been chosen randomly among those which has been popular during the 

time of the experiment on opinion of working staff of the shops. Among shops with B 

sign have been done no changes. After conducting the test of first hypothesis, has 

been collection of information regarding amount of sales, which are presented in the 

table 3.16.  

Table 3.16 

Results of the experiment on testing the hypothesis H1 

Shop 

Av. 
paycheck 

2020, 
UAH 

Average 
amount of 
customers 
per day, 

2020 

Averag
e tested 
payche

ck, 
UAH 

Average 
amount of 
customers 
per tested 

day 

Change in 
sales 

Changes 
in avarage 

reciept 

Changes in 
amount of 
customer 

A1 203 418 227 416 11,25% 11,80% -0,49% 
A2 171 499 198 502 16,32% 15,59% 0,63% 
A3 238 340 249 341 5,21% 5,00% 0,20% 
B1 230 251 233 252 1,60% 1,13% 0,46% 
B2 175 449 178 450 2,14% 1,95% 0,18% 
B3 154 566 151 565 -2,13% -1,88% -0,25% 
Avarage 
A 204 419 225 420 11,03% 10,22% 0,14% 

Avarage 
B 186 422 187 422 0,33% 0,55% 0,05% 

Tested influence 10,66% 9,61% 0,09% 
 

As it is seen in the table 3.16, on average the sales among the shops, in which 

the music was playing have increased on 11,03 %, while among the shops in which 

nothing have been changed average sales has increased only on 0,33% during the 

time of experiment. Thus, it could be said, that because of the music sales have 

increased on 10,66%. 

The increase in sales could have two reasons for growing: increase in amount 

of customers and increase in average paycheck. As it can be seen, on the table 3.16, 

the amount of customers have increased only on 0,09% because of the music, while 

average paycheck have increased on 9,61%. It is being the sign, that by listening the 

music in the shop, consumers are inclined to make total purchase on higher amount of 

money. It can be explained by the reason that listening the music influences the 
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decision making process during the purchase and consumers incline to purchase more 

expensive option as well widening list of needed products. By have the data about the 

sales during each day among each of the shops from both settings, have been done 

ANOVA test, in which p value is equal to 0,000354, which means that Hypothesis 

H1 “The music sound is positively influencing the sales level of the trading point” is 

proved with the probability higher than 99 %.  

During the second week of the experiment, which is 8th – 14th of October 2020, 

the Hypothesis H2: “Preliminary advertise of the known product is positively 

influencing the sales of this product” have been tested. For the needs of the 

experiment have been chosen three products which don’t have seasonal increases in 

the sales, known by most of the consumers and have number of alternatives. These 

products have been: washing powder Ariel 400 g; chocolate bar Snickers 112 g; 

sunflower oil “Oliya” 850 ml. The colored posters with the advertise of these 

products have been established on the outer windows near the entrance of the shops 

from A setting. The price of the products remained the same as before the 

experiment. After testing the second hypothesis, information regarding the sales of 

these products has been collected which is presented in table 3.17.  

Table 3.17 

Results of the experiment on testing the hypothesis H2 

Setting Product Price 
Av. sales 
per week 

2020 

Av. sales per 
tested week 

Changes in 
sales 

A 
shops 

Ariel 400 g 34,50 258 265 2,71% 
Snickers 112 g 24,60 446 438 -1,79% 
“Oliya” 850 ml 44,80 312 311 -0,32% 

B 
shops 

Ariel 400 g 34,50 249 235 -5,62% 
Snickers 112 g 24,60 451 447 -0,89% 
“Oliya” 850 ml 44,80 352 356 1,14% 

  
Avarage A   339 338 -0,20% 
Avarage B   351 346 -1,33% 
Tested influence       1,13% 

 

As it can be seen in table 3.17, there have been no significant changes among 

the sales for all products. Among the A setting the increase have been only on 

washing powder Ariel which equals 2,71%, while amount of sold snickers has 
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decreased on 1,79%. Among the B setting average sold tested items have decreased 

on 1,33%, while sales of washing powder Ariel decreased on 5,62%. 

Thus, an average decrease in sales for tested products could have been caused 

by number of unpredicted reasons such as consumers mood or buying curve. Overall 

sales among A setting have decreased less dramatically than among B setting with 

difference in 1,13%. In addition, have been conducted ANOVA test with the data 

received after the experiement and p value equals to 0,34576, which means that 

Hypothesis H2 has not been proved and we can state that “Preliminary advertise of 

the product is not positively influencing the sales of this product” 

 In order to test the Hypothesis H3, which sounds: “Odd pricing technique 

positively influence the amount of sales of priced product” the experiment have been 

conducted during the period 15th – 21st of October. For testing this hypothesis three 

products have been randomly chosen which have been present on the market for long 

time, could have influence on sales by impulsive decision of the customer and have 

substitutive options. These products have been: yogurt Dessert Dolce 400 g, beverage 

Coca-Cola 1 l, crisps Lays 71 g. During the time of the experiment the price of these 

products have been decreased  by the minimal amount in order to form last digits in 

price as 95 in the shops of A setting. Among the shops of B setting no changes have 

been done. The results of the experiment are provided in table 3.18.  

Table 3.18 

Results of the experiment on testing the hypothesis H3 

Setting Product 
Initial 
price, 
UAH 

Teseted 
price, 
UAH 

Av. sales 
per week 

2020 

Av. sales 
per tested 

week 

Changes in 
amount of 
customer 

A shops 
Dessert Dolce 400 g 40,50 39,95 558 613 9,86% 
Coca-Cola 1 l 18,20 17,95 625 684 9,44% 
Lays 71 g 23,00 22,95 546 575 5,31% 

B shops 
Dessert Dolce 400 g 40,50 40,50 569 572 0,53% 
Coca-Cola 1 l 18,20 18,20 646 642 -0,62% 
Lays 71 g 23,00 23,00 559 568 1,61% 

Avarage A 576 624 8,27% 
Avarage B 591 594 0,45% 
Tested influence 7,82% 
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Thus, as it can be seen in table 3.18, among the A setting the highest increase 

was registered for yogurt Dessert Dolce which equals to 9,86%, similar increase have 

been for Coca-Cola in the amount of 9,44% and increase for crisps Lays have equaled 

5,31%. Overall the increase of these products in natural numbers among the A setting 

have equaled to 8,27%. At the same time, changes in sales of tested products in B 

setting have not been significant and has equaled 0,45% in average. 

Thus, the influence of tested parameter, which is the odd pricing technique, is 

equal to 7,82%. Such result can be explained by the reason that when processing the 

information from price label consumers perceive the price information from the price 

label more significantly that the actual information of the price value. Thereby, by 

decreasing the price on small value but at the same time decreasing the order of 

numbers from first digits brings significant increase in sales amount. In addition have 

been conducted statistical analysis of the results of this experiment, and p value have 

been equaled to 0,000045312. Thus, the Hypothesis H3, which is “Odd pricing 

technique positively influence the amount of sales of priced product” has been 

proved.  

In order to test Hypothesis H4 which sounds “Coloring the product’s price 

label positively influence the amount of sales of this product” during the next week of 

experiments on 22nd – 28th of October the color of price labels on three chosen 

products have been changed. The products were chosen according to the principals as 

they were for previous experiments, namely: products known by the customer, have 

their substitutes among competing brands and those which could be influenced by 

impulsive decision of the customers and not being the product of essentials as for 

example bread. The tested products have been pasta Chumak 400 g; milk Burenka 

900 ml; frozen dumplings Three Bears 800 g. During the period of the experiment in 

shops from A setting the price labels for these three products have been changed on 

the red one in order to bring the attention of the consumers. The price labels for these 

and other products in shops have been white colored. The price labels for these and 

other products among shops of B setting have not been changed and remained white. 
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After testing the hypothesis H4 the information on sales of tested products have been 

collected and results are presented in table 3.19.  

Table 3.19 

Results of the experiment on testing the hypothesis H4 

Setting Product Av. sales per 
week 2020 

Av. sales per 
tested week 

Changes in amount 
of customer 

A shops 
Chumak 400 g 321 359 11,84% 
Burenka 900 ml 597 642 7,54% 
Three Bears 800 g 243 275 13,17% 

B shops 
Chumak 400 g 314 316 0,64% 
Burenka 900 ml 543 539 -0,74% 
Three Bears 800 g 246 249 1,22% 

Avarage A 387 425 9,91% 
Avarage B 368 368 0,09% 
Tested influence 9,81% 

 

Thereby, as it is shown in table 3.19, changing of the color of price label have 

increased the sales of tested products. The highest increase in A setting among tested 

products have been sales of dumplings Three Bears which equals to 13,17%, the sales 

of past Chumak have increased on 11,84% and sales of milk Burenka have also 

increased, but not as significantly on 7,54%. An average increase of sold items for 

tested products among A setting equals to 9,91%. Sales of tested products among 

control group remained mostly the same and overall change equals to 0,09%. Thus, 

the influence of coloring price label equals to 9,81%. In order to statistically test the 

influence of tested instrument managing consumer behavior have been conducted 

ANOVA test and p value equals to 0,0002134, which means that with the probability 

of 99% the Hypothesis H4 “Coloring the product’s price label positively influence 

the amount of sales of this product” is proved.  

In order to test the Hypothesis H5, which sounds like “Reference of personal 

positive experience regarding the product positively influence sales of this product” 

experiment have been conducted from 29th of October till 4th of November. For the 

purpose of the experiment, three products have been chosen that are sold from 

gastronomic showcase, which means that product is taken and weighted by the seller 

and therefore influence of the sales staff increases, in addition tested products are 
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having their substitutive options nearby on the shelf.  The tested products have been: 

boiled pork Rogan meat-packing plant; cheese Ukrainian by Three Cheeses and dried 

fish Flagman. 

All sellers in the shops from A setting who were working with the gastronomic 

showcase and whose responsibility is to take the product from the showcase, weigh it 

and give it to the customer, have been instructed in the following way. When 

consumer is looking for any kind of cheese, dried fish or boiled pork, seller should 

advice to consumer to purchase one of the tested products. Persuade competitors’ 

products was not allowed. Among the shops from B setting no changes have been 

done. Thus, after conducting the experiment data on sales results was collected which 

is presented in table 3.20.  

As it is shown in table 3.20, the verbal advices of the sales staff have increased 

the sales of concrete products in the shops of A setting. The sales of pork dried fish 

Flagman have increased on 48,96%, sales of pork Rogan MPP have increased on 

45,52% and sales of cheese Three Cheeses have increased mostly on the same 

amount, on 44,85%. Overall, the sales of tested products in A setting have increased 

on 46,15%. At the same time, sales of these products in the shops from B setting have 

not changed significantly and in average have equaled to 0,56%. Thus, the influence 

of the tested parameter, which is verbal advice of the seller have increased the sales 

of tested products on 45,59%. In order to statistically test fifth hypothesis have been 

conducted ANOVA test, the results of which have given p value of 0,0000621, thus 

with the probability higher than 99% Hypothesis H5 “Reference of personal positive 

experience regarding the product positively influence sales of this product” is proved.  

The Hypothesis H6 sounds like “Personal experience of using the product 

positively influences the sales of this product” and in order to test it the experiment 

have been conducted during one week (4th – 11th of November).  For the needs of the 

experiment another three products have been chosen according to the similar 

parameters which are: having substitutive options from competitors, being not 

essential products, and being well known by most of the consumers. Such products 
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have been: red vine Aznauri 750 ml; semi-finished products Herkules 900 g; 

chocolate Milka 300 g. 

Table 3.20 

Results of the experiment on testing the hypothesis H5 

Setting Product Av. sales per 
week 2020 

Av. sales per 
tested week 

Changes in 
amount of 
customer 

A shops 
Rogan MPP 145 211 45,52% 
Three Cheeses  136 197 44,85% 
Flagman 96 143 48,96% 

B shops 
Rogan MPP 128 131 2,34% 
Three Cheeses  124 120 -3,23% 
Flagman 103 106 2,91% 

Avarage A 126 184 46,15% 
Avarage B 118 119 0,56% 
Tested influence 45,59% 

 

During the time of the experiment in the premises of shops from A setting have 

been established so called “degustation point”. Every consumer had possibility to 

come to such degustation point and try one or all tested products. No other advertise 

has been made. In the shops from B setting no changes have been done. Thereby, 

after conducting the experiment have been compared the sales results among the 

shops for tested products and results are given in the table 3.21.  

Table 3.21 

Results of the experiment on testing the hypothesis H6 

Setting Product Av. sales per 
week 2020 

Av. sales per 
tested week 

Changes in 
amount of 
customer 

A shops 
Aznauri 750 ml 201 278 38,31% 
Herkules 900 g 199 288 44,72% 
Milka 300 g 334 457 36,83% 

B shops 
Aznauri 750 ml 215 218 1,40% 
Herkules 900 g 187 197 5,35% 
Milka 300 g 229 210 -8,30% 

Avarage A 245 341 39,37% 
Avarage B 210 208 -0,95% 
Tested influence 40,32% 

 

As it is presented in table 3.21, the sales of tested products among the shops 

from A setting have been increased, The highest increase have been for semi-finished 
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products Herkules – 44,72%. The increase in sales of the red wine Aznauri equals 

38,31% and sales of chocolate Milka have increased on 36,83%. The sales of these 

products in the shops from B setting did not changed significantly and have decreased 

on 0,95%.  Thus, the tested influence on sales of preliminary degustation of the 

product equals 40,32%. In order to statistically prove of disprove sixth hypothesis 

have been done ANOVA test and p value has equaled to 0,005321, which means that 

with the probability higher than 99 % Hypothesis H6 “Personal experience of using 

the product positively influences the sales of this product” is proved.  

In order to test hypothesys H7 “Charity the shop performs by donating a part of 

revenues to charity organizations positively influences the sales of this product”, the 

experiment have been conducted during one week (4th – 11th of November).  For the 

needs of the experiment another three products have been chosen. The requirement 

for such products is that they must be easily replaceable, so a consumer can easily 

change the product being impacted by the control variable (factor) of the experiment. 

Thus, 3 pairs of products, 2 alternative products in each, were chosen: 

1) fruit juices Sandora and Jaffa; 

2) bubble gums Orbit and Dirol; 

3) chocolate bars Corona and Millenium. 

For the first products in every group mentioned in tested shops the information 

was placed on big bright shelf talkers saying that 2% of revenue from selling exactly 

these products will be donated to the orphanage, but the price for these products will 

remain the same. For the second products in these pairs there were no information 

placed. 

In shops from the control setting, such activities were not performed.  

The hypothesis H7 implies that consumers will positively react on the 

information about the donations to the orphanage from the revenue, increasing their 

purchases of such products. In the same time, purchases of alternative products 

(second in their pairs) can be reduced due to replacement by the first ones. 

Results of the experiment on testing the hypothesis H7 are presented in 

table 3.22.  
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As we can see, the hypothesis H7 is supported with the dynamics of sales: all 

3 products participating the charity experiment in A shops demonstrated strong 

positive dynamics of sales comparing to B shops. In contrast, all the alternative 

products demonstrated strong decrease in sales comparing to B shops. But the 

important notion is that such decrease is not a result of pure replacement of 

Alternative products (those without charity actions) by the products participating the 

charity experiment: in all 3 cases, increase in sales of the first products in each pair 

was greater that decrease in sales for the alternative (second) products. This means 

that charity of the shop leads to increase in sales for all the product category, but of 

course products not participating it, experience decrease in sales. 

Moreover, such effect is noted to be the strongest for bubble gum, being less 

significant for chocolate bars and much less significant for juices. We assume this 

had happened due to 2 factors: 

1) bubble gums are sold in the cashier zone, where customers, standing in que, 

have more time to read the information about charity; chocolate bars also have more 

beneficiary location comparing to juices; 

2) bubble gums are cheaper than chocolate bars and juices, so probably for 

consumers it is easier to buy extra bubble gum understanding the social meaning of 

such purchase rather than to buy extra chocolate bar or extra pack of juice. 

But finally such assumptions can be proved or disproved by separate 

experiment, which is out of the purposes of our research. 

In order to statistically prove of disprove sixth hypothesis have been done 

ANOVA test and p value has equaled to 0,0150863, which means that with the 

probability higher than 95 % Hypothesis H7 “Charity the shop performs by donating 

a part of revenues to charity organizations positively influences the sales of this 

product” is proved. 

After conducting the series of experiments 7 hypothesis have been tested, 

among which 1 has been rejected while other 6 have been proved with the probability 

higher than 95%. 

 



171 

Table 3.22 

Results of the experiment on testing the hypothesis H7 

Setting Product 
Av. sales 
per week 

2020 

Av. sales 
per tested 

week 

Changes in 
sales, units 

Changes in 
sales, % 

Products participating the charity experiment 

A shops 
Fruit juice Sandora, 1 l 448 507 59 13.2% 
Bubble gum Orbit 377 518 141 37.4% 
Chocolate bar Corona, 100 g 411 498 87 21.2% 

B shops 
Fruit juice Sandora, 1 l 461 449 -12 -2.6% 
Bubble gum Orbit 369 361 -8 -2.2% 
Chocolate bar Corona, 100 g 434 429 -5 -1.2% 

  
Avarage A 23.9% 
Avarage B -2.0% 
Tested influence 25.9% 

Alternative products   

A shops 
Fruit juice Jaffa, 1 l 363 318 -45 -12.4% 
Bubble gum Dirol 462 403 -59 -12.8% 
Chocolate bar Millenium 100 g 538 471 -67 -12.5% 

B shops 
Fruit juice Jaffa, 1 l 348 343 -5 -1.4% 
Bubble gum Dirol 508 522 14 2.8% 
Chocolate bar Millenium 100 g 542 528 -14 -2.6% 

  
Avarage A -12.5% 
Avarage B -0.4% 
Tested influence -12.1% 

 

Thus, it could be said that the consumer behavior is influenced by different 

instruments of the trade enterprises’ management during different stages of 

purchasing process starting from the need recognition and till the post-purchase 

evaluation. By having the analysis of the results of empirical research it is needed to 

develop complex approach for managing consumer behavior.  
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3.3. The scientific and practical approach to choosing of instruments of 

consumer behavior management in trading enterprise 

 

 

Results of the series of researches described in chapters above, have allowed to 

form algorithm of actions for trade enterprise to manage consumer behavior on 

constant basis. The algorithm proposed by the author is focused on testing different 

factors of perception of the price by the customer, that in its turn influencing the 

consumer  behavior. As the outcome of this methodology enterprise receives the 

confirmation or deviation of the effectiveness and profitability of special technique 

aimed on managing consumer  behavior, and as the result, decision by the top 

management of the enterprise could be done regarding introducing new methodology 

among chain of shops or not.  

Such step-by-step approach is presented in the fig. 3.4.  

 

 
Fig. 3.4. The scientific and practical approach to choosing of instruments of 

consumer behavior management in trading enterprise 

 

1. Determination of the long list 
of instruments 
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Thereby, as it is seen in the fig. 3.4, approach to managing consumer behavior 

by trading enterprise is cyclic and should be done constantly. Proposed approach 

consists out of 8 main steps. These steps are described below: 

1. Determination of the long list of instruments of consumer behavior 

management in trading enterprise. First of all management of the company should 

identify the aspects influencing the perception of the product. Afterwards, additional 

information search should be done in order to identify methodology or technique that 

could theoretically influence consumer behavior in the shop during the purchasing 

situation and as the result bring additional profit.  

2. Hypothesis formation. After determination of the long list of instruments, 

assumptions regarding its influence on different marketing and financial aspects 

should be conducted. Experts opinion survey is used to define the most important 

instruments for the hypothesis formation. Hypothesis could include effect instruments 

on such aspects as sales amount, sales structure, profit margin, daily profit, different 

customer segments, satisfaction of the customers, amount of consumers. The expert 

opinion survey is used in order to 

3. Design the experiment. This step includes big amount of planning work 

and consists out of next components which should be done: 

− determination of the tested products; 

− determination of the shops where experiment will be held; 

− specification of the time period for conducting experiment; 

− planning the control setting, which will neglect factor that could possibly 

influence the experimental results; 

− consultation of the sellers, this component includes both, providing 

instructions to the sellers regarding the conduction of the experiment and 

motivational aspects. 

4. Conduct the experiment. After work on planning all aspects of the 

experiment, conduction phase should be started. During this step responsible persons 

should look after the process of experiment and notice the changes in consumer  

behavior. 
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5. Calculation of the sales changes. In the end of experiment the effect of new 

technique on such key indicators of consumer  behavior management as sales amount 

and sales structure should be done. 

6. Calculation of the effectivity of methodology, by products. In order to 

evaluate comprehensively the effectivity of proposed methodology, managers of the 

enterprise should calculate with the help of mathematical and statistical methods the 

influence of tested technique on profit margin and calculate its profitability separately 

for each product.  

As the outcome of this step, changes of the each product’s profitability could 

be characterized as positive that means that acquired profit have been increased, or 

negative, which means that new methodology have decreased or remained the same 

profit from product realization. 

7. Transposition of the methodology to whole product category among all 

shops. This step is used only for products, on which new methodology have increased 

profit from sales during the experiment. In this case management of the enterprise 

should make the decision to introduce new technique of managing consumer  

behavior in all other shops and among all products that belongs to the same product 

category and are similarly perceived by the customers. 

8. Sales monitoring. After new methodology have been introduced for certain 

product categories or was rejected for all products, responsible manager should 

monitor the sales amounts and sales structure among all shops in order to find new 

possibilities for improvements or notice the discrepancy of the obtained results from 

the experiment to actual sales. As the outcome of this stage new list of instruments 

for improving consumer behavior management on the enterprise should be 

introduced. 

According to the approach discussed above, we’ve performed steps 1 to 5 in 

previous subchapters. Now it is necessary to conclude on results of experiments and 

to develop recommendations on consumer behavior management basing on it. 

First of all, it is necessary to generalize results of questionnaire processes in 

chapter 2 and subchapter 3.1 of the thesis.  
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Recommendations to manage customer behavior based on analysis relationship 

between external and internal factors are provided in table 3.23.  

In order to advertise some products and to encourage consumers to share 

positive experiences, instruments of social media marketing (SMM) can be used. The 

exact techniques of their use are described in works [55; 62; 73; 129]. Thus, retail 

shop performing SMM activity must follow such recommendations:  

– manage the content, keeping it updated, reacting on comments and requests 

on time; 

– stimulate visitors to immediate action (the same as the last element of the 

classical model of advertisement AIDA); 

– clear instructions for visitors; 

– systems of measurement that have to monitor traffic and key performance 

indicators; 

– integration of SMM to the marketing management system of a trading 

enterprise. 

Table 3.23 

Recommendations to manage customer behavior based on analysis relationship 

between external and internal factors 
Statements with high level of reliability Recommendations to manage customer behavior 

More individualistic person is receiving 
higher monthly income 

According to our research, more individualistic 
people are single or have less of children. So goods 
intended for families with kids should be positioned 
as more available (by price) 

Personal values of the consumer is 
dependent from the age of the consumer 

For products targeted at different age categories, 
different merchandising is needed in accordance 
with the theory of generations 

The family members who are being the 
most responsible for family’s spending are 
being not those who are bringing the 
biggest income to the family budget  

According to our research, women are usually 
responsible for shopping. So decisions on consumer 
behavior management should generally be directed 
towards women 

The consumers from families with higher 
amount of members are more collectivism 
oriented 

Products for families with children need to be more 
actively advertised in social media 
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In Ukraine, the most popular social networks are Facebook and YouTube (13 

million users each, more that (4% of internet users), Instagram (10 million users), 

Twitter (7 million users) and TikTok (5.5 million users) [149; 269].  

Recommendations to manage customer behavior based on analysis relationship 

between behavior demonstrated on the need recognition stage and other factors are 

provided in table 3.24.  

As we can see, for expensive products, it is necessary to update / expand the 

product range more often. But most of consumers are conservative towards new 

products and prefer to buy familiar ones, thus mostly product policy of trading 

enterprise has to be focused on accurate selection of product items and keeping the 

assortment mostly stable. 

Table 3.24 

Recommendations to manage customer behavior based on analysis relationship 

between behavior demonstrated on the need recognition stage and other factors 
Statements with high level of reliability Recommendations to manage customer behavior 

The more individualistic persons do not 
prefer to follow product purchases among 
their social environment 

Products for families with children need to be more 
actively advertised in social media 

The higher the monthly income of the 
consumer, the less often he/she is 
following the product updates on the 
market 

For expensive products, it is necessary to update / 
expand the product range more often 

Higher the monthly income of the 
consumer, with higher probability such 
consumer will consider to buy newly 
entered on the market product 
The consumers of higher ages scored lower 
results of IQ test 

The format of providing information related to 
products intended for aged people must be simple 

People who are more responsible for main 
spending of the family budget prefer to be 
aware about most of the products that 
could be interesting for them 

It’s necessary to encourage people to share positive 
shopping experiences.  

People who are more responsible for main 
spending of the family budget prefer to 
follow what their family/friends/colleagues 
purchase 
The younger generations more often that 
other age groups prefer to follow the new 
product updates  

For youth-oriented products it is necessary to 
conduct more intensive information campaign 

The younger generations more often that 
other age groups prefer to consider to buy 

For youth-oriented products, it is necessary to 
update / expand the range more often 
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products which are new on the market 
The people with the higher IQ level less 
often follow the new purchases among the 
persons of their social environment 

Social media communication style should be simple 
and straightforward 

 

Encouraging consumers to share positive shopping experiences can be 

implemented by the means of likes program and competitions in social networks.  

Recommendations to manage customer behavior based on analysis relationship 

between behavior demonstrated on the stage of information search and evaluation of 

alternatives and other factors are provided in table 3.25.  

Table 3.25 

Recommendations to manage customer behavior based on analysis relationship 

between behavior demonstrated on the stage of information search and 

evaluation of alternatives and other factors 
Statements with high level of reliability Recommendations to manage customer behavior 

The consumers who can be characterized 
as risk takers trust more to the information 
from mass media 

Mass media advertising must focus more on new 
products, services etc. 

The consumers with younger age trust 
more to the information from the advertise 

For youth-oriented products, it is necessary to 
conduct an information and advertising campaign 
more intensively The consumers with younger age trust 

more to the opinion of their social 
environment 
Male gender trust more to the opinion of 
their social environment than female does 

For women as main buyers, it is necessary to rely 
not only on world-of-mouth as opinion of 
consumers’ social environment, but on advertising 
channels as well. 

Strong interconnection between type of 
consumer’s temperament and the time 
spent on studying all market proposition 

Informational materials prepared for consumers 
should take into account  their temperament 

 

From our conclusions it’s clear that marketing communications of trading 

enterprises must cover both online and offline channels. Such communication 

strategy is called omnichannel strategy, which is an integrated approach to the 

organization of business processes for customer service, based on a single platform 

for all selected channels for the promotion of goods and services. Omnichannel 

strategy allows the buyer to switch easily from one channel to another, 

complimenting the information got form these sources, to get the necessary 
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information, to compare and choose the product or service, to make a purchase and to 

perform post-purchasing processes. For the trading enterprise, the use of a single 

integrated platform for all communication and distribution channels will allow to 

integrate the information flows on consumer behavior [46, p. 67]. 

In order to select online channels, trading enterprises must take into account 

their efficiency. Distribution of traffic among different online advertising channels 

according to the E-commerce Report provided by Promodo company is as 

follows [179]: 

paid search – 33.8%; 

organic search – 28.3%; 

direct advertising – 10.2%; 

email advertising – 7.7%; 

referral advertising – 6.2%; 

display advertising – 6.0%; 

social media – 1.6%. 

But distribution of sales generated by different online advertising channels 

looks differently [179]:  

paid search – 35.0%; 

organic search – 23.4%; 

referral advertising – 16.0%; 

direct advertising – 12.2%; 

email advertising – 4.5%; 

social media – 1.0%; 

display advertising – 0.8%. 

As we can see, the leading channels by traffic and by sales generated are paid 

and organic search which thus can be recommended as main channels of online 

advertising for trading enterprises. Other channels worth attention are referral and 

direct advertising. 
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Recommendations to manage customer behavior based on analysis relationship 

between behavior demonstrated on the purchase stage and other factors are provided 

in table 3.26.  

The exact techniques of using QR-codes are described in works [41; 56]. QR-

codes serve as a link to web-page with a content related to the product. It will help to 

educate cinsumers and to make thir choice more conscious and fact-based.  

Table 3.26 

Recommendations to manage customer behavior based on analysis relationship 

between behavior demonstrated on the purchase stage and other factors 
Statements with high level of reliability Recommendations to manage customer behavior 

For the practical kind of consumers the 
price has more significant influence on 
purchase decision 

Products with reduced prices should have better 
informational support.  
Detailed products description can be provided 
online with links in format of QR codes next to the 
price tag of the product. 

For the consumers who are more easily 
take risks the final purchase decision is 
made more easily. 

Detailed products description can be provided 
online with links in format of QR codes next to the 
price tag of the product. 

For the consumers with higher average 
monthly income the price is playing lower 
role than for the consumers with lower 
income.  

- 

For the consumers whose role in the family 
is being main income spender the final 
purchase decision is made more easily.  

According to our research, women receive lower 
income than men, but are usually responsible for 
shopping. So decisions on consumer behavior 
management should generally be directed towards 
women 

The consumers whose role in the family is 
being main income spender, tend less to 
reconsider their prior option in the last 
moment.  

Products must be provided  with strong 
informational support to create an opportunity for 
consumers to learn the characteristics of products at 
the pre-purchase stage 

Female consumer with higher probability 
tend to reconsider the prior option and 
search for products alternatives. 

Products of impulsive demand should be designed 
with a focus on a predominantly female audience. 
Musical accompaniment should be primarily 
oriented towards a female audience. 

The consumers with higher IQ level take 
the final purchase decision more easily. 

The style of presenting information about products 
should be simple, understandable, and fun. 
But more complete information should be provided 
as well. Therefore, 2 different sections in the online 
source of information are needed: the simple one 
and more detailed. 
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Recommendations to manage customer behavior based on analysis relationship 

between behavior demonstrated on the stage of post-purchase evaluation and other 

factors are provided in table 3.27.  

In order to stimulate sales to aged consumers, special offers and special hours 

can be suggested.  

Using the music sound, the musical preferences of Ukrainians must be taken 

into account. According to the research of the Rating group [90], femail consimers 

mostly prefer pop (32%), classic (31%) and folk (24%) music, while mail consumers 

prefer rock (21%), chanson (20%), pop and classic (19% each) and folk (18%) music. 

As women are those target audience Ukrainian trading enterprises must focus on, we 

recommend trading enterprises to focus mostly on pop, classic and folk music as the 

most preferable styles by women and those among most preferable by men. 

Table 3.27 

Recommendations to manage customer behavior based on analysis relationship 

between behavior demonstrated on the stage of post-purchase evaluation and 

other factors 

Statements with high level of reliability Recommendations to manage customer behavior 
The consumers who consider themselves as 
more individualistic personalities intend to 
share information about the product with 
less probability in both cases: if it was 
successful and if it was unsuccessful 
purchase. 

It is necessary to encourage consumers to share 
positive experiences of using primarily family and 
children's products 

The higher amount of family members 
consumer has, with the higher probability 
he/she would provide feedback to his 
social environment regarding the product. 
The consumers from older age group with 
higher probability prefer to purchase 
product from the same enterprise in case 
their previous experience of this company 
of satisfied 

The primary target group for loyalty programs 
should be aged consumers.  

 

Finally, recommendations to manage customer behavior based on series of 

experiment are provided in table 3.28.  
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Table 3.28 

Recommendations to manage customer behavior based on series of experiment 
Hypothesis 

index Hypothesis Hypothesis 
status p-value Recommendations 

H1 The music sound is 
positively influencing the 
sales level of the trading 
point 

proved 0,000354 To use the active music 
on in the shop 

H2 Preliminary advertise of 
the known product is 
positively influencing the 
sales of this product 

rejected 0,34576 Advertising strategy must 
be differentiated for 
different product groups 
and due to specific 
marketing goals  

H3 Odd pricing technique 
positively influence the 
amount of sales of priced 
product 

proved 0,000045312 Odd pricing technique 
must be used 
 
 
 
  

H4 Coloring the product’s 
price label positively 
influence the amount of 
sales of this product 

proved 0,0002134 It is better to accompany 
the coloring of price tags 
with special offers and 
alternate goods with 
painted price tags, 
because coloring of 
absolutely all price tags 
will cease to attract 
attention and give a 
positive effect 

H5 Reference of personal 
positive experience 
regarding the product 
positively influence sales 
of this product 

proved 0,0000621 Sincirely share both 
positive and negative 
information to customers 

H6 Personal experience of 
using the product 
positively influences the 
sales of this product 

proved 0,005321 Practice food degustation 
and free trials of non-food 
products 

H7 Charity the shop performs 
by donating a part of 
revenues to charity 
organizations positively 
influences the sales of this 
product 

proved 0,0150863 Donate some part of 
revenue and inform 
consumers about it 

 

When choosing a color scheme for the product or the shop, such factors usually 

are taken into account [35, p. 48]:  
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1) the specifics of the target audience for which the products are intended 

(colors used for premium goods usually differ from colors for daily consumer goods; 

in the first case, the diversity of colors is smaller); 

2) color scheme usually comply with the functional purpose and physical 

characteristics of goods; 

3) individuality of the product or the outlet.  
The color scheme influences the visitor's perception of the shops: the red and 

blue colors have strong activating properties and can stimulate impulse purchases; 

green color lowers activity and is good in places of queues concentration. Colors also 

influence the perception of product quality: when presented in red tones, the product 

looks more “modern”. In order to increase impulsive demand for attractive design, it 

is recommended to use the following colors [2]:  

– colors that arouse associations with comfort and a pleasant process of 

consumption: brownish, beige, dark green with a brown tint; 

– pastel colors, evoking associations with infantilism and creating the illusion 

of a "toy world": pink, light purple, lemon.  

It is also recommended to implement trainings for sales personnel concerning 

learning the key features of the most demanded products and to share both positive 

and negative information on such products to consumers. 

The recommendations to manage customer behavior in trading enterprises 

developed in this chapter make a basis for methodical provisions of consumer 

behavior management. Thus, Ukrainian trading enterprises can use such methodical 

provisions in order to improve the efficiency of consumer behavior management. 

Generalizing the results of researches being conducted in the dissertation, we 

can formalize the methodical approach to consumer behavior management in trading 

enterprise (fig. 3.5). 
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Fig. 3.5. Methodical approach to consumer behavior management in trading 

enterprise 
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to the marketing strategy. On the next stages, factors impacting consumer behavior 

and aspects of consumer behavior during the purchasing process are analyzed. During 

the initial use of the methodical approach to consumer behavior management, a 

trading enterprise can use the factors proved to be important in this research. But in 

further, the procedures of expert opinion surveys and consumer surveys described in 

this research can be used by a trading enterprise in order to specify the list of factors 

and to define other important factors impacting consumer behavior. 

On the next stage, the instruments of consumer behavior management are 

analyzed according to the scientific and practical approach to choosing of instruments 

of consumer behavior management in trading enterprise. Besides the list of 

instruments with the significant effect on consumer behavior, which was proved in 

this research, other instruments with the impact proved by a trading enterprise can be 

used.  

But even if the instrument increases the sales of a trading enterprise, it is not 

necessarily efficient due to costs necessary to use it. Thus, evaluation of the economic 

effect of instruments implementation is necessary to be done before their final 

implementation. The methodical provisions to evaluate the economic effect of 

implementation instruments of consumer behavior management are provided below. 

First, it is necessary to calculate increase in sales revenue as a result of any 

recommendation: 

 

∆𝑺𝑺𝑺𝑺𝑯𝑯 = 𝑸𝑸𝟎𝟎 × 𝑷𝑷𝟏𝟏 ×
𝑸𝑸𝑨𝑨𝟏𝟏

𝑸𝑸𝑨𝑨𝟎𝟎�
𝑸𝑸𝑩𝑩𝟏𝟏

𝑸𝑸𝑩𝑩𝟎𝟎�
− 𝑸𝑸𝟎𝟎 × 𝑷𝑷𝟎𝟎   (3.1) 

 

where Q0 – quantity of tested product being sold chain of shops during the basic year; 

P0, P1 – price of tested product before and after the experiment, respectively (P0 

= P1 for all the recommendations except the odd pricing); 

QA0, QA1 – quantity of tested product being sold in shops of group A during the 

experiment, in average week of year 2020 and in the tested week, respectively, units; 
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QB0, QB1 – quantity of tested product being sold in shops of group B (control 

settings) during the experiment, in average week of year 2020 and in the tested week, 

respectively, units. 

 

Below, the approaches to calculate the economic effect of implementation 

separate recommendations are provided. 

1. Economic effect of using the active music on in the shop: 

 

𝑬𝑬𝑯𝑯𝟏𝟏 = (∆𝑺𝑺𝑺𝑺𝑯𝑯𝟏𝟏 − ∆𝑽𝑽𝑽𝑽 − 𝑽𝑽𝑴𝑴 − ∆𝑾𝑾𝑺𝑺𝑯𝑯𝟏𝟏 × (𝟏𝟏 + 𝑺𝑺𝑽𝑽𝑺𝑺)) × (𝟏𝟏 − 𝑰𝑰𝑰𝑰𝑺𝑺) (3.2) 

 

where ΔSRH1 – increase in sales revenue as a result of implementation of the 

recommendation to use the active music on in the shop, UAH; 

ΔVC – changes in variable costs caused by implementation of the 

recommendation, UAH; 

CM – costs related to purchasing the music compositions per year according to 

the Ukrainian property rights legislation, UAH; 

ΔWSH1 – increase in wages and salaries of employees whose duties include 

performing the implemented recommendation to use the active music on in the shop, 

UAH; 

SCR – rate of social charges according to the Ukrainian legislation [114]; 

ITR – rate of income tax according to the Ukrainian legislation [105]. 

 

Changes in variable costs caused by implementation of any recommendation 

are to be calculated as follows: 

 

∆𝑽𝑽𝑽𝑽 = 𝑸𝑸𝟎𝟎 × �
𝑸𝑸𝑨𝑨𝟏𝟏

𝑸𝑸𝑨𝑨𝟎𝟎�
𝑸𝑸𝑩𝑩𝟏𝟏

𝑸𝑸𝑩𝑩𝟎𝟎�
− 𝟏𝟏� × 𝑷𝑷𝟎𝟎 × 𝑽𝑽𝑽𝑽

𝑺𝑺𝑺𝑺
   (3.3) 

 

where VC – total variable costs in shops during the basic year, UAH; 

 SR – total sales revenue in shops during the basic year, UAH. 
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Increase in wages and salaries of employees whose duties include performing 

the implemented recommendations are to be calculated as follows: 

 

∆𝑾𝑾𝑺𝑺𝑯𝑯 = ∆𝑾𝑾𝑺𝑺 × 𝑰𝑰𝑯𝑯
∑𝑰𝑰𝑯𝑯

    (3.4) 

 

where ΔWS – total increase in wages and salaries of employees whose duties include 

performing all the implemented recommendations, UAH; 

TH – time spent during the year by the employees whose duties include 

performing the implemented recommendations, related to exact recommendation, 

man-hours; 

∑TH – total time spent during the year by the employees whose duties include 

performing the implemented recommendations, related to all the recommendations, 

man-hours. 

 

The music in shops is aimed at for marketing purposes. According to 

marketing techniques, calm music sounds in the sales area to relax customers. This 

speeds up the choice of the buyer and he leaves the store in a few minutes, freeing up 

space for the next customers. Without musical accompaniment, trading takes place at 

a slower pace [131]. 

In the case of using music in for business purposes, it is mandatory to make a 

license agreement. The amount of royalties is calculated according to the Resolution 

of the Cabinet of Ministers "On approval of the minimum rates of remuneration 

(royalty) for the use of objects of copyright and related rights" [109] which states the 

minimum rate of royalties is 1% of income received from the type of activity in the 

process of which the music is used. 

2. Economic effect of preliminary advertising of the known product: 

 

𝑬𝑬𝑯𝑯𝑯𝑯 = (∆𝑺𝑺𝑺𝑺𝑯𝑯𝑯𝑯 − ∆𝑽𝑽𝑽𝑽 − 𝑽𝑽𝑨𝑨 − ∆𝑾𝑾𝑺𝑺𝑯𝑯𝑯𝑯 × (𝟏𝟏 + 𝑺𝑺𝑽𝑽𝑺𝑺)) × (𝟏𝟏 − 𝑰𝑰𝑰𝑰𝑺𝑺) (3.5) 
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where ΔSRH2 – increase in sales revenue as a result of implementation of the 

recommendation to preliminary advertise the known product, UAH; 

CA – costs related to preliminary advertising of the known product per year, 

UAH; 

ΔWSH2 – increase in wages and salaries of employees whose duties include 

performing the implemented recommendation to preliminary advertise the known 

product, UAH. 

 

Costs related to preliminary advertising of the known product can be shared 

with the producer or distributor of the product. Thus, the variable CA in calculations 

includes only the retail trading organization’s costs related to this activity. 

3. Economic effect of the use of odd pricing technique: 

 

𝑬𝑬𝑯𝑯𝑯𝑯 = (∆𝑺𝑺𝑺𝑺𝑯𝑯𝑯𝑯 − ∆𝑽𝑽𝑽𝑽 − 𝑽𝑽𝑷𝑷 − ∆𝑾𝑾𝑺𝑺𝑯𝑯𝑯𝑯 × (𝟏𝟏 + 𝑺𝑺𝑽𝑽𝑺𝑺)) × (𝟏𝟏 − 𝑰𝑰𝑰𝑰𝑺𝑺) (3.6) 

 

where ΔSRH3 – increase in sales revenue as a result of implementation of the 

recommendation to use the odd pricing technique, UAH; 

CP – costs related to the use of odd pricing technique per year, UAH; 

ΔWSH3 – increase in wages and salaries of employees whose duties include 

performing the implemented recommendation to use the odd pricing technique, UAH. 

 

Costs related to the use of odd pricing technique can include costs for printing 

new price labels. 

4. Economic effect of coloring the product’s price label: 

 

𝑬𝑬𝑯𝑯𝑯𝑯 = (∆𝑺𝑺𝑺𝑺𝑯𝑯𝑯𝑯 − ∆𝑽𝑽𝑽𝑽 − 𝑽𝑽𝑽𝑽𝑃𝑃𝑳𝑳 − ∆𝑾𝑾𝑺𝑺𝑯𝑯𝑯𝑯 × (𝟏𝟏 + 𝑺𝑺𝑽𝑽𝑺𝑺)) × (𝟏𝟏 − 𝑰𝑰𝑰𝑰𝑺𝑺) (3.7) 

 

where ΔSRH4 – increase in sales revenue as a result of implementation of the 

recommendation to color the product’s price label, UAH; 

CCPL – costs related to the coloring the product’s price label per year, UAH; 
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ΔWSH4 – increase in wages and salaries of employees whose duties include 

performing the implemented recommendation to color the product’s price label, 

UAH. 

 

5. Economic effect of reference of personal positive experience regarding the 

product: 

 

𝑬𝑬𝑯𝑯𝑯𝑯 = (∆𝑺𝑺𝑺𝑺𝑯𝑯𝑯𝑯 − ∆𝑽𝑽𝑽𝑽 − 𝑽𝑽𝑽𝑽𝑷𝑷𝑳𝑳 − ∆𝑾𝑾𝑺𝑺𝑯𝑯𝑯𝑯 × (𝟏𝟏 + 𝑺𝑺𝑽𝑽𝑺𝑺)) × (𝟏𝟏 − 𝑰𝑰𝑰𝑰𝑺𝑺) (3.8) 

 

where ΔSRH5 – increase in sales revenue as a result of implementation of the 

recommendation to reference of personal positive experience regarding the product, 

UAH; 

CCPL – costs related to the reference of personal positive experience regarding 

the product per year, UAH; 

ΔWSH5 – increase in wages and salaries of employees whose duties include 

performing the implemented recommendation to reference of personal positive 

experience regarding the product, UAH. 

 

Costs related to the reference of personal positive experience regarding the 

product can include costs for special trainings, costs of product samples provided to 

the sales staff for free or by special prices, etc. 

6. Economic effect of products’ degustation: 

 

𝐸𝐸𝐻𝐻6 = (∆𝑆𝑆𝑆𝑆𝐻𝐻6 − ∆𝑉𝑉𝑉𝑉 − 𝑉𝑉𝑃𝑃𝑃𝑃 − ∆𝑊𝑊𝑆𝑆𝐻𝐻6 × (1 + 𝑆𝑆𝑉𝑉𝑆𝑆)) × (1 − 𝐼𝐼𝐼𝐼𝑆𝑆) (3.9) 

 

where ΔSRH6 – increase in sales revenue as a result of implementation of the 

recommendation on products’ degustation, UAH; 

CPD – costs related to the products’ degustation per year, UAH; 

ΔWSH6 – increase in wages and salaries of employees whose duties include 

performing the implemented recommendation on products’ degustation, UAH. 
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Costs related to the products’ degustation can also be shared with the producer 

or distributor of the product. Thus, the variable CPD in calculations includes only the 

retail trading organization’s costs related to this activity. 

 

7. Economic effect of charity: 

 

𝐸𝐸𝐻𝐻7 = (∆𝑆𝑆𝑆𝑆𝐻𝐻7 − ∆𝑉𝑉𝑉𝑉 − 𝐴𝐴𝐶𝐶ℎ − 𝑉𝑉𝐴𝐴𝐶𝐶ℎ − 𝑉𝑉𝑇𝑇𝐶𝐶ℎ − ∆𝑊𝑊𝑆𝑆𝐻𝐻7 × (1 + 𝑆𝑆𝑉𝑉𝑆𝑆)) × (1 − 𝐼𝐼𝐼𝐼𝑆𝑆) + 𝐴𝐴𝐶𝐶ℎ × 𝐼𝐼𝐼𝐼𝑆𝑆   (3.10) 

 

where ΔSRH7 – increase in sales revenue as a result of implementation of the 

recommendation on charity, UAH; 

ACh – amounts of charity (donations) per year, UAH; 

CACh – costs related to announcing and informational support of charity aimed 

to the shop’s consumers per year, UAH; 

CTCh –transaction costs related to charity per year, UAH; 

ΔWSH7 – increase in wages and salaries of employees whose duties include 

performing the implemented recommendation on charity, UAH. 

 

Transaction costs related to charity include bank commission, costs for 

transportation of goods provided for charity purposes to the beneficiaries, costs of 

making contracts with charity organizations, etc. 

Positive economic effect of a recommendation implementation is a reason to 

practice such activities in future. Negative effect can cause rejecting such activity or 

reformatting it (e. g., decrease the charity payments, choose other products for 

implementation of recommendations, etc.). If the most of instruments demonstrate 

negative economic effect, this is a reason to return back to previous stages of the 

methodical approach discussed and to reconsider factors, instruments of consumer 

behavior or even marketing strategy of trading enterprise.  

The instruments with positive effect must be implemented, and after that 

responsible employee must monitor the sales amounts and sales revenue in order to 
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find new possibilities for improvements or notice the discrepancy of the obtained 

results from the experiment to actual sales. Again, such discrepancy being negative is 

a reason to return back to previous stages of the methodical approach. 

All the stages of the methodical approach to consumer behavior management 

are performed in accordance with principles and methods of consumer behavior 

management. 

Summing up the analysis of the characteristics of goods and services as factors 

of influence on the choice of the consumer, it should be noted that any good is a set 

of many essential and concomitant properties that are valuable for each consumer in 

different ways, depending on his personal and individual qualities. 

 

 

Summary to chapter 3 

 

 

1. In order to decrease the number of studies variables impacting consumer 

behavior and to define the interdependencies among them, factor analysis was 

conducted. It allowed defining integral factors of consumer behavior: external 

(factors of personal order, socio-economic position of the consumer in society, s 

influence of the role inside the consumer’s family), internal (physical factor (age and 

gender), lifestyle of the consumer and cognitive resources of the consumer) and 

consumer behavior during purchasing process (need recognition factor, information 

search and evaluation of alternatives factor, purchase stage factor and post-purchase 

factor).  

2. The correlation analysis has proved strong relationship between groups of 

factors, thus the internal and external factors of consumer behavior are strongly 

influencing factors of consumer behavior during purchasing stage.  

For testing influence each concrete factor on the behavior of consumer, the 

ANOVA test was performed. It was found out that there is strong and clear impact of 

internal and external factors influencing consumer behavior on every its stage: need 
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recognition, information search and evaluation of alternatives, purchase stage, post-

purchase evaluation. It is found out that more individualistic person is receiving 

higher monthly income. The family members who are being the most responsible for 

family’s spending are being not those who are bringing the biggest income to the 

family budget. Personal values of the consumer is dependent from the age of the 

consumer. The consumers from families with higher amount of members are more 

collectivism oriented. 

The more individualistic persons do not prefer to follow product purchases 

among their social environment. The higher the monthly income of the consumer, the 

less often he/she is following the product updates on the market. Higher the monthly 

income of the consumer, with higher probability such consumer will consider to buy 

newly entered on the market product. The consumers of higher ages scored lower 

results of IQ test. People who are more responsible for main spending of the family 

budget prefer to be aware about most of the products that could be interesting for 

them. People who are more responsible for main spending of the family budget prefer 

to follow what their family/friends/colleagues purchase. The younger generations 

more often that other age groups prefer to follow the new product updates .The 

younger generations more often that other age groups prefer to consider to buy 

products which are new on the market. The people with the higher IQ level less often 

follow the new purchases among the persons of their social environment. 

The consumers who can be characterized as risk takers trust more to the 

information from mass media. The consumers with younger age trust more to the 

information from the advertise. The consumers with younger age trust more to the 

opinion of their social environment. Male gender trust more to the opinion of their 

social environment than female does. There is strong interconnection between type of 

consumer’s temperament and the time spent on studying all market proposition. 

For the practical kind of consumers the price has more significant influence on 

purchase decision. For the consumers who are more easily take risks the final 

purchase decision is made more easily. For the consumers with higher average 

monthly income the price is playing lower role than for the consumers with lower 
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income. For the consumers whose role in the family is being main income spender 

the final purchase decision is made more easily. The consumers whose role in the 

family is being main income spender  tend less to reconsider their prior option in the 

last moment. Female consumer with higher probability tend to reconsider the prior 

option and search for products alternatives. The consumers with higher IQ level take 

the final purchase decision more easily. 

The consumers who consider themselves as more individualistic personalities 

intend to share information about the product with less probability in both cases: if it 

was successful and if it was unsuccessful purchase. The higher amount of family 

members consumer has, with the higher probability he/she would provide feedback to 

his social environment regarding the product. The consumers from older age group 

with higher probability prefer to purchase product from the same enterprise in case 

their previous experience of this company of satisfied. 

3. The scientific and practical approach to choosing of instruments of consumer 

behavior management was developed. The approach includes such stages as 

determination of the long list of instruments of consumer behavior management in 

trading enterprise; hypothesis formation; the experiment design; conducting the 

experiment; calculation of the sales changes. calculation of the effectivity of 

instruments, transposition of the instruments to whole product category; sales 

monitoring. While implementing this approach, experts selected such important 

instruments of consumer behavior management: assortment, its updating, services, 

price, promotion, promotional deals, product sampling, music, colors, merchandising, 

stockouts, availability of goods, the customer–salesperson relationship. Basing on 

this list of instruments, the set of hypotheses on the effect of those instruments on 

consumer behavior in trading enterprises was formulated concerning the impact on 

consumer behavior of music sound, preliminary advertisement of the known product, 

odd pricing technique, coloring the product’s price label, fair reference of personal 

positive experience regarding the product, personal experience of using the product, 

and of charity performed by the shop. The series of experiments to empirically test 
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these hypotheses was conducted, proving all the developed hypothesis except the 

impact on consumer behavior of preliminary advertisement of the known product.  

4. Generalizing the results of researches being conducted, the methodical 

approach to consumer behavior management in trading enterprise was developed. 

According to this approach, the starting point for consumer behavior management in 

trading enterprise is marketing strategy, and the social entrepreneurship elements 

must be integrated to it. On the following stages of consumer behavior management, 

factors impacting consumer behavior and aspects of consumer behavior during the 

purchasing process are to be analyzed. Then the instruments of consumer behavior 

management are analyzed according to the scientific and practical approach to 

choosing of instruments of consumer behavior management in trading enterprise. 

After that, evaluation of the economic effect of instruments implementation is 

necessary to be done before their final implementation. In order to enable it, the 

methodical provisions to evaluate the economic effect of implementation instruments 

of consumer behavior management are provided. 

The main conclusion and propositions of the first chapter are published in 

works [223; 224; 225; 237; 238; 239; 240; 243; 245]. 

List of references used [2; 6; 7; 14; 16; 22; 25; 31; 35; 41; 46; 53; 55; 56; 60; 

62; 64; 65; 66; 73; 80; 82; 84; 85; 90; 91; 105; 106; 109; 114; 119; 120; 125; 129; 

131; 144; 145; 146; 149; 151; 157; 169; 179; 186; 191; 193; 196; 198; 199; 200; 223; 

239; 240; 243; 246; 249]. 
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CONCLUSION 

 

 

The dissertation research solves the important scientific and practical task on 

further development of theoretical and methodic foundations and on working out the 

practical recommendations on management of consumer behavior in trading 

enterprises. The key conclusions by the results of the research are as follows. 

1. Analysis of the theoretical background of consumer behavior management 

allowed to specify its categorical basis. Namely, the definitions of consumer behavior 

and consumer behavior management concepts are provided. Consumer behavior is 

defined as a set of physical, psychological, emotional, cognitive and social processes 

including need recognition, information search, selection, purchase, use, service, 

evaluation, disposal of goods, services, ideas, time, events, experiences, or any other 

entities, and further information sharing, performed by individuals, groups, or 

organizations in order to meet their needs and wants in context of internal and 

external factors driving such processes and their impacts on consumer and 

environment. Consumer behavior management we define as a subsystem of 

marketing management that embodies principles, methods, instruments and practices 

of interacting with customers in all the stages of their consumer behavior in order to 

both achieve a company’s strategic and tactical marketing goals and satisfy customer 

needs in a socially responsible way. 

2. The models of consumer behavior management is improved. It includes 

stages of consumer behavior, factors impacting it, stages of consumer behavior 

management in trading enterprise, which develops marketing strategy, integrates it 

with social entrepreneurship elements and with the use of methods and principles of 

consumer behavior management develops and implements the respective instruments. 

Results of such impacts are evaluated, and the conclusion on their efficiency is done. 

Results of evaluation can lead to change in the instruments of consumer behavior 

management or even in marketing strategy of a trading enterprise. The model also 

includes methods and principles of consumer behavior management. 
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3. In many models, factors of consumer behavior are divided into two groups: 

factors of external and internal influence. Analysis of scientific works has shown that 

among external factors, the most mentioned are culture and subculture, reference 

groups, family, social class, and marketing impacts of a seller (price, promotion, 

product and place) and situational factors (time of purchase, task, environment, etc.). 

The most mentioned internal factors include psychological factors (motivation, 

perception, learning, attitude), social and demographical factors (age and stage of a 

lifecycle, income, occupation, gender, personality, lifestyle). With the help of expert 

opinion survey, the most important factors for further research were defined: for 

external factors of consumer behavior, the important factors are culture, social class, 

reference groups and family, for internal factors – age, gender, income, lifestyle, 

personality, motivation, perception and learning. 

4. The relationships among internal and external factors impacting consumer 

behavior is defined. Among the relationship found, the most useful are as follows: the 

family members who are being the most responsible for family’s spending are being 

not those who are bringing the biggest income to the family budget; the more 

individualistic persons prefer not to follow product purchases among their social 

environment; the higher the monthly income of the consumer, the less often he/she is 

following the product updates on the market, but from the other hand with higher 

probability such consumer will consider to buy newly entered on the market product; 

people who are more responsible for main spending of the family budget on the need 

recognition stage are more involved in the process itself as they prefer to be aware 

about most of the products that could be interesting for them and prefer to follow 

what their family/friends/colleagues purchase; the younger generations more often 

that other age groups prefer to follow the new product updates and more often prefer 

to consider to buy products which are new on the market; the consumers with 

younger age trust more to the information from the advertise, as well to the opinion 

of their social environment; male gender trust more to the opinion of their social 

environment than female does; the consumers whose role in the family is being main 

income spender, make the final purchase decision more easily and tend less to 
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reconsider their prior option in the last moment; individualistic consumers less likely 

intend to share information about the product; the greater amount of family members 

the consumer has, the greater is the probability he/she would provide feedback to his 

social environment regarding the product; consumers from older age group with 

higher probability prefer to purchase product from the same shop in case their 

previous experience is positive.  

5. The scientific and practical approach to choosing of instruments of consumer 

behavior management was developed. The approach includes such stages as 

determination of the long list of instruments of consumer behavior management in 

trading enterprise; hypothesis formation; the experiment design; conducting the 

experiment; calculation of the sales changes. calculation of the effectivity of 

instruments, transposition of the instruments to whole product category; sales 

monitoring. While implementing this approach, experts selected such important 

instruments of consumer behavior management: assortment, its updating, services, 

price, promotion, promotional deals, product sampling, music, colors, merchandising, 

stockouts, availability of goods, the customer–salesperson relationship. Basing on 

this list of instruments, the set of hypotheses on the effect of those instruments on 

consumer behavior in trading enterprises was formulated concerning the impact on 

consumer behavior of music sound, preliminary advertisement of the known product, 

odd pricing technique, coloring the product’s price label, fair reference of personal 

positive experience regarding the product, personal experience of using the product, 

and of charity performed by the shop. The series of experiments to empirically test 

these hypotheses was conducted, proving that music sound increases sales of a 

trading enterprise by 10.66%, the use of odd pricing technique – by 7,82%, colouring 

the product’s price label – by 9,81%, fair reference of personal positive experience 

regarding the product – by 45,59%, personal experience of using the product – by 

40,32%, and charity performed by the shop – by 25.9%. Thus all the developed 

hypothesis except the impact on consumer behavior of preliminary advertisement of 

the known product are proved.  
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6. Generalizing the results of researches being conducted, the methodical 

approach to consumer behavior management in trading enterprise was developed. 

According to this approach, the starting point for consumer behavior management in 

trading enterprise is marketing strategy, and the social entrepreneurship elements 

must be integrated to it. On the following stages of consumer behavior management, 

factors impacting consumer behavior and aspects of consumer behavior during the 

purchasing process are to be analyzed. Then the instruments of consumer behavior 

management are analyzed according to the scientific and practical approach to 

choosing of instruments of consumer behavior management in trading enterprise. 

After that, evaluation of the economic effect of instruments implementation is 

necessary to be done before their final implementation. In order to enable it, the 

methodical provisions to evaluate the economic effect of implementation instruments 

of consumer behavior management are provided. 

The practical value of the obtained results of the dissertation research is that 

the theoretical and methodological provisions are brought to the level of practical 

recommendations for managing consumer behavior in a trading enterprise. Company 

Hazar LLC has successfully implemented the approach to managing consumer 

behavior (reference № 86 from 27.08.2021). Company Kharkiv-Invest LLC has 

implemented the approach to determining the impact of certain factors on consumer 

behavior, as well as technique for assessing the effectiveness of certain instruments 

for managing consumer behavior as a constituent of scientific and practical approach 

to choosing of instruments of consumer behavior management (reference № 35/21 

from 27.08.2021).  

Some theoretical and methodical results of the research are being used in the 

educational process of Simon Kuznets Kharkiv National University of Economics in 

the course of teaching of the discipline “Marketing and Sales Management” for 

masters in specialty 073 "Management" (reference № 28/86-21-99 from 27.08.2021). 

In particular, such theoretical and methodical results include categorical basis of 

consumer behavior management, the list of factors and their impact on consumer 

behavior, the instruments for managing consumer behavior by trading enterprises.  
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Appendix A 

Morphological analysis of the term “Consumer behavior” 

Table A.1 

Morphological analysis of the term “Consumer behavior” 
Definition Author(s) Genus Subject Actions  Object 

The decisions that people make to buy or not 
to buy a product, and the things 
that influence their decisions 

Cambridge 
dictionary [171] 

decisions  people  to buy or not; influence a product 

the process whereby individuals decide 
whether, what, when, where, how, and from 
whom to purchase goods and services. 
Consumer behavior includes both the mental 
and physical activity necessary for making 
decisions in the marketplace 

Walters and Paul 
[276, p. 7] 

process individuals decide; to purchase goods and 
services; 
decisions on 
whether, 
what, when, 
where, how, 
from whom 

The study of the buying units and the exchange 
processes involved in acquiring, consuming, 
and disposing of goods, services, experiences, 
and ideas 

Mowen [232, p. 
6] 

study buying units acquiring, consuming, and 
disposing 

goods, 
services, 
experiences, 
and ideas 

The behavior that consumers display in 
searching for, purchasing, using, evaluating, 
and disposing of products, services, and ideas 

Schiffman & 
Kanuk [260, p. 
648] 

behavior consumers searching for, purchasing, 
using, evaluating, and 
disposing 

products, 
services, and 
ideas 

Behavior consumers display in searching for, 
purchasing, using, evaluating, and disposing of 
products and services that they expect will 
satisfy their needs 

Schiffman and 
Kanuk [259, p. 5] 

behavior consumers searching for, purchasing, 
using, evaluating, and 
disposing 

products and 
services 

satisfy needs 
Those acts of individuals directly involved in 
obtaining and using economic goods and 
services, including the decision processes that 
precede and determine these acts 

Engel, Blackwell, 
and Kollat [181, 
p. 3] 

acts, 
decision 
processes 

individuals obtaining and using goods and 
services 

https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/decision
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/people
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/buy
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/buy
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/product
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/influence
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/their
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/decision
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/decision
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/people
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/buy
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/influence
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/product
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Definition Author(s) Genus Subject Actions  Object 
Those actions directly involved in obtaining, 
consuming, and disposing of products and 
services, including the decision processes that 
precede and follow these actions  

Engel, Blackwell 
& Miniard [182, 
p. 4] 

actions, 
decision 
processes 

 obtaining, consuming, and 
disposing 

products and 
services 

Actions taken by people in obtaining, 
consuming, and disposing of products and 
services 

Blackwell, 
Miniard, Engel 
[16, p. 35] 

actions people obtaining, consuming, and 
disposing 

products and 
services 

The acquisition, consumption, and disposition 
of goods, services, time, and ideas by decision 
making units 

Jacoby  [206, p. 
332]  

acquisition, 
consumptio
n, and 
disposition 

decision 
making units 

acquisition, consumption, 
and disposition 

goods, 
services, 
time, and 
ideas 

The processes involved when select, purchase, 
use or dispose of products, services, ideas or 
experiences to satisfy needs or desires 

Solomon et al. 
[265, p. 5] 

processes individuals or 
groups 

select, purchase, use or 
dispose 

products, 
services, 
ideas or 
experiences 

satisfy needs or 
desires 

Field  of consumer behaviour is the study of 
individuals, groups, or organizations and the 
processes they use to select, secure, use, and 
dispose of products, services, experiences, or 
ideas to satisfy needs and the impacts that 
these processes have on the consumer and 
society 

Hawkins  and  
Mothersbaugh  
[193, p. 6] 

study individuals, 
groups, or 
organizations 

select, secure, use, and 
dispose 

products, 
services, 
experiences, 
or ideas 

processes; 
impacts satisfy needs 

A set of physical, psychological, cognitive and 
social processes a person participates in to 
meet one’s own needs, which include the 
following basic stages: need recognition, 
information search, analysis of alternatives, 
purchase, use, service, disposal of goods or 
services 
 

Abramovich К. 
О., [1, p. 5] 

set of 
processes 

person participates in to meet one’s 
own needs; need 
recognition, information 
search, analysis of 
alternatives, purchase, use, 
service, disposal 

goods or 
services 
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Definition Author(s) Genus Subject Actions  Object 
Consumer actions aimed at obtaining, 
consuming or disposing of goods or services, 
taking into account price and personal income  

Balytska О. P. [9, 
p. 8] 
 
 

actions consumer obtaining, consuming or 
disposing 

goods or 
services 

An activity aimed at obtaining, consuming and 
disposing of products and services, including 
decision-making processes before and after the 
purchase 

Dorokhov A. et 
al. [176, p. 63] 

activity, 
decision-
making 
processes 

 obtaining, consuming and 
disposing 

products and 
services 

Those decisions and related activities of 
persons involved specifically in buying and 
using economic goods and services (products) 

Walters, [277, 
p. 8] 

decisions 
and 
activities 

persons buying and using goods and 
services 
(products) 

The behavior of people in a market type 
situation. Any study of consumer behavior 
would therefore have to be a study of all those 
aspects of our knowledge of human behavior in 
any situation containing some elements of 
marketing or exchange 

Wasson [279, 
p. 1] 

behavior people marketing or exchange  

Consumer behavior entails consumption; 
consumption involves the acquisition, usage 
and disposition of products; products are 
goods, services, ideas, events, or any other 
entities that can be acquired, used, or disposed 
of in ways that provide value; value is a type of 
experience that occurs for some living 
organism when a goal is achieved, a need is 
fulfilled, or a want is satisfied; such an 
achievement, fulfillment, or satisfaction attains 
consummation; conversely, a failure to achieve 
goals, fulfill needs, or satisfy wants thwarts 
consummation; the process of consummation 
(including its possible breakdowns) is therefore 
the fundamental subject for consumer research 

Holbrook [194, p. 
128] 

consumptio
n 

consumer acquisition, usage and 
disposition 

goods, 
services, 
ideas, events, 
or any other 
entities 

achieved, fulfilled, satisfied goal, need, 
want 
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Definition Author(s) Genus Subject Actions  Object 
The dynamic interaction of cognition, 
behavior, and environmental events by which 
human beings conduct the exchange aspects of 
their lives 

Peter and Olson 
[247, p. 5] 

interaction  human beings cognition, behavior, and 
environmental events 

exchange 
aspects 

Interdisciplinary science that investigates the 
decision-making activities of individuals in 
their consumption roles 

Schiffman and 
Kanuk [259, p. 4] 

science individuals decision-making activities  

Actions performed by an individual, buying 
and using products or services, are mental and 
social processes that precede or follow these 
actions 

Shafaliuk О. К. 
[144, p. 3] 

actions individual buying and using products or 
services 

processes precede or follow these 
actions 

mental and 
social 

The process of consumer decision-making on 
the purchase and the factors that determine it 

Neizvestna О. V., 
Skrynko N. V. 
[91, p. 35] 

process consumer purchase Purchase, 
factors 

The process of making a decision by a 
customer on distribution of his / her income 
among different goods and services he / she 
intends to purchase 

Khozhempo V. V. 
[142] 

process customer making a decision, purchase goods and 
services 

distribution income 

Set of signs and indicators characterizing 
actions of consumers including their consumer 
preferences, demand for goods and services, 
consumption structure, ways of using income  

Economic 
dictionary [18, p. 
542] 

set of signs 
and 
indicators 

consumers preferences, demand, 
consumption structure, 
income using 

goods and 
services, 
income 

Cognitive, emotional and physical activity 
manifested by people while selecting, paying 
for, using goods and services, and stopping it 
when meeting human needs and desires 

Liubimova N. G. 
[79, p. 7] 

activity people, human selecting, paying for, using, 
stopping 

goods and 
services 

meeting needs and 
desires 

The study of how people buy, what they buy, 
when they buy and why they buy 

Kotler  Ph. [214] 
 
 
 
 
 

study people buy how, what, 
when and 
why 
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Definition Author(s) Genus Subject Actions  Object 
Buying behaviour of final consumers, both 
individuals and households, who buy goods 
and services for personal consumption 

Kumar [217, p. 
218] 

behaviour final 
consumers, 
individuals and 
households 

buy goods and 
services 

Emotional, mental, and behavioral responses 
about purchasing, using and disposing goods 
and services 

Girişken Arzu 
Çakar [190, p. 
184] 

responses  purchasing, using and 
disposing 

goods and 
services 

The study of the decision-making processes to 
select, secure, use, and dispose of products or 
services by individuals, groups, or 
organizations. 

Kang Y., Yang K. 
[211, p. 26] 

study individuals, 
groups, or 
organizations 

decision-making, select, 
secure, use, and dispose 

products or 
services 

The process by which individuals search for, 
select, purchase and dispose of goods and 
services, in satisfaction of their needs and 
wants. 

Aksoy A. [152] process individuals search for, select, purchase 
and dispose 

goods and 
services 

satisfaction needs and 
wants 

The study of individuals and groups and the 
processes they use to select and dispose of 
products, services, experiences or ideas to 
satisfy needs and the impacts that these 
processes have on the consumer and society. 

Martínez P., 
Rodríguez del 
Bosque I. [230, p. 
518] 

study, 
processes 

individuals and 
groups 

select and dispose products, 
services, 
experiences 
or ideas 

satisfy needs 
impacts   consumer and 

society 
The study of individuals, groups, or 
organizations and all the activities associated 
with the purchase, use, and disposal of goods 
and services.  

Ferreira M. at al. 
[184]  

study, 
activities 

individuals, 
groups, or 
organizations 

purchase, use, and disposal goods and 
services 

The focus of studies of consumers and the 
processes they employ to choose, use (i.e., 
consume), and dispose of products and services 

Ramos C., Mafé-
García A. [252, p. 
194] 

focus of 
studies, 
processes 

consumers choose, use (i.e., consume), 
and dispose 

products and 
services 

The actions that consumers taken and the 
underlying motives for those actions 

Lim E. [226, p. 
115] 
 

actions, 
motives 

consumers   
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Definition Author(s) Genus Subject Actions  Object 
That part of the behavior of people and the 
decisions that this implies when they are acquiring 
goods or using services to meet their needs. 

Vargas-
Hernández J. et 
al. [274] 

behavior, 
decisions 

people acquiring or using Goods, 
services 

meet needs 
A study how an individual customer, group or 
organization select any product or services to 
satisfy the needs and wants.  

Bhandari A. [161] study individual 
customer, 
group or 
organization 

select product or 
services 

satisfy needs and 
wants 
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Appendix B 

Factors impacting consumer behavior 

Table B.1 

Factors impacting consumer behavior 
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Internal (Endogenous)     +  + +   +   + +  6 
Personal ( Individual) + + +  +  +   +  +   + + 9 
Demographics +       +         2 
Age + +  + +   +    +  +  + 8 
Generation +    +   +         3 
Life cycle stage    + +   +    +  + + + 7 
Sex (Gender)  +   +   + +    +   + 6 
Physical characteristics     +            1 
Occupation    +    +    + + + +  6 
Education        +         1 
Income (financial status) + +  +   + +  + +  + + +  10 
Personal characteristics     +  +   +       3 
Lifestyle +   +  +  + ± +  +  + +  9 
Self-concept (oneself-concept)    +    +    +  +  + 5 
Location + +       ±        3 
Personal values +       +  +       3 
Personality (Personality type) +  + +   + +  +  + + +  + 10 
Culture   +              1 
Psychological factors   + +  +       +   +  5 
Motivation +  + + + + + + + + + + + + + + 15 
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Opinions  +               1 
Awareness  + +        +       3 
Emotions +     +  + + + +  +    7 
Perception (Conception)   + + + + + +   + + + + + + 12 
Preferences             +    1 
Learning (assimilation)   + +  + + + ±  + +  + + + 11 
Memory        +         1 
Beliefs +  + +       + +  + +  7 
Judgements +             +   2 
Attitude +  + +    +    + + + + + 9 
Intention +                1 
External (Exogenous) +    +  + +   +   + +  7 
External informational impact   +    +          2 
Societal (sociocultural)              +  + 2 
Cultural   + + +  +    + +  + +  8 
Culture +  + + + + + + +   +  + + + 12 
Subculture   + + +   + +   +  + + + 9 
Ethnicity +                1 
Values +       + +    +    4 
Social class +  + + +  + +    + + + + + 11 
Fashion         +        1 
Political and legal base   +      +  +      3 
Social (civil)    + +       +     3 
Reference groups +   + +  + + +  + + + + + + 12 
Family +   + +  + +   + + + + + + 11 
People of direct communication (Friends)     +  +    +   +   4 
Roles and status +  + + +  + + +   + +  +  10 
Marketing mix impact   + ± ± ± ± ± ±  ±  ± + + ± 12 
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Product   +  + ±  + + +   +  + + +  10 
Price +  + ± + + + + +  +  + + +  12 
Promotion (marketing communications) +  + ±  + + +   +  + + +  10 
Distribution (place) +  + ±   + +   +  + + +  9 
Natural and geographical environment   +              1 
Innovations, scientific and technical progress    +        +      2 
Situational +       +        + 3 
Time +  +    +  ± +    +  + 7 
Ownership rights      +  +         2 
Decision making    +  + + +         4 
Reason and importance of purchase    +   +         + 3 
Situation (task, environment, previous state) +   +  + + +   +   +  + 8 
Mood +               + 2 
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Appendix С 

Differences in men and women shopping behavior 

Table C.1 

Differences in men and women shopping behavior [97, p. 62] 
Criterion of 

behavior Men Women 

The pace of 
shopping 

Men come to the store with a clear 
idea of the purpose of the visit. 
They move around the store faster 
than women and spend less time 
reviewing products. They make 
decisions faster. They do not like 
to ask where the necessary 
department is and ask questions to 
sellers. The need to stand in line 
leads to anger 

Women come to the store 
with a general idea of the set 
of purchases and wanting to 
get acquainted with the range 
of the store. They shop and 
inspect the store at a slower 
rate than men. Compare 
quality and prices. Ask 
questions to sellers 

Probability of 
purchase after fitting 

If a man tries on a product. then 
the only reason why he will not 
buy it is the wrong size: 65% of 
men who went to the fitting room, 
bought the chosen clothes. Pay 
attention to the practicality and 
convenience of the product 

Only 25% of women who try 
on a product buy it even if the 
size suits them. Pay attention 
to the style and fashion of the 
product 

Attention to price 
tags 

72% of men pay attention to the 
price 

86% of women pay attention 
to the price 

Attitude to money Do not respect the family budget 
are not managers of funds. Spend 
money on pre-planned goods 

Managers of the family 
budget spend money not only 
on that. that was planned in 
advance, but also for goods, 
the purchase of which was 
not included in the immediate 
plans 

Relationship with 
sales staff 

The characteristic desire not to 
seem petty, attach great 
importance to the friendliness of 
the seller, feel obliged if help was 
provided in choosing the product. 

The longer they choose the 
product, the more often they 
object to the sellers. Better. 
than men understand fashion 
so they are harder to 
maintain. Sellers are more 
accommodating in tori with 
men than with women 
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Appendix D 

Classification of personality types of consumers 

Table D.1 

Classification of personality types of consumers [135, p. 12 – 14] 

Classification criteria Personality types of consumers 
By behavior strategy (G. 
Assel) 

1. End consumers: individual consumers, families or households. 
2. Institutional consumers: commercial and government organizations. 
3. Society 

On the basis of market 
segmentation 

1. Regular customers - according to the degree of brand loyalty. 
2. Seekers of discounts - according to the degree of sensitivity to price. 
3. Men, women - according to socio-demographic characteristics. 
4. Buyers-experts - according to the degree of awareness of the 
product. 
5. Mods; impulsive, active - on a psychographic basis. 
6. Others 

By type of temperament 
(Hippocrates, I. P. Pavlov) 

1. Choleric. 
2. Phlegmatic. 
3. Sanguine. 
4. Melancholic 

By reaction to innovation 1. Innovators. 
2. Early adopters. 
3. Early majority  
4. Late majority. 
5. Conservatives 

By the degree of 
rationality of choice 

1. Rational consumers. 
2. Irrational consumers 

By the degree of activity 
and emotional 
responsiveness 

1. "Analyst" - passive and unresponsive. 
2. "Enthusiast" - active and responsive. 
3. "Activist" - active and unresponsive. 
4. "Good man" - passive and responsive 

According to the lifestyle 
of consumers (V. A. 
Kvartalnov) 

1. The seeker of pleasures immersed in himself. 
2. An active and purposeful person. 
3. Representative of the business community. 
4. "Blue collars". 
5. Traditional stay-at-home 

By the specifics of the 
work of sellers with 
consumers, D. Ushakov 

I. Seller-friendly consumers 
1. Entrepreneur - has a business-like appearance, clearly formulates 
requirements. 
2. Player - well dressed, emotional, in a good mood. 
3. Skeptic - conservative, habits are important, balanced. 
4. Whiner - shy, tries not to cause inconvenience, is polite. 
II. Consumers inconvenient for the seller 
1. Maximalist - pragmatic, aggressive, condescending smile or no 
emotion. 
2. Diva - arrogance, self-centeredness, mannerism, pretentiousness, 
condescension. 
3. Bore - self-confident, negative, harsh tone. 
4. Bulldozer - disgruntled, irritable, nervous, pretentious, edifying 
and harsh tone 
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Classification criteria Personality types of consumers 
By personal behavior (C. 
Jung, J. Jacobi) 

1. Red type: dominant, demanding, extrovert. 
2. Yellow type: initiative, sociable, cheerful, open. 
3. Green type: Introvert, sympathetic and patient. 
4. Blue type: judicious, conscientious, clarifying 

By character trait - 
personality drawing (V. V. 
Ponomarenko) 

1. Paranoid (purposeful). 
2. Hysteroid (demonstrative). 
3. Epileptoid (there are two types: stuck and excitable). 
4. Schizoid (strange). 
5. Hypertensive (cheerful). 
6. Emotive (sensitive). 
7. Anxious (fearful) 

According to socio-
demographic 
characteristics associated 
with spending free time 
and consumption (I. Yu. 
Merenkova) 

1. Researchers are strong and independent people, open to new ideas, 
new experiences and new products. 
2. Moral mentors are mature people with a strong value system based 
on ethics. 
3. Giving care - are rooted in the immediate environment. 
4. Communicators are energetic, live in constant tension. 
5. High-energy pleasure seekers. 
6. Guardians are moralists who believe in everything that's right. 
7. Inveterate traditionalists - comfortable with stability and order. 
8. Careerists are superficial people living in the present day. 
9. Greedy consumers - their motto is: "I buy, therefore I exist." 
10. Struggling for survival - worried about maintaining economic 
security, dignity and their health 

By psychographic 
characteristics 

1. Innovators are conservatives. 
2. Confident - not confident. 
3. Aesthetes are pragmatists. 
4. Hedonists are ascetics. 
5. Extremals are hypochondriacs. 
6. Impulsive - reflective. 
7. Homebodies - party people 
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Appendix E 

Morphological analysis of the term “Consumer behavior management” 

Table E.1 

Morphological analysis of the term “Consumer behavior management” 
Definition Author(s) Genus Subject Actions  Object 

The process of influencing of a set of 
marketing tools and psychological 
approaches on the formation of 
consumer decisions 

Kapinus L. [60, 
p. 7] 

Process [Company] Influencing, formation Consuming 
decisions 

The process of forming consumer 
decisions under the influence of the use 
of marketing tools and psychological 
approaches to achieve the goals of the 
enterprise 

Kapinus L. [60, 
p. 14] 

Process - Forming Consuming 
decisions 

Use Marketing 
tools and 
psychological 
approaches 

Achieving Enterprise 
goals 

The company's marketing activities 
aimed at maximizing consumer 
satisfaction with the company's 
products, on the one hand, and 
optimizing sales of the company's 
products – on the other 

Shumilo Ya. 
[146, p. 45] 

Marketing 
activity 

Company Maximizing Customer 
satisfaction 

Optimizing Company’s 
sales 

Communication process, the purpose of 
which is to provide businesses with 
information about consumer demand 
and opportunities to meet it 

Krakhmaleva A. 
[146, p. 54] 

Communica
tion process 

[Company] Provide with information Businesses 

The set of actions that result in such 
changes in consumer behavior that lead 
to the desired purchase of a product 
(service) 

Traino V. [139, 
p. 271] 

Set of 
actions 

[Company] Changes Consumer 
behavior 

Purchase Product 
(service) 
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Definition Author(s) Genus Subject Actions  Object 
Formation of such a structure of 
consumer awareness, which causes a 
change in their perceptions of market 
demand and leads to achieving the goal 
of management, which is to increase 
the consumption of goods or services 
of the enterprise to obtain additional 
profit 

Shumilo Ya. 
[146, p. 64] 

Formation [Company] Formation Consumer 
awareness 

Change Consumer 
perceptions 

Achieving Goal of 
managemen 

Increase Consumption 
of goods or 
services 

Obtain Additional 
profit 

The process of purposeful impact on 
the subjects and objects of marketing 
activities that participate in the process 
of forming new needs and values of 
goods, services, creating new models 
and patterns of consumer behavior 

Danylenko Ye. 
[33, p. 2.4] 

Process [Company] Impact Subjects and 
objects of 
marketing 
activities 

Forming New needs 
and values 

Creating Models and 
patterns of 
consumer 
behavior 

The influence of the enterprise by 
certain means, methods on the 
consumer, on his preferences, on the 
formation of needs, motives, of a 
certain emotional state in accordance 
with the strategic, tactical goals and 
objectives 

Senenko I. [130]  Influence Enterprise Influence Consumer, 
consumer 
preferences 

Formation Needs, 
motives, of a 
certain 
emotional 
state 
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Appendix F 

Results of expert assessment for the external and internal factors of consumer 

behavior 

Table F.1 

Raw data of the last round of expert opinion survey on external factors of 
consumer behavior 

External factors of consumer 
behavior 

Experts Average 
score 1 2 3 4 5 6 7 8 9 10 

Culture 15 18 18 18 17 16 15 18 20 15 17 
Subculture 2 2 3 1 2 3 2 3 4 2 2.4 
Ethnicity 2 2 0 1 2 2 0 0 3 1 1.3 
Values 11 9 15 15 14 15 9 15 10 15 12.8 
Social class 16 18 14 12 15 18 18 20 15 17 16.3 
Fashion 4 3 3 3 2 1 2 3 2 4 2.7 
Political and legal base 5 5 1 0 2 2 2 2 3 4 2.6 
Reference groups 18 20 19 21 19 18 23 17 20 19 19.4 
Family 17 14 20 18 17 18 20 15 15 16 17 
People of direct 
communication (Friends) 3 3 3 2 2 2 4 3 2 2 2.6 
Roles and status 3 1 1 4 2 1 2 2 4 2 2.2 
Natural and geographical 
environment 2 2 0 1 2 2 1 0 1 0 1.1 
Innovations, scientific and 
technical progress  2 3 3 4 4 2 2 2 1 3 2.6 

 

Table F.2 

Kendall's W Test statistics for expert opinion survey on external factors of 
consumer behavior 

Parameter Value 
N 10 
Kendall's Coefficient of Concordance (W) .833 
Chi-Square 99.992 
df 12 
Asymp. Sig. <.001 
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Table F.3 

Raw data of the last round of expert opinion survey on internal factors of 

consumer behavior 

External factors of consumer 
behavior 

Experts Average 
score 1 2 3 4 5 6 7 8 9 10 

Age 8 6 9 5 10 8 7 6 8 7 7.4 
Generation 1 0 0 0 0 3 2 0 0 0 0.6 
Life cycle stage 2 0 3 2 1 2 2 1 3 2 1.8 
Sex (Gender) 10 6 6 10 10 8 9 7 9 7 8.2 
Physical characteristics 0 0 2 0 0 1 0 3 1 0 0.7 
Occupation 3 1 2 1 0 3 3 2 0 4 1.9 
Education 2 1 0 0 0 2 0 0 0 2 0.7 
Income (financial status) 10 9 12 12 9 9 13 11 9 9 10.3 
Personal characteristics 0 0 0 1 0 2 1 0 3 1 0.8 
Lifestyle 6 9 8 8 8 10 11 10 8 8 8.6 
Self-concept (oneself-concept) 0 3 1 0 2 0 0 1 2 1 1 
Location 3 1 0 0 3 2 2 2 3 4 2 
Personal values 7 7 6 6 3 3 8 5 6 8 5.9 
Personality (Personality type) 6 6 6 10 10 9 6 9 6 9 7.7 
Culture 0 0 0 1 1 1 0 1 0 0 0.4 
Motivation 13 12 12 10 9 9 9 12 12 13 11.1 
Opinions 2 3 2 2 0 3 1 3 0 2 1.8 
Awareness  2 3 2 0 3 0 2 1 3 1 1.7 
Emotions 0 0 2 3 0 4 1 4 0 1 1.5 
Perception (Conception) 11 12 11 11 10 9 12 10 12 9 10.7 
Preferences 3 2 0 1 3 0 0 1 1 0 1.1 
Learning (assimilation) 6 9 8 7 8 7 7 9 8 6 7.5 
Memory 1 3 2 3 2 0 2 0 3 3 1.9 
Beliefs 2 1 2 0 1 0 1 0 0 1 0.8 
Judgements 0 2 0 0 0 0 0 1 0 0 0.3 
Attitude 0 1 4 3 3 3 1 0 0 1 1.6 
Intention 2 3 0 4 4 2 0 1 3 1 2 

 

Table F.4 

Kendall's W Test statistics for expert opinion survey on internal factors of 

consumer behavior 
Parameter Value 

N 10 
Kendall's Coefficient of Concordance (W) .765 
Chi-Square 198.976 
df 26 
Asymp. Sig. <.001 
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Appendix G 

Description of Hazar LLC activity and shops taking part in the experiment 

Table G.1 

Directions of economic activities of the Hazar LLC  

Construction and repair works Wholesale and retail of 
products Export and import of products 

Construction materials and 
equipment for industrial, 
housing and civil engineering. 

Sale of cosmetics, perfumes 
and pharmaceuticals and 
drugs, personal care. 

Import of agricultural products 
including crops, livestock, 
poultry. 

Survey and design work for 
construction, erection of 
bearing and protecting designs, 
construction and installation 
engineering and transport 
networks. 

The wholesale and retail of 
consumer products for 
industrial purposes. 

Organisation of exhibitions 
(sales exhibitions), fairs, 
auctions etc. 

Storage and handling of the 
products. 

The organization of export-
import and barter transactions. 

Sale of alcoholic beverages 
and soft drinks, tobacco 
products. 

Activities related to the 
organization of foreign 
tourism. 

Providing design, construction 
and operation of industrial, 
housing and civil facilities 
(including medical, 
therapeutic, sports and 
educational institutions). 

Retail and mediation sale of 
food, including fresh 
vegetables, fruits, meat and 
meat products, eggs, dairy 
products and other food 
products. 

Import of seafood. 

 

Table G.2 

Shops characteristics 

Shop Location Average sales per 
month, UAH 

Average 
paycheck, 

UAH 

Average amount 
of customers per 

day 
A1 Kharkiv, Proskura str., 4 2 550 982,00 203,4 418 
A2 Kharkiv, Kurchatova av., 9 2 563 613,50 171,3 499 
A3 Kharkiv, Chkalova str., 29 2 425 762,50 237,6 340 
B1 Kharkiv, Starova str., 73 1 733 791,50 230,4 251 
B2 Kharkiv, Alchevska str., 25 2 352 763,00 174,6 449 
B3 Kharkiv, Nauki av., 77 2 615 035,50 153,9 566 

Avarage 2 373 658,00 195 421 
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Appendix H 

Questions on factors and aspects of consumer behavior 

Table H.1  

Questions on external factors influencing consumer behavior 
Question 

index Question Variants of answer 

A1 
Would you refer yourself to more 
individualistic person or to more collectivistic 
person? 

 More individualistic person; 
 More collectivistic person; 
 Somewhere in between. 

A2 
Would you refer yourself to more romantic 
person or to more practical person? 

 More romantic person; 
 More practical person; 
 Somewhere in between. 

A3 
How easily you take risks?  I take risk if I see the higher 

benefits; 
 In most cases I chose safe side. 

A4 What would you prefer, to eat one candy right 
now, or eat 2 candy’s in two hours? 

 One candy right now; 
 2 candy’s in two hours. 

A5 

What is your average monthly income?  Less than 10 000 UAH; 
 In the range of 10 0000 – 50 000 
UAH; 
 In the range of 50 0000 – 150 000 
UAH; 
 Higher than 150 000 UAH. 

A6 

Which kind of position do you occupy?  Working in the governmental 
sector; 
 Working in the office in private 
sector; 
 Working in educational/social 
sector 
 Working with your “own hands”; 
 Self-employed; 
 Non-working student; 
 Non-working pensioner. 

A7 

How many family members are living with 
you? 

 Living alone; 
 2-3 family members; 
 4-5 family members; 
 6 or more family members. 

A8 Are you bringing the biggest income to your 
family? 

 Yes; 
 No. 

A9 Are you responsible for most spending in your 
family? 

 Yes; 
 No. 
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Table H.2  

Questions on internal factors influencing consumer behavior 
Question 

index Question Variants of answer 

B1 

What is your age? 18-21 
22-35 
36-60 
61-75 
76 and more 

B2 
What is your gender? Male 

Female 

B3 

What is the personal value that is most 
important for you? 

search for truth 
economic benefits 
style and harmony 
love for others 
power and influence 
spirituality and the search for the 
meaning of life 

B4 

Type of temperament Sanguine; 
Choleric; 
Phlegmatic; 
Melancholic 

B5 

Level of IQ 0 – 80 points 
81 – 100 points 
101 – 120 points 
120 – and more points 
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Table H.3  

Questions on consumer behavior aspects among the stages of purchasing process 
Question 

index Question Variants of answer 

C1 

Do you follow the new product 
updates? 

I prefer to be aware about most of the products that 
could be interesting for me; 
I prefer to be aware about the product updates only 
in few special markets; 
I consider the information about new products as 
unnecessary in my everyday life. 

C2 

Do you follow the new 
purchases among the persons 
of your social environment? 

I prefer to follow what my 
family/friends/colleagues buy; 
I don’t prefer to follow what my 
family/friends/colleagues buy. 

C3 Do you like to buy products 
which are new on the market? 

I prefer to try new products; 
I prefer to buy old models of the products. 

C4 

Do you trust the opinion of 
your social environment 
regarding the products? 

I trust to the opinion of my 
family/friends/colleagues regarding the products; 
I prefer to trust my own perception regarding the 
products; 

C5 

Do you trust to advertise in 
mass media? 

The advertising is quite valuable to understand the 
advantages of certain products; 
Advertising could be useful under very specific 
conditions; 
I don’t trust advertising at all.  

C6 

Do you prefer to spend much 
time for studying all market 
propositions? 

In most cases I know in advance exactly which 
product I want to buy; 
I prefer to study main alternatives of the product; 
I prefer to get maximum information about all 
product alternatives. 

C7 
Is the price being the most 
determining factor in your 
purchase decision? 

Rather yes; 

Rather no. 

C8 

How often you tend to re-
consider product alternatives 
after you have priority option? 

I tend to make purchase as soon as I find proper for 
me option; 
I take some time before making purchase in order to 
re-consider all advantages/disadvantages and other 
alternatives. 

C9 Does purchase decision made 
easily by you? 

Rather yes; 
Rather no. 

C10 

Do you intend to purchase 
products of the same brand if 
the previous purchase was 
satisfying? 

Rather yes; 

Rather no. 

C11 
Do you intend to share 
information about the purchase 
if it was unsatisfied one? 

Rather yes; 

Rather no. 

C12 
Do you intend to share 
information about the purchase 
if it was satisfied one? 

Rather yes; 

Rather no. 
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Appendix I 

Questionnaire on the type of temperament [183] 

 

1. Do you often long for excitement? 

2. Do you often need understanding friends to cheer you up? 

3. Are you usually carefree? 

4. Do you find it very hard to take no for an answer? 

5. Do you stop and think things over before doing anything? 

6. If you say you will do something do you always keep your promise, no matter how 

inconvenient it might be to do so? 

7. Do your moods go up and down? 

8. Do you generally do and say things quickly without stopping to think? 

9. Do you ever feel ‘just miserable’ for no good reason? 

10. Would you do almost anything for a dare? 

11. Do you suddenly feel shy when you want to talk to an attractive stranger? 

12. Once in a while do you lose your temper and get angry? 

13. Do you often do things on the spur of the moment? 

14. Do you often worry about things you should have done or said? 

15. Generally do you prefer reading to meeting people? 

16. Are your feelings rather easily hurt? 

17. Do you like going out a lot? 

18. Do you occasionally have thoughts and ideas that you would not like other people 

to know about? 

19. Are you sometimes bubbling over with energy and sometimes very sluggish? 

20. Do you prefer to have few but special friends? 

21. Do you daydream a lot? 

22. When people shout at you do you shout back? 

23. Are you often troubled about feelings of guilt? 

24. Are all your habits good and desirable ones? 

25. Can you usually let yourself go and enjoy yourself a lot at a lively party? 
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26. Would you call yourself tense or ‘highly strung’? 

27. Do other people think of you as being very lively? 

28. After you have done something important, do you come away feeling you could 

have done better? 

29. Are you mostly quiet when you are with other people? 

30. Do you sometimes gossip? 

31. Do ideas run through your head so that you cannot sleep? 

32. If there is something you want to know about, would you rather look it up in a 

book than talk to someone about it? 

33. Do you get palpitations or thumping in your heart? 

34. Do you like the kind of work that you need to pay close attention to? 

35. Do you get attacks of shaking or trembling? 

36. Would you always declare everything at customs, even if you knewyou could 

never be found out? 

37. Do you hate being with a crowd who play jokes on one another? 

38. Are you an irritable person? 

39. Do you like doing things in which you have to act quickly? 

40. Do you worry about awful things that might happen? 

41. Are you slow and unhurried in the way you move? 

42. Have you ever been late for an appointment or work? 

43. Do you have many nightmares? 

44. Do you like talking to people so much that you never miss a chance of talking to a 

stranger? 

45. Are you troubled by aches and pains? 

46. Would you be very unhappy if you could not see lots of people most of the time? 

47. Would you call yourself a nervous person? 

48. Of all the people you know, are there some whom you definitely do not like? 

49. Would you say that you were fairly self-confident? 

50. Are you easily hurt when people find fault with you or your work? 

51. Do you find it hard to really enjoy yourself at a lively party? 
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52. Are you troubled by feelings of inferiority? 

53. Can you easily get some life into a dull party? 

54. Do you sometimes talk about things you know nothing about? 

55. Do you worry about your health? 

56. Do you like playing pranks on others? 

57. Do you suffer from sleeplessness? 
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Appendix J 

Instruments of consumer behavior management 

Table J.1 

Instruments of consumer behavior management 
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Product  +  + +  + +  +  6 
      Assortment, updating + + + +  + +    6 
      Quality +  +   ± +    4 
      Packaging         +  1 
Services + + + +  + +  +  7 
Point-of-sales materials + +  +   +    4 
Price (Price decisions) + + + +  + + + +  8 
Promotion +  + + + + + + +  8 
    Company’s image, clients  +        +  2 
    Sponsorship           0 
Promotional Deals  +  +  + + + +  6 
Product sampling  +    +     2 
Store atmosphere + +  +  + +   + 6 
    Physical conditions + +    +    + 4 
    Layout + +  +  +    + 5 
    Crowding + +   + +    + 5 
    Music + +    +    + 4 
    Odors  +  ±    +  + 4 
    Colors + +    +     3 
    Merchandising +        +  2 
    Parking +          1 
Stockouts, availability  + +        2 
Sales personnel + +  +       3 
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    Sales personnel knowledge, skills + +    ±  ±    4 
    The customer–salesperson relationship + +     ±    3 
Location +   +  +    + 4 
Working hours      +     1 
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Appendix K 

Results of expert assessment for the instruments of consumer behavior management 

Table K.1 

Raw data of the last round of expert opinion survey on instruments of consumer 

behavior management 

External factors of consumer 
behavior 

Experts Average 
score 1 2 3 4 5 6 7 8 9 10 

Assortment, updating 9 10 12 8 8 10 10 9 9 10 9.5 
Quality 2 2 1 2 1 2 3 3 2 3 2.1 
Packaging 0 1 0 0 1 1 1 1 0 1 0.6 
Services 8 5 4 7 7 6 8 5 6 8 6.4 
Point-of-sales materials 2 1 2 1 0 1 1 2 2 1 1.3 
Price (Price decisions) 12 10 12 13 10 10 12 11 12 12 11.4 
Promotion 8 10 12 8 11 10 10 11 8 9 9.7 
Promotional Deals 12 10 11 10 14 12 11 12 12 14 11.8 
Product sampling 6 10 9 8 10 8 9 7 7 9 8.3 
Physical conditions 2 1 1 3 1 1 1 2 1 1 1.4 
Layout 2 1 2 2 2 2 1 1 1 0 1.4 
Crowding 0 0 3 0 0 1 0 1 1 1 0.7 
Music 6 8 5 6 7 7 7 4 7 4 6.1 
Odors 2 0 0 3 0 2 0 3 0 2 1.2 
Colors 4 6 7 7 6 5 3 4 7 3 5.2 
Merchandising 7 8 4 6 8 4 5 4 6 7 5.9 
Parking 3 3 0 2 0 0 0 1 0 0 0.9 
Stockouts, availability 4 1 4 3 3 5 4 4 4 5 3.7 
Sales personnel knowledge, 
skills 1 2 1 1 0 2 2 2 2 1 1.4 
The customer–salesperson 
relationship 8 10 8 7 9 9 10 9 10 7 8.7 
Location 1 0 0 1 1 1 0 2 1 1 0.8 
Working hours 1 1 2 2 1 1 2 2 2 1 1.5 

 

Table K.2 

Kendall's W Test statistics for expert opinion survey on instruments of 

consumer behavior management 
Parameter Value 

N 10 
Kendall's Coefficient of Concordance (W) .890 
Chi-Square 186.912 
df 21 
Asymp. Sig. <.001 
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Appendix L 

References on implementation of the research results 
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Translation 
Ukraine 
Kharkiv 

LLC “Hazar” Ltd 
 
61085, Kharkiv b/a UA693253650000002600601587757 
Astronomichna str., 37-A In AT “KREDOBANK” 
tel/fax (057)719336, 7199337 MFO 325365 
E-mail: info@hazar.com.ua Code in Ukrainian universal system 22647877 
№ 86 VAT certificate 28727047 
27.08.2021 Tax code 226478720318 

 

Certificate 

on the use of results and specific proposals of Omarov Elvin Shahin ogli, 

submitted in the dissertation for the degree of Doctor of Philosophy 

on the topic "Management of consumer behavior on trade enterprise" 

 

The dissertation of Omarova E. Sh., devoted to the problem of managing consumer 

behavior, is based on the study and analysis of trade enterprises of the Kharkiv region. In the course 

of the work, the author researched in details the economic activity of LLC “Hazar” Ltd., conducted 

a series of experiments in the shops of the Hazar chain, which has been connected with changes in 

pricing policy, price tags, music. On the basis of the conducted experiments Omarov E. Sh. 

Provided the management of LLC “Hazar” Ltd with the substantiated and actual conclusions 

concerning existing problems of the enterprise in the aspect of management of consumer behavior 

and provided suggestions on their solution. 

Practical and methodical recommendations presented in the dissertation work of Omarov E. 

Sh. Has been studied by specialists of LLC “Hazar” Ltd and used in the activities of the enterprise. 

In particular, the company introduced a methodical approach to managing consumer behavior and 

recommendations for changing the music, advertising campaigns, pricing, color labeling, direct 

interaction of sellers with customers on trade locations. These recommendations can significantly 

affect the sales of LLC “Hazar” Ltd, improving interaction with consumers and enhancing the level 

of their satisfaction, as well as to measure the effectiveness of consumer behavior management 

Thus, these recommendations of the dissertation were introduced into the work of LLC 

“Hazar” Ltd in 2021 and are used in the process of managing the marketing and sales activities of 

the enterprise. 

The use of any results of the dissertation research of Omarov E. Sh. in the economic activity 

of LLC "Khazar" LTD does not cause any financial obligations of the enterprise to the author. 

 
Head Accountant LLC “Hazar” Ltd  stamp, signature  Lahno G. A. 
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Translation 
LIMITED LIABILITY COMPANY “INVESTMENT COMPANY “KHARKIV-

INVEST” 
 
 

Address: 61070, Kharkiv Code in Ukrainian universal system 22647877 
Akademik Proscuri str., 1 b/a UA 94 325365 000000 22600301718015 
Tel (068) 312-75-59 In AT “KREDOBANK” 
№ 35121 from 27.08.2021 MFO 325365 

 
 
 
 

Certificate 
on the usage of results and specific proposals of 

Omarov Elvin Shahin ogli, 
submitted in the dissertation for the degree of Doctor of Philosophy 

in the field of knowledge 07 "Management and Administration" 
in specialty 073 "Management" on the topic: 

"Management of consumer behavior on trade enterprise" 
 

The research on consumer behavior management presented in Omarov E. Sh. dissertation 
work were performed on the basis of analysis and generalization of experience of trade enterprises 
of Kharkiv, which made them relevant for implementation in the activities of local retail enterprises. 
The practical recommendations presented in the dissertation have been studied by us and used in the 
work of Kharkiv-Invest LLC. 

With the active participation of the author and using the tools presented in the dissertation, 
the factors that influence consumer behavior were identified, which allows our company for more 
effective management of it. Some interest was aroused by the dissertation's proposals to evaluate 
the effectiveness of individual tools for managing consumer behavior, which allows to choose the 
most optimal system of instruments. 

These methods were introduced in the work of enterprise in 2021. 
The certificate is issued without financial obligations of the company to the author. 

 
General director   stamp, signature   G. I. Bolberkina 
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managing consumer behavior have been reviewed on the session of Management and Business department of 

the Simon Kuznets Kharkiv National university of Economics on 22 June 2021 (Protocol №13) and have 
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“Management of marketing and sales”, teacher – PhD, docent Kotlik A.V. 

 
First vice-rector 
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