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INTRODUCTION

E-commerce has already become an indispensable part of every consumer’s day-to-day life.
It has changed the buying patterns and expectations of consumers, with Covid-19 accelerating the
shift to online platforms. Brick-and-mortar retailers cannot keep pace with the competition without
new technologies applications, which is illustrated by the closure of offline retail stores (Green &
Harney, 2017). Nevertheless, online shopping gaining popularity quickly is also accompanied by the
‘revitalization’ of offline channels through new technologies implementation such as VR, AR, data
analytics, and robots. McKinsey (2021) shares the insights into the future of retailing, emphasizing
the importance of personalization in omnichannel retail. The company describes the retailing
experience of the future as ‘phygital’, highlighting the vital role of the seamless interconnection of
different retail channels. Though understanding the importance of omnichannel personalized
customer experience, many retailers fail to provide unified experience (Hossain, Akter, and
Yanamandram, 2020). More than that, customers expect a personalized approach in most touchpoints
with companies, which puts additional pressure on the company’s marketing strategies. These factors
underline the importance of the research in the area and allow to receive practically beneficial results.

As it can be seen, retailers are presented with the task to provide a personalized experience to
the customers throughout the omnichannel customer journey. There is a complication with the
provision of seamless customer experience, but the issue is complicated even more by the
personalization-related problems. Though it might sound as if the more personalized the offer, the
better for the company and consumers, it is not always the case. On the one hand, personalization
enables retailers to provide an experience tailored to the needs of customers, which is the desired
outcome as Martin & Palmatier (2020) highlight that 70% of consumers are dissatisfied with
impersonalized customer experience. On the other hand, more than 70% of consumers are concerned
about how companies use the data they collect (Auxier et al. 2019). This is one of the most popular
paradoxes that complicates the personalization process, but it is the only one out of many. As more
and more retailers switch to the omnichannel model, it has become an important issue to understand
how personalization methods and customer experience differ depending on the channel and the stage
of the customer journey. Since a company’s resources are limited and should be utilized efficiently,
it is crucial to understand which personalization techniques are valued the most by the customers and
at which stages. This will potentially allow retailers to concentrate their efforts and resources where
customers expect them to provide personalization and know what personalization techniques are
taken for granted by the customers.

Summing up the abovementioned information, it is necessary to emphasize that several factors
underline the relevance of the study. First of all, the complexity of the technology used in retail is

increasing, opening up opportunities for personalization. With the increasing variability of
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personalization techniques, it has become critical to understand which ones are taken for granted by
the customers and which allow a retailer to differentiate. This makes it possible to capitalize on
personalization and use it as a competitive advantage for a retailer, which shows the importance of
the topic. Nevertheless, there are certain limitations and misunderstandings when it comes to
implementing personalization right. The personalization paradoxes complicate the use of
personalization, especially in the omnichannel context. Retailers are highly likely to implement
omnichannel model, which provides several touch points with the customer and increases the
likelihood of a purchase if personalization is done correctly. In this case it is vital to understand how
personalization should be done efficiently without exposing sensitive data. The situation is
exacerbated by the increasing amount of data collected by the retailers, which puts additional burden
on them.

Speaking about the research gap, it is necessary to stress that two areas of research intersect
in this study: personalization and customer experience. The author touches upon the problem of
personalization throughout the customer journey in online retail. In the field of research on retail
channels such areas as the impact of going multichannel, operational problems and customer
experience with little regard to personalization are covered by the existing research. Large amount of
research is focused on cannibalization and complementarity effects when adding retail channels. An
example of such research is the article by Luo, Zhang, et al. (2020). Though there are some articles
that consider customer experience in omnichannel retail, they are mainly focused on customer
preference in terms of channels and categories of goods. Other articles such as Bilgihan, et al. (2016)
investigate the unified customer experience based on literature investigation. As for the research in
personalization field, there are articles that study personalization paradoxes and how to overcome
them (Kaaniche, Laurent and Belguith, 2020), customer attitude towards personalized ads depending
on different variables (Bleier, Eisenbeiss M, 2015), trust-building strategies (Aguirre, Mabhr, et al.,
2015) and the use of recommendations (Dellaert, Haubl, 2012). The article that is closely connected
with this research is the work by Riegger, Klein, et al. (2021), which focuses on technology-enabled
personalization in retail stores. Their research relies on 25 qualitative interviews and the authors point
out, ‘Subsequent quantitative studies could offer more objective assessments of the effects of different
drivers and barriers on TEP success’ (p.152).

To sum up, the research gap lies within the area where personalization and customer
experience intersect because little attention has been paid to value received by the customer from
personalization in different stages of omnichannel retail. This research focuses on distinguishing
between personalization that is taken for granted by the customers and personalization techniques

that can be regarded as optional.



By investigating the issue, practical and theoretical contributions are expected to be
delivered. From the theoretical point of view, the work is supposed to fill the research gap by
integrating the customer experience and customer journey and personalization. Though these areas
are interrelated, their combination is tended to be overlooked in the current research. The study will
provide an insight on how customers regard personalization techniques and how they affect customer
experience depending on the CJM stage and interplay of mitigating factors. From the practical point
of view, the retailers are to benefit from the research by understanding which personalization
techniques they should provide by any means, and which can act as differentiation and give additional
value to the customers. More than that, the research gives an understanding of which particular
personalization techniques provide more value to the customers at each stage of the CJM. The
research proposes that some personalization techniques are seen by customers as the “threshold” ones,
which means that they do not bring additional value, but in case of their absences, a customer is highly
likely to be unsatisfied with the company’s approach. The understanding of the personalization
techniques classification helps to concentrate resources where they are expected to bring the largest
impact, while not focusing on the issues that are not in the customers’ focus. Avoiding resource
dispersion is especially vital amid unfavorable economic conditions, which might be the case due to
economic sanctions against the Russian Federation.

There are two main research questions that addressed in this study. The first one is to define
which types of personalization are taken for granted and which are considered optional in the
customer journey in the context of online retail. Secondly, the research strives to identify the
interconnection between the mitigating effects such as purchase channel and the value from
personalization and privacy concern. Thus, the aim of the research is to investigate the influence of
costumer characteristics and purchase channels on the perception of personalization effects and to
classify the personalization techniques. To achieve the aim several tasks are proposed:

1. To investigate the role of personalization in the omnichannel retail through the literature
analysis.
2. To define the customer journey in online retail and identify the touchpoints that can be
personalized.
3. To identify the factors that influence the perception of personalization effects by consumers.
4. To analyze the influence of identified factors on the perception of personalization effects.
5. To define the basic types of personalization and optional ones.
Speaking about the structure of the work, it consists of 6 chapters. The first chapter is devoted
to the analysis of the modern retail characteristics, and the literature review on the issues of
omnichannel retail and personalization role in it is conducted. In the second chapter the author

conceptualizes the notion of personalization, defines the existing classification, describes the



personalization paradoxes and ways to mitigate them. In the third chapter the hypotheses are derived
based on the previous literature analysis and the operationalization of the hypotheses is described. In
the fourth chapter the methodology and methods are presented. In the fifth chapter the author shows

and analyzes the results of the hypotheses’ testing. At the end of the work, conclusions are presented.



CHAPTER 1. MODERN RETAIL WITH FOCUS ON RETAIL CHANNELS

Overview of approaches to a retail channel definition

The necessity to look at the characteristics of the modern retail with regard to retail channels
is justified by the fact that innovative solutions such as personalization are particularly important for
omnichannel retailers, which have access to large amounts of data and can make consumers focus
attention on relevant content. (Grewal, Roggeveen, & Nordfalt, 2017). More than that, the more
touchpoint there are on the customers journey, the more opportunities for personalization.

In the beginning, there were just offline stores that lured customers with experiential factors,
afterwards online retailers tried to beat the competition by providing the best prices and a variety of
goods. Modern retailers usually combine several channels to reach more customers and deliver an
outstanding customer experience. This tendency has given the rise to multichannel retail. The
customer is usually in the center of these developments with the widespread use of technologies
allowing retailers to give a customer an opportunity to choose a preferred channel. More than that,
modern customers tend to switch between channels in the buying process either to compare prices or
experience the products in an offline store.

Neslin et al. (2006, p. 96) define multichannel customer management as ‘the design,
deployment, coordination, and evaluation of channels to enhance customer value through effective
customer acquisition, retention, and development’. This highlights that a channel represents a medium
between customer and retail or a touchpoint, giving an opportunity to consider social networks a
medium. Possible purchase channels usually include offline stores, online web retail, m-commerce,
catalogs, call-centers, social networks. In some works, multichannel retail is defined as ‘the set of
activities involved in selling merchandise or services to consumers through more than one channel’
(Zhang, et al., 2010, p. 2). This definition highlights that a retail channel is not equal to a marketing
channel, which may leave social networks aside. With the fast development of social networks, people
are more prone to buy through them rather than on the website. According to Forbes (2021), ‘some
35% of consumers overall — and almost half of GenZ and Millennials’ prefer to buy from the brand
social media rather than switching to a website. This illustrates an important role that social media
can play as a retail channel. Though there are different retail channels the current research is focused
on the intersection and interrelation between online and offline channels.

Bearing this in mind, it is also necessary to emphasize that the authors (Verhoef, P. C.,
Kannan, et al., 2015) believe that retailers are switching from multi-channel retail to an omnichannel
one, which underpins the importance of seamless customer experience between channels. The
omnichannel approach differs from the multichannel one since it stresses that all channels are
interrelated and can act as the touchpoints within the customer journey. Customer experience reflects
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all communications and encounters with a particular company (Gentile et al., 2007). Striving to
achieve a better customer experience and, of course, increase profits, encourage retailers to consider
which channels are more efficient to use and how many of them to use. Many researchers considered
the issues of the decision to add channels and the impact of channels additions, complementarity, and

cannibalization effects between channels.

Choosing the combination of channels

The prior research focused on two main types of channel addition. First type is when an offline
retailer added an online channel, which is a more typical case. Second type is when an online retailer
added an offline channel, which is a more novel phenomenon. Luo, et. al (2020) emphasize that the
researchers in this field are concerned with the return on investment when opening a new channel. In
this case, the two most common effects are studied in the literature: cannibalization and
complementarity effects. The researchers focus on defining whether channel addition will result in
sales increase, marketing benefits for the company or lead to cannibalization effect between channels.

The addition of an online channel, which is the most often case, gives customers flexibility
while allowing a retailer to maximize the revenue through cross-channel promotions and increased
availability of the products. Huang (2016) indicates that with the addition of a channel an ability to
reach more customers is enhanced, which is commonly referred to as the ‘availability effect’. More
than that, the author highlights that consumers are able to decide through which channel they prefer
to complete a purchase, making them more likely to complete it. This behavior pattern is named
‘goodness of fit between multiple service channels’. Another advantage of a channel addition is the
wider brand awareness of the consumers. Fornari, et al. (2016) emphasize that in the short term the
offline store opening may reduce the revenue of the online retailer but increase it in the future through
indirect impact on the brand awareness in the particular area.

Though the addition of a new channel might sound as a good idea, it is not always so due to
the cannibalization effect. Researchers emphasize that online channel addition may decrease the
overall profits (Ansari et al., 2008). Less experiential goods are bought online and in case they are
bought, the likelihood ofs returns increases, which may result in increasing the sales simultaneously
with the returns of goods. More than that, the online channel may expose a retailer to even more harsh
competition as customers are more likely to browse through different propositions online and can
find a better offer. Some researchers stress that the negative migration effect is likely to be just after
the channel is added, while in the long run synergies between channels are expected to bring revenue.
The empirical studies conducted to analyze the result of a channel addition also demonstrate that
though there are negative factors, the synergies exceed the cannibalization effect, increasing the

buying frequency (Huang et al., 2016).
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Whether the new channel will bring additional value to the company also depends on stores’
characteristics such as location and proximity to a consumer, variety of goods provided, and the
quality of promotions. For example, customers who live nearby an offline store are likely to decrease
the number of purchases made there with the addition of an online channel. In another study,
researchers tried to incentivize customers to change the preferred channel through coupon promotions
(HBR, 2016). According to the study, there is little sense to incentivize offline customers to shop
online, while encouraging online customers to visit offline stores might be a good idea due to the
seductive environment of a physical store. In an online channel a customer is less likely to make
impulsive purchases because of the larger amount of time and information available to make a
decision and fewer environmental factors that might influence the decision.

The two-sided consequences of going multichannel make companies think about the final
decision and scholars to research into the issue of motivations and constraints of applying the
multichannel model. The area of research is focused on this issue, highlighting such motivators as
competitive advantage creation, profit increase, access to new markets, increase in brand loyalty and
awareness. Among constraints costs of going multichannel and operational difficulties are cited
(Zhang, et al., 2010). Therefore, another stream of research analyzes the operational factors that
multichannel or omnichannel retailers should take into account.

Summing up the section, it is vital to point out that though omnichannel and multichannel
retailers have their potential drawbacks and difficulties, it is the common approaches nowadays and
without implementing some of the practices it is hard to compete on the market. If ten years before
companies struggled with the addition of online channels, now the focus has changed to the

organization of seamless omnichannel experience.

Operational issues related to becoming a multichannel retailer

When retailers decide to add a channel or create an omnichannel experience, several
operational problems might emerge. Usually, it all starts with the question about how to organize the
management of an additional channel. Should different channels be governed independently? How to
coordinate efforts to achieve a stronger synergetic effect? Overall, the authors demonstrate that there
could be two main approaches: centralization, standardization and decentralization (Zhang, et al.,
2010). The choice between the two models will influence how the channels are interrelated. Other
important issues that should be considered with channel addition include data integration,
infrastructure issues, marketing, customer analytics and KPI, assortment and inventory and pricing.

One of the biggest dilemmas in this area is whether the approach to operational problems
should be homogenous or heterogenous depending on the channel. Since the costs structure, targeted

audiences may vary with the channel the pricing policies and promotions should be of a different
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kind. More than that, competitive advantage can be achieved through efficient management of the
channels’ strong and weak sides. The basic example of this is inventory management in online and
offline channels. In many cases, it will be more efficient to keep a larger set of SKUs online to save
on the inventory expenses.

The researchers also considered the problem of promotions, especially cross-promotions
between channels. Zhang, & Wedel (2009) pointed out that promotions that increase customer loyalty
are more successful in the online channels, while competitive promotions bring better results online.
This also shows that different channels should be approached differently in terms of promotions.

To sum this part up, there are certain operational issues when deciding on going multichannel,
though when managed appropriately a combination of channels can bring higher revenue and better
customers experience. Before diving into the interrelation of personalization and omnichannel retail,
it would be useful to summarize the existing research in this field in a table.

Table 1 Overview of the literature on multichannel retail (Created by the author)

Main research area Authors Key topics
Impact of decision of going | Bilgihan, A., Luo, X., Zhang, e Cannibalization and complementarity
multichannel Y., Zeng, F., Qu, Z. Verhoef, P. effects
C., Kannan, P. K., & Inman, J. | e Motivations and constraints of going
J., Fornari, E., Fornari, D., multichannel

Grandi, S., Menegatti, M., & | o Challenges with multichannel approach

Hofacker, C. F. e From multichannel to omnichannel retailing
Customers experience in Acquila-Natale, E., & Iglesias- e Channel preferences
multichannel retailing Pradas, S., Raphaeli, O, e Behavior on different platforms

Goldstein, A., & Fink, L., Singh, | e Analysis of product categories in the context

S., & Srivastava, S., Barta, S., of different channels
Flavian, C., & Gurrea, R., Fang, | o  Analysis of different customers categories in
J., Liu, H,, L1, Y., & Cai, Z. terms of channel preferences
Operational side of Huang, L., Lu, X., & Ba, S, e Value creation in multichannel marketing
multichannel retail Zhang, J., & Wedel, M., | e Pricing, promotion, inventory management,
Acquila-Natale, E., & Iglesias- returns
Pradas, S. Neslin, S. A., Jerath, | o  Homogeneous vs heterogeneous experience
K., Bodapati, A., Bradlow, E. in multichannel retailing
T., Deighton, J., Gensler, S., ... e Environmental factors in deciding on
& Zhang, Z.J. business-models

e Relation between brand and channel choice
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CHAPTER 2. PERSONALIZATION IN MODERN RETAIL

Customer experience and personalization

Customer experience and preferences is another substantive area of research in retail field.
The issue of the measurement of customer experience is discussed extensively in the paper by Klaus
& Maklan (2013). They highlight that customer experience is a comprehensive phenomenon, which
is not restricted to customer service and customer satisfaction but includes the perception of a brand,
emotional experiences with a company. The authors include such dimensions that form customer
experience as product experience, outcome focus, moments of truth, and peace of mind. Outcome
focus is referred to the reduction of transactional costs, moments of truth involve a company’s
flexibility and service recovery, while peace-of-mind describes the customer’s assessment of all the
interactions with the service provider before, during, and after the purchase of the service (Klaus &
Maklan, 2013, p. 231).

The researchers on the customer experience in the omnichannel retail field are mainly
involved in exploring the preferences between different channels and goods purchased through them.
One of the clear examples in this area is the perceived tendency to purchase experiential products
through offline channels since online ones are not able to transmit all the characteristics of a good.
The authors also examine how customers behave during the pre-purchase and purchase processes, in
many cases overlooking the post-purchase stage. One of the streams of this research is presented in
the work of Verhoef et al. (2007), where the authors defined the phenomenon of the ‘research
shopper’. Such type of behavior implies researching a product in one channel, which is more suitable
for this aim while buying it in another. Neslin and Shankar (2009) enriched the classification by
adding the criteria of whether the channels are of the same retailer or a competitive one. Thus, the
authors define two types of buyers: the competitive research shoppers and the loyal ones. Another
interesting classification of customers behavior in omnichannel context is provided by Herhausen, et.
al (2019). In the study aimed to research the loyalty formation the authors identify 5 segments—store-
focused shoppers, pragmatic online shoppers, extensive online shoppers, multiple touchpoint
shoppers, and online-to-offline shoppers.

Personalization in its turn is an effective tool that can be used to improve customer experience
in all channels and increase customer loyalty. This is the point where personalization and customer
experiences in omnichannel retail intersect. Omnichannel retailers strive to provide a seamless
experience within existing channels, which involves personalizing steps on the customer journey.
Verhoef et al. (2015, p. 176) stated that omnichannel retail is “the synergetic management of the
numerous available channels and customer touchpoints, in such a way that the customer experience

across channels and the performance over channels is optimized”. One of the most efficient ways to
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optimize experience is through the personalization of touchpoints. McKinsey (2020) stresses that
omnichannel personalization is the next competitive advantage in retail, which gives an opportunity
to increase revenue by 5% to 15% across a full customer base. The authors of the report also
emphasize that digital personalization is studied and implemented thoroughly, while there is still a
huge room for improvement in in-store personalization. Luckily, new technologies allow to
personalize the in-store experience by integrating information from different channels. Such stores as
‘Amazon Go’ is an example of integrating several channels to provide a superior customer
experience. With the advances in technologies, this kind of stores seems to be only the beginning of
the revolution in customer experience. The researchers study how technologies can transform the
shopping experience. As an example of such a study, Wu, J., et al. (2021) research the impact that 3D
virtual stores can make on the customer experience. The interviewee in the study pointed out that it
is possible to give a short questionary to a customer before entering the store for the purpose of a
personalized experience. This is only one example of technology-enabled personalization, which
might be implemented through the entire customer journey.

This paper also relies on the research in the customer journey area since the stages of the
customer journey map are applied in organizing personalization techniques. The research in this area
is focused on the way it is necessary to construct CJM (Kuehnl, et.al, 2019), identification of steps
on CJM (Towers, A., & Towers, N., 2021) and industry and company-specific cases (Hu, Tracogna,
2020). In broader research topics the authors use a three-step customer journey map with such stages
as pre-purchase, purchase, and post-purchase. Apart from that, there is an investigation of differences
between brand-owned, partner-owned touchpoints and those, which are outside of brand or partners’
control. In this research, the customer journey concept will be used to classify the personalization
techniques that can be applied in different stages. During each step of the customer journey
personalization methods can be applied and it is vital to explore how they influence the purchase
decision. The preliminary and simplified outlook of the customer journey and used technologies is
provided below. The table 2 shows which touchpoints between customer and company can be
personalized and in what way. In future research, it is crucial to analyze the relation between such

actions and their influence on the resulting variable at each stage of the journey.
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Table 2 Personalizing touchpoints in customer journey (based on McKinsey, 2020)

Customer Mobile app Social media
journey
Pre-visit Personalized offers e Personalized
Personalized advertising
notifications e Personalized

Ability to indicate

preferences

During visit

In-store

with use of AR

guidance

In-store
recommendations
Complementary
products at check-out
Ability to choose

personal discounts

Post visit

Reminders and sales
notifications based
on the history of

purchase

communication on

social media

Reminders and
personal

suggestions

Interactive screens

Point of sale

Tech-enabled associates

Digital displays

Personalized
context-specific

ads

Virtual try-on, AR
Browsing catalogs with
personal
recommendations
Add-on options based on
the browsing patterns

and suggestions of the

bundles of items

Smart shelves and | e Guidedbrowsingand | e Restock of past
dynamic displays product purchase
recommendations e Add-on options
e Suggestions of based on  past
complementary purchase
product based on
purchase history

Personalized e Personalize future

context-specific orders

ads

16



Conceptualizing personalization

To start with, there is no definition of personalization that is accepted by the whole research
community (Vesanen, 2007). Though usually it is referred to as a targeted, individual-level
marketing action or strategy (Tam & Ho, 2006), which implies that a consumer is passive, while
all personalization efforts are done by the company. It is also highlighted that one of the key
characteristics of personalization is the delivery of the right content to the right person, which
maximizes value both for a company and a client. According to Lee and Cranage (2011) ‘in e-
business, personalization refers to tailoring and recommending products and services according to
specific consumer characteristics before a customer begins a search’. Personalization provides
such benefits for the consumer as efficiency, convenience, individualization, and hospitality
(Chellappa & Sin, 2005). Historically, personalization was attributed to the services due to
interpersonal character in contrast to goods. Nevertheless, with the advent of technology,
personalization has become a feature embedded in the websites that is no longer for services only
(Gogua & Smirnova, 2020). In its current form personalization can be described as embedded
communications points, instant communication with an e-store (Song, Zinkhan, 2008).

There are several classifications of personalization techniques. To begin with,
personalization can be characterized based on a consumer engagement in communication, which
allows to define several personalization types: pull personalization (when a customer explicitly
requests personalization), passive personalization (still requires customer’s action, but is more
reliant on the company), push personalization (company provides personalization service directly
to a customer without request from him/her) (Wedel, Kannan, 2016). Apart from that, authors
suggest that personalization techniques can be divided into those establishing the feeling of
personal communication (achieved through anthropomorphization) and those creating the sense of
belongingness to the group and awareness of a customer preferences (achieved through
recommendation systems) (Gogua & Smirnova, 2020). Anthropomorphization refers to such tools
as chatbots, intelligent agents and conversation agents, while recommendation systems involve
displaying the offers to a customer based on his previous searching history, actions of similar
customers or the average preferences of a similar group (Gogua & Smirnova, 2020).

Nowadays there are a lot of recommendations and content from different companies,
especially on the Internet, and personalization plays the role of facilitator ensuring that a customer
receives what he/she needs. The customers are targeted by companies’ personalized campaigns
based on several criteria, among which the most popular are campaign source (48%), clicks (40%),
products purchased (39%), e-mail clickthroughs (37%), pages and/or content viewed (36%),
location (35%) e-mail opens (35%), demographics (35%), previous visits behavior (34%) and
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stage of the customer journey (33%) (Leading criteria used for..., 2020). Despite helping customers
to gain value from companies faster and improving customer experience, personalization requires
the use of personal data, which might lead to misunderstanding and rejection of ads, for example,
by the consumers. The additional value delivered by personalization and the constraints related to
it are the two factors that underline the necessity of research in the field. Personalization is one of
the key instruments to provide value to the customer in the fastest manner. That is why the research
also relies on the concept of the value and experiential value, which according to Mathwick et al.
(2001, p. 41) is manifested in 4 dimensions: playfulness, aesthetics, service excellence and
consumer return on investment (CROI).

Personalization can be implemented with the help of different tools and in various contexts.
Examples of personalization may vary from a primitive name addition in marketing materials to
customer-specific recommendations with the application of Al. Some of these techniques are
already regarded by the consumers as ‘must-haves’ and those which help to distinguish a retailer
from the others. Though ‘must-haves’ do not add value to the consumers, if those methods are not
in place, the retailer is sure to lose points in the eyes of customers. As for the personalization
techniques that are considered in this study, the list is formulated through literature analysis and
the 16 most common and relevant techniques are chosen for the prioritization in accordance with
the prior research (8th International GSOM Emerging Markets Conference..., 2021). Among the
considered personalization techniques are recommendations based on search history, similar
products recommendations, chatbots, purchase basket, mobile app and personalization based on
geolocation. As for the mobile apps, it is important to consider them due to the fast development
of m-commerce. For example, in the USA m-commerce is expected to grow by 13% CAGR,
reaching $ 710 billion by 2025 (Mobile retail e-commerce sales..., 2022).

Previous and current research in the field of personalization can be divided into several
broad directions: the effect of personalization on customer experience, privacy-related dilemmas,
technologies used in personalization and the ways to mediate negative personalization-related
impact. The proposed study will mainly focus on customer experience with the integration of
privacy-related problems to understand what factors impact the perception of personalization
throughout different touchpoints on the customer journey. Martin, & Palmatier (2020) suggest that
future research is concentrated on how data privacy issues arise on the entire journey. This is an
important aspect since several articles state that the way personalization is perceived varies
depending on the channel (Tyrvéinen, et al. 2020). Furthermore, research into how personalization
effects differ between online channels can help to fill a knowledge gap since previously many
papers focused on the personalization in the context of a specific channel. For example, the social

media channel is a distinctive touchpoint, and one of the future research questions may investigate
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whether people are more relaxed with data privacy there. As for instore personalization, there is
an interesting study about how people react to the personalization in public, which is sure to add
different variables to the resulting perception of personalization (Hess, et al., 2020). In the
omnichannel context the concept of technology-enabled personalization is important. It is defined
as ‘the integration of physical and digital personalization dimensions at the point of sale to provide
individual customers with relevant, context-specific information, according to historic and real-
time data in combination’ (Riegger, et al., 2021, p.142). The concept emphasizes an ability to
provide personalization in omnichannel retail based on the available data on the customer. Though
it might sound as a desired result, there are some factors that complicate the personalization
process.

There are several personalization paradoxes that show how complicated the issue is. The
most studied in the literature are personalization-privacy and humanization-dehumanization
paradoxes, but the authors (Riegger, et al., 2021) pointed out that there some other issues that
require analysis. Those issues include staff presence — absence, personal — retailer device and
exploitation — limitation, which implies the desire to explore on the one hand and the fear of being
restricted in choice on the other. The digital literacy is also a complicating factor since without
understanding of technology application any personalization techniques make no sense. In the
current research the problem of personalization vs privacy is more explicitly reflected in the
literature on targeted advertisements and recommendations.

Speaking about the privacy concern, in the literature there are several definitions and the
factors that it arises from. Concern about privacy is conceptualized in the work by Smith, Milberg
and Burke (1996). The authors initially identify several dimensions of the concern about privacy,
including collection, unauthorized secondary use of data, improper access, errors, reduced
judgement and combining data (Smith, et al., 1996). Featherman and Pavlou (2003) highlight that
‘privacy concerns refer to the potential loss of control over personal information when released to
a firm’. Inman (2017) points out that consumers’ privacy concerns usually result from the ‘three
distinct dimensions: collection of personal data, control over the use of personal information by
firms, and awareness of privacy practices and how personal data are used’. For this research the
variables as privacy concern, which represents collection of personal data and concern about its
safety, and vulnerability as fear of loss of control over the personal data are used, while the third
dimension, awareness of privacy practices is out of the scope of the research due to resource
limitations and different focus. As for the vulnerability, authors state that it arises when there is
lack of a sense of control over personal data, which might result in a consumer feeling exposed

and powerless (Aguirre, et al., 2015).
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On the other hand, a consumer is likely to receive value from personalization. The value is
constructed of utilitarian and hedonic components. Two main utilitarian components include
decrease in time and effort, better product fit. Authors also point out that “the value of online
personalization to a user primarily stems from the fit that a product or service provides, and the
convenience of having it delivered in a proactive fashion” (Chellappa & Sin, 2005, p.4), which
confirms the constructed dimensions of the value from personalization. As for the hedonic value,
it is related to the positive emotional value from personalization, which can be presented in the
form of inspiration, intrinsic satisfaction, pleasure at getting discounts, or the shopping experience
(Riegger, et al., 2021, p.144), which is comprised of the feeling of uniqueness and better
communications. Whether the customers will receive the value from the personalization will
depend heavily on how the data on the customers was collected, whether customers were notified
about the use of their personal data and where and when the advertisement was shown. It is
highlighted that being unaware of data collection and receiving personalized offers and advertising
a customer is likely to be exposed to a higher degree of vulnerability (Aguirre, et al., 2015). That
is why inefficient management of these aspects may result in a customer being taking advantage
of because of the inappropriate use of personal data.

There are certain techniques that allow to manage negative consequences of
personalization. Most of them are related with establishing trustworthy relationships between a
company and a consumer. For example, trust-commitment model (Ameen, et al., 2020) and
technology acceptance model (Davis, 1989) are useful when it is necessary to understand how to
build trust with the consumers and how technology can be accepted by the users. Before mitigating
the negative sides of personalization, it is necessary to understand whether customers are even
aware of the use of personal data. After that a trust-building techniques are applied to decrease the
negativity while preserving the positive sides of personalization. Trust is important for two main
reasons: it allows to conduct the commercial transaction with a company in the first place and,
secondly, makes customers understand that their personal data won’t be misused by a company.
Important factors that build trust between customers and companies are familiarity with the
company and past experiences with it (Chellappa & Sin, 2005, p.9).

Summing everything said up, it is necessary to highlight that though researchers have
analyzed the personalization issue, there are still certain gaps in knowledge. This paper aims to
explore the value side of personalization through the conceptualization of basic personalizing
methods and those that add value and should go at a premium. The research is distinguished in a
way that it provides the analysis in the omnichannel contexts, taking into account touchpoints, the

methods to personalize the interaction and social and behavioral characteristics of participants.
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CHAPTER 3. HYPOTHESES DEVELOPMENT
Hypotheses derivation

Before proceeding into hypothesis description, it is necessary to highlight that for the study
a CJM has been designed. To portrait the holistic customer journey, a more comprehensive
customer journey map has been designed. The CJM stages are consistent with the overall research
on the topic (Lemon, Verhoef, 2016), in which three CJM stages are highlighted: pre-purchase,
purchase and post-purchase. The proposed CJM highlights the touchpoint both on the offline and
online customer journeys, emphasizing such online channels as website, messengers (WhatsApp,
Telegram, etc.), social media (Instagram, VK, etc.) and e-commerce apps. At the each CIM stage
a customer engages in a certain type of behavior with a focus on different outcomes. At the pre-
purchase stage a customer just sees the brand or product, wants to gather more information to
decide on the purchase, at the purchase stage the customer completes the purchase, while at the
post-purchase stage consumption happens. After the consumption a customer either receives joy
from the product, stays neutral or experiences dissatisfaction, which might result in advocating for
the brand or contacting the company’s support and writing a bad review. At the same time a
company aims to make a search for a particular product and information easier at pre-purchase
stage, provides convenient means to make order at the purchase stage and offers more personalized

service at the post-purchase stage. The whole CJM is presented on the next page.
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Nevertheless, although the combination of the different channels is a modern reality, it is
reasonable to limit the scope of the research by focusing only on online retail due to the limited
resources of the research. That is why a less comprehensive CJM has also been constructed to
illustrate the scope of the research. However, the research will investigate the difference between
the perception of personalization by consumers while making the purchase at such channels as
online website and social media. It is believed that social media is a distinctive channel that cannot
be combined with messengers. More than that, online stores in social media are prioritized overall
messengers in the research due to their more rapid development. For example, in 2018 the turnover
in messengers, bulletin boards and social media reached 591 billion rubles in Russia, while VK
accounted for around 44% of all users that make purchases in such channels (Sales via social
media, 2019). The research scope does not include an offline side of the customer journey, the
ability of a customer to choose between offline and online channels, and several touchpoints that
are impossible to personalize or touchpoints that are not company-owned. This version of the CIM
will be used for the hypothesis development and the prioritization of personalization techniques at

each stage defined at this CJM. The version of CIJM used in the research is presented on the next

page.
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Several hypotheses have been highlighted for the examination in the research. Most of
them are related to the analysis of personalization in the context of different online purchase
channels, including social media and websites, and influence of different factors on the
personalization effects. The description of hypotheses and their operationalization is provided

below.

To begin with, it is necessary to operationalize such variables as negative effects of
personalization and value from it. The theory on negative effects of personalization is studied and
two main factors such as privacy concern and vulnerability are derived. The analysis of the
hypotheses is based on the theory provided by Chen, et al. (2019), who designed the model
according to which a consumer perceives reactance to the online personalized ads. The authors
highlight rational factors such as perceived costs of non-personalization, privacy concerns, and
opportunity costs in line with affective factors such as ownership and vulnerability. Speaking about
the rational factors, it is important to emphasize that perceived costs of non-personalization are
referred to the situation when non-personalization will result in increased effort and time costs for
the consumers, which means that the negative reactance to personalization will decrease in this
case. On the other hand, privacy concerns and opportunity costs positively influence negative
reactance to personalization since privacy concern implies that a consumer loses control of
personal information. Opportunity costs, in this case, mean that a consumer has limited access to
the information due to the personalization techniques, which filter the incoming information. As
for the affective factors, ownership is experienced by the consumers when they interact with
personalized offers or other personalization techniques such as web-sites modification and start to
feel that they have control over the target. Apart from that, the authors analyze such a factor as
vulnerability, which is postulated in the fact that people perceive themselves as being exploited
due to the inability to control their personal information. For the research such constructs as
vulnerability and privacy concern will be utilized since other factors are out of scope of the
research due to the focus on privacy-personalization paradox. Based on the literature analysis, the
privacy concern is in its turn divided into personal data security issues, possibility of data misuse
by the company and the possibility of personal data transfer to the 3™ parties. The model proposed

by the authors looks as follows.
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After looking at how the negative effects of personalization are operationalized, it is worth

exploring how the value from personalization can be operationalized. The main values from the

personalization are providing products and services that fit a consumer and the convenience of

product delivery in the proactive form (Chellappa & Sin, 2005). Another interesting and relevant

concept is ‘searching in choice mode’, which implies that personalized recommendations help to

compare the utility of similar products and make a stopping decision even with the increased

product variability (Dellaert, Hiubl, 2012). Vesanen J. (2007) highlights that the benefits from the

personalization for a customer include better preference match, better products and services, better

communication, and experience. From the analysis of the literature, it can be seen that the value

from personalization is formed by the decrease in time and efforts needed for the consumer to find

the desired product, better product match, improved customer experience, and communication.

This classification reflects both utilitarian and hedonic benefits as it is noted in the literature (Chen,

etal., 2019).

Value from personalization for a

customer

Decrease in time and
effort

Better product fit

| Improved customer

experience

Feeling of
uniqueness

Better
communications

Figure 4 The conceptual model of value to a customer from personalization (Based on

Vesanen, 2007; Chellappa, 2005; Dellaert, 2012)
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Having operationalized the key variables for the research, it is possible to switch to the
hypothesis’s description. The first assumption on which the first hypothesis is based is the
suggestions that the perception of personalization varies depending on different circumstances.
Personalization is sure to bring benefits for the company and customers, and most customers are
expecting personalized experiences from firms. Despite being widely accepted as a prominent
technique, personalization is a complicated issue, which can negatively influence customer
experience due to data privacy issues. This means that what outcome personalization brings is
highly dependent on the circumstances and how it is implemented. This can be seen judging by
the example of personalized ads. The outcome, that is how a person reacts to a personalization

depends on the timing, placement, and credibility of a website (Bleier & Eisenbeiss, 2015).

That is why it is interesting to look at how the perception of personalization differs with
respect to the platform, on which a customer is interacting with a company. Such a direction should
provide some valuable business insights since, on the one hand, more and more brands are starting
to care about their image on social platforms. More than that, a lot of businesses use social
platforms as a part of their marketing campaigns and for ads placement. On the other hand, social
platforms themselves are willing to motivate users to buy products via them. There are many cases
when a consumer sees a product or a brand in a social network and completes a purchase later
through a different selling channel (Martinez-Lopez, et al., 2021, p.71). That is why brands and
especially social networks such as Facebook and Instagram are considering and implementing an
opportunity to buy directly through a social platform. This trend can be illustrated by the addition
of business accounts and monetization through ads. One of the recent examples in this sphere is
the Tiktok announcement about a partnership with Shopify, according to which Shopify merchants
who have a TikTok for Business account are able to add a shopping tab to the profiles (Wells,
2021). With these trends in mind, it seems to be reasonable to dive deeper into the question about
how consumers perceive personalization in social platforms when compared to retailers’ websites.
it is becoming evident that more and more people are ready to buy products through social
networks. Apart from that, social networks already assume a certain degree of personal data
exposure. For these reasons, it is hypothesized that customers care about privacy issues less when

encountering personalization on social networks.

H1: A consumer experiences fewer negative effects from personalization when encountering

personalization on social media than on other retailers’ websites.
H1.1: Purchase on the social media decreases vulnerability experienced by a consumer.

H1.2: Purchase on the social media decreases privacy concern experienced by a consumer.
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To operationalize the hypothesis the concept of negative effects from the personalization
will be used. In case of purchases on different platforms the concept of trust is relevant.
Furthermore, in this case, the authors usually consider the multidimensional issue of trust when
buying through social platforms. It includes the trust to a social platform itself and a selling
company (Martinez-Lopez, et al., 2021). Some people do not see a social platform as a selling
platform, which requires specific technology and regulations. Nevertheless, to simplify the
research and data gathering procedures the trust to the platform will be omitted in this case, while
the author will focus on privacy concern and vulnerability. Summing the operationalization part
up, it is necessary to point out that to analyze the hypothesis, the concepts of privacy concern and

vulnerability will be used with regard to the platform.

Feeling of
vulnerability Privcy concern

Attitude towards \\
personalization j
on the platform

Figure 5 Factors influencing personalization on the social platforms (Created by the

author)

Apart from that, digital literacy is analyzed as a positive factor that decreases the influence
of vulnerability and privacy concerns. Digital illiteracy prevents a consumer from utilizing the
benefits of personalization since he/she experiences increasing discomfort when confronted with
digital solutions. Consumers are unlikely to use the functions or settings that are perceived
complicated even if they improve customer experience (Burke, 2002). In the context of the study
the impact of the level of digital literacy on the vulnerability and privacy concerns experienced by
a consumer when encountering personalization techniques. EY (2021) reported that an increasing
number of people are willing to share personal data amid the Covid pandemic. It has been found
out that when a consumer feels that he/she is in control of the data, he/she is more likely to share
personal data. It is then hypothesized that when a certain person has a higher level of digital
literacy, one is more likely to be better equipped for understanding how the data is protected and

which data can be shared. This means that a person has control over data and is less likely to
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experience vulnerability. That is why it is supposed that there is a negative correlation between
the level of digital literacy and the level of stress and vulnerability experienced when encountering

personalization.

H2: There is a negative correlation between the level of digital literacy and negative effects from

personalization experienced by a consumer when faced with personalization.
H2.1: Digital literacy is negatively correlated with vulnerability experienced by a consumer.
H2.2: Digital literacy is negatively correlated with privacy concern experienced by a consumer.

To test the hypothesis, it is necessary to operationalize the concept of digital literacy, while
the concept of negative effects from personalization has been described earlier. Speaking about
the ways to measure digital literacy, it is worth stating that there are several ways to do that.
UNESCO, as an example, measures seven areas of competencies: devices and software operations,
information and data literacy, communication and collaboration, digital content creation, safety,
problem-solving and career-related opportunities (UNESCO, 2018). The organization presents a
broad skills analysis, which might be complicated for this study. Livingstone, professor of social
psychology, studies the differences in digital literacy between people of different ages
(Livingstone & Helsper, 2007). The authors analyze digital literacy according to six indicators:
opportunity scale, skills scale, years of use, self-efficacy, frequency of use, and average time per
day online. An opportunities scale is concerned with the number of activities that each person does
online, while a skills scale measures the online activities that a person is good at. The other scales
are understandable and indicate the perception of personal skills and the frequency and experience

of the use of digital devices.

Nevertheless, in case of this research due to certain constraints it is more appropriate to
measure digital literacy based on the skills proficiency of the respondents on the 7-point Likert
scales. The skills set that is going to be measured is taken from the work of Labazanov R.S. (2020),
who developed the Digital Competence Research (DCR) model. The model resembles the Digital
Literacy Global Framework (DLGF), developed by UNESCQO’s Institute for Statistics and Digital
Competence Framework for Citizens (Dig Comp), developed by European Commission’s Joint
Research Centre. The author combined two models by adding the “Devices and software

operations” competences from the DLGF framework to the Dig Comp model.

Summing the paragraph up, to test the hypothesis, it is necessary to measure the digital
literacy of respondents according to the presented scales and conduct regression analysis with the

negative effects from personalization experienced by a consumer.
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Thirdly, in the literature there is an understanding that the level of trust to a retailer can
moderate negative effects from personalization. The authors (Bleier, et al., 2015) studied how
click-through rate differs between ads with various depth and width of personalization in case of
two different retailers with different levels of trust. It has been found out that although the trust is
a strong mitigating factor, it is not the only requirements for successful personalization. More than
that, the authors explore mitigating role of trust based on experiment with different ads, while they
encourage broader study of the influence of trust and other characteristics of consumers on the
perception of personalization. Thus, the authors point out the necessity to research more
thoroughly the mitigating role of trust in the perception of personalization in broader context and
the situational characteristics of consumers such as shopping habits. In this study the influence of

trust to online retailers on the negative and positive effects of personalization is studied.
H3: Trust to online retailers decreases the negative effects from personalization.

H3.1: Trust to online retailers decreases vulnerability experienced by a consumer.
H3.2: Trust to online retailers decreases privacy concern experienced by a consumer.

The negative effects from personalization have been previously operationalized, while it is
necessary to describe how the variables ‘Trust to online retailers’ is constructed. Based on the
previous research, the trust variable is constructed as the ability to trust a retailer and the perception

of the online retailers as trustworthy and reliable.

Moreover, the authors highlight the importance of shopping behavior in defining how
personalization techniques are perceived as in the example of personalized ads perception (Bleier,
et al., 2015). Hedonic and utilitarian values of shopping have been discussed in the literature as
the driving motives of shopping behavior (Childers, et al., 2001). That is why such concepts are
introduced in the study to check how these motives influence the perception of personalization and
positive effects from personalization in particular. This allows to see which sopping motives are
more consistent with the benefits from personalization and what type of consumer is more likely

to feel the benefits.

Apart from that, the researchers study the interrelation of emotions and personalization
techniques (Pappas, et al, 2014), highlighting that personalization tends to invoke positive
emotions, while positive emotions encourage the shopping intention. Thus, one of the further
directions of research is to analyze whether hedonic shoppers experience more value from
personalization.

H4: Hedonic shopping influences the value from personalization.
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Based on the previous studies the hedonic shopping variables are constructed. The ‘hedonic
shopping’ is conceptualized using the following dimensions: joy during shopping, ability to enjoy
shopping for its own sake, experiential element of escaping from problems. The value from

personalization is conceptualized in the paragraphs above.

Model to test the hypotheses

A model to test the hypotheses presented above has been created. There is one model since
all hypotheses are concerned with the value and drawbacks of personalization. The four hypotheses
are focused on the influence that different factors have on two sides of personalization: value and
negative effects from it. Afterwards, the overall model is decomposed into the hypotheses and sub-

hypotheses. The model is presented on the next page.
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Figure 6 Overall model for hypotheses Nel-4 (Created by the author)
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Classification of the personalization techniques

To achieve another aim of the research, which is to identify which personalization
techniques are taken by customers for granted and which are seen as value-added ones, the
classification of the possible techniques will be made. It is believed that such a classification exists
in the eyes of the consumers and companies do need to understand which methods are attributed
to which group. As an example of such a classification, it is possible to look at such a widely used
personalization technique as addressing a customer by name. It has become such a standard
approach that most consumers take it for granted and do not see it as something unusual. However,
it is supposed that if this technique is not in place, it will negatively affect a consumer’s customer

experience.

Taking the abovementioned argument into consideration, it is hypothesized that some
personalization techniques are seen by customers as the “threshold” ones, which means that in
case of their absences, a customer is highly likely to be unsatisfied with the company’s approach.
At the same time there are such methods that in case they are not in place the company will not
lose points in the eyes of a consumer, though if they are implemented, a customer is likely to
receive additional value. These propositions are also confirmed by Kano’s model of customer
satisfaction, which is a product-related model that concerns product requirements. It is stated that
there are must-be requirements, the fulfillment of which will help to keep the customer “not
dissatisfied”, one-dimensional requirements, which are explicitly required by customers and
attractive requirements, which are not stated explicitly and fulfillment of which leads to more than
proportionate satisfaction (Sauerwein, et al., 1996). This study in a certain way replicates the
approach of Kano’s model on the personalization techniques but simplifies it to two-dimensions,

required ones and those, which bring additional value.

The necessity of the classification and further analysis is justified by the fact that companies
can evaluate whether they already implemented “threshold” techniques and whether they are
willing to invest in personalization methods that add value to a consumer and give a competitive

advantage to a company.
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CHAPTER 4. METHODOLOGY AND METHODS

Variables

To start with, it is necessary to define the variables used in the research. The variables are
measured on an interval scale. There are several groups of variables used in the research, including
such groups as effects from personalization, social and demographic characteristics, other personal
characteristics related either to digital literacy or shopping patterns and mitigating factors. The
first group of variables regarding personalization effects include such variables as privacy concern,
vulnerability, value from personalization. The mitigating factor is only one - the purchase channel,
which is either traditional online shop as the website or online shop in social media. Other variables

are presented on the Figure 7.

Social and demographic characteristics Mitigating factors Effects of personalization on consumers
( Gender ) [ Age J [ Education ) Value from personalization
Purchase channel / \
( Sphere of occupation ) ( Job position ) .
Utilitarian values Hedonic values
( Marital status j ( Income group ) Savings in time and effrot Joy and satisfaction from receiving
relevant recommendations

‘ Better product fit | ‘ Willingness to share personal data ‘

Personal characteristics of a respondent

( Negative effects of personalization )

Satisfaction with quality of online shopping experiecne and products j / \\
Frequency of looking for discounts ™

Difficulty navigating in brands online j
Lack of feeling of security

Data security

Trust to online shops ] ( Digital literacy )

Transfer of data to 3rd
Familiarity with personalization ) [ Utilitarian shopping J parties

Lack of feeling of security

Frequency of online shopping ) [ Loyalty to a firm ) Data misuse

A Y OO O

Hedonic shopping j ( Sanctions effect )

Figure 7 Variables used in the research (Created by the author)

Questionnaire development and sample description

The data is gathered through the questionnaire. For most of the questions five-point Likert
scales are applied, which is a common methodology in personalization-related studies (e.g.
Aguirre, et al., 2015, Chellappa & Sin, 2005). The questionnaire consists of five parts: general
information about the buying patterns, the awareness of personalization techniques,
personalization in the purchase process, individual characteristics of a respondent, and social and

demographic profile of a respondent.
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The first part of the questionnaire is devoted to buying patterns and aims to assess such
qualities of a respondent as frequency of purchases, loyalty to a firm, frequency of looking for
discounts, satisfaction with online shopping experience and goods, trust to online shops, ease of
navigation between different brands online and familiarity with personalization techniques. This
part’s main aim is to involve a respondent into the purchase context and understand what shopping

patterns he/she is accustomed to.

Afterwards, there is a small part of questionnaire about the familiarity with personalization
overall. The respondents are asked whether they are familiar with personalization and asked to
give examples of personalization techniques. The part allows to grasp the understanding of and

familiarity with the personalization concept to analyze the results through these lenses later.

The next part, personalization in the purchase context, is the main part of the questionnaire.
It consists of two scenarios — purchase at online shop on the website and purchase at online shop
at the social media, while the respondents are allocated between the scenarios randomly. In the
scenarios the respondents are asked to imagine a shopping experience in case of clothes purchase
to make it more close to the reality. Each scenario is comprised of two components —
personalization techniques prioritization at pre-purchase, purchase and post-purchase stages and
effects of personalization measurement. The prioritization of personalization techniques is devoted
to the identification of “threshold” personalization methods and ones that brings additional value
to a customer. For this purpose, a ranking of the personalization methods will be created, asking
the respondents to rank the methods, which according to their opinion are not important at all,
somehow important, nice to have, or critically important (taken for granted). This part of the
questionnaire will allow to gather statistical data on the perception of methods and conduct

frequency analysis.

The individual characteristic of a respondent includes the questions on digital literacy,
hedonic and utilitarian types of shopping behavior. The digital literacy assessment consists of
several questions about the digital skills, which allows to understand a respondents’ digital skills

level and construct digital literacy variable based on skills assessment.

The last part is focused on gathering data about the social and demographic profiles of
respondents, including age, gender, education, marital status and income group, sphere of
occupation and job position. This is necessary to understand the profile of the respondents and

ensure that the sample for the survey stays representative.

As for the sampling methods and representativeness, it is vital to point out that the general

population of the research are Russian citizens aged above 18 since this category is likely to be
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able to make purchases online, which is the most important factor for the survey. Apart from that,
according to the research by Yandex Market and GFK Rus, the most frequent online shoppers are
people of the following age groups: 15-24 (54% of this age group have made online purchases),
25-34 (58%), 35-44 (56%). This indicates that particular attention should be paid to people of ages
from 15 to 44. More than that, this category of citizens is believed to be the most active users of
digital devices. Therefore, for the sample, it is reasonable to control the representativeness of the
sample by monitoring such characteristics as age and gender since it is difficult to control income
and education levels due to resource limits. The quotas are set for the gender and age groups with
the size of quotas of min. 30 respondents for age groups 18-29, 30-39, 40-49 and of min. 10
respondents for the age group 50 and above. This means that quotas are not equal, and the sample
is not aimed at replication of the demographic structure since the most frequent users of online
shopping are identified above. The quotas for the age groups in the range between 18-49 are higher
since they are prioritized in the research due to the prevalence in the statistics on the frequency of

online shopping.

Table 3 Minimal quotas for groups (Created by the author)

Gender
Age Male Female Total
18-29 30 30 60
30-39 30 30 60
40-49 30 30 60
50 and above 10 10 20
Total 100 100 200

Consequently, the expected size of the sample is at least 200 respondents. More than that,
since there are two scenarios embedded into the questionnaire it is necessary to ensure that each
scenario receives at least 100 responses. The respondents are divided between the scenarios
randomly by selecting the number they like in the questionnaire. The respondents are expected to

be recruited through convenience and snowball methods.

Methods of analysis

First of all, the factor analysis is used to decrease the dimensionality of the variables and

construct the needed factors. In order to analyze the 1st hypothesis independent t-test is applied.
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In the study regarding the effectiveness of the advertisement depending on the personalization
effects mean comparisons are also applied, which indicates the appropriateness of the methods for
the research in personalization field (Aguirre, et al., 2015). To test the 2nd hypothesis regression
analysis is applied. The regression analysis helps to identify the causality between variables and is
widely applied in studies on personalization (Stevenson and Pasek, 2015). To test the 3%
hypothesis regression analysis is also applied. To test the 4™ hypothesis independent t-test is
applied. The respondents are divided into two groups based on the value of the ‘Hedonic shopping’
variable. The first group is the respondents who have negative attitude towards hedonic shopping
(102 respondents), while the second group is positively or neutrally attuned to hedonic shopping
or shopping for its own sake (98 respondents). The difference in purchase platform scenarios is
not made in this case to obtain the large enough sample. It is possible to do so since the statistical
tests does not show significant difference between the scenarios. As for the classification of

personalization methods, frequency analysis of the answers is used to conduct the classification.
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CHAPTER 5. DATA ANALYSIS AND DISCUSSION

The chapter is devoted to the presentation of data analysis results and the description of the
findings and their discussion. Firstly, the collected sample is described, then the statistical testing
of the hypothesis is presented, and the results are discussed at the end of the chapter with practical

and theoretical implication highlighted.

Obtained sample description

To begin with, 231 answers from the respondents have been collected. The quotas were not
met properly due to the prevalence of the respondents aged 18-24, which indicates that the
respondents from this group should be chosen randomly within the stated quotas. That is why 60
respondents from the age group 18-24 were chosen randomly to meet the established quotas. As
for the other groups, the number of respondents is within the needed quotas. Since there are two
scenarios in the research, it is necessary to point out that there are 99 answers in the first scenario
(purchase at the website) and 101 answers to the second scenario (purchase at social media), which
indicates that the quotas for the scenarios are properly met, and the distribution is almost equal.
The sample was checked for the uninvolved answers when a respondent answers in the same way
to all the questions and it has been found out that there are no such respondents in a sample. Apart
from that, the answers were checked for contradictory answers and several respondents were

excluded.

Describing the characteristics of the respondents in the sample, it is vital to emphasize that
the majority of the respondents (around 70%) hold either bachelor or master’s degree, which is not
a crucial criterion to this research, but might cause some deviations if the same test is conducted
for the people with other educations backgrounds. As for the spheres of occupation, the most
frequent answers are education and service sector, but all categories of occupation identified for

the research are present in the sample.

Moving to the shopping behavior patterns and the familiarity with the personalization, it is
necessary to point out that most frequent products purchased online include apparel (63,2% of the
respondents), airplane/railroad tickets (59,3%), prepared food (57,6%), electronics (55,8%),
tickets to theater/movies etc. (51,1%). Most of the respondents have purchased goods online in
Russian internet shops (87,9%), 31,6% have completed purchases in foreign online shops, while
20,3% have purchased in social media and only 9,5% in messengers. This indicates that although
purchase in social media and messengers is gaining popularity, the traditional websites are still the

most popular means for purchase.
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It is also interesting that 67,4% of the respondents are familiar with the term
‘personalization’, which might be explained by the education level of the sample. The
personalization techniques that are most frequently encountered by the respondents include mobile
app (67,5%), shopping basket (67,1%), recommendations of similar products (63,2%), e-mail
letters with recommendations and discounts (58,9%) and recommendations based on search
history (55,4%). When asked to give the examples of personalization, most of the respondents
refer to recommendations based on search history and complementarity of products. Apart from
that, the relatively frequent answer is the ability to change the product based on the desires of the
buyer, i.e., customization. Apart from that, the frequency analysis of the answers regarding the
associations that come to mind when people hear the word ‘personalization’ has been conducted.
The most common words include ‘my’, ‘interests’, ‘preferences’, ‘individual’, ‘approach’,
‘recommendations’, ‘data’, ‘loyalty’. It can be seen that the respondents highlight several
dimensions related to personalization: the individual approach to each customer according to

preferences, instruments used in personalization and the use of data.

Having described the sample, it is necessary to ensure that the data is valid and can be
statistically analyzed. Firstly, there are no missing values in the dataset. As for the outliers, they
are not an issue in this research since the answers are ranked on a Likert scale. Speaking about the
normality of the dataset, the Kolmogorov — Smirnov test indicates that the distribution is not
normal for most of the variables. However, since there are more than 30 observations, the central
limit theorem allows not to worry much about the normality. Apart from that, the skewness and
kurtosis do not exceed the value of -2 and 2 for all variables in the research, which is regarded as
acceptable. Apart from that the new variable ‘scenario’ is added to divide the respondents between

two scenarios.

Research model and hypotheses testing

To start with, the classification of the personalization techniques is produced based on the
answers and further the comparison between two scenarios is run. The frequency analysis of
answers is conducted to classify the techniques at different stages of the CJM both in purchases
on websites and at social media. Firstly, the classification of personalization techniques is provided
for each CJM stage at website purchase, then the personalization techniques during the purchase

at social media is discussed and after that the results for two platforms are compared.

In the questionnaire the respondents were asked to assess the importance of the
personalization methods at each stage of the CJM. There are 4 categories in which they can place

the considered personalization methods: not important at all, nice to have, somewhat important
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and critically important. In this classification critically important personalization techniques are
believed to be the threshold ones, while nice to have techniques are not required by consumers but
are appreciated if they are in place. The classification for the purchase both at website and social

media is provided below.
The purchase at website.

As for the pre-purchase stage, it can be seen that the technique required by many
respondents is mobile application, followed by the ability to consult with a manager and
messengers to communicate with managers and recommendations based on search history, while
the fact that company’s employees address customers by name is not considered to be an important
aspect as well as chatbots. This can be explained by the fact that m-commerce is gaining popularity
in online shopping, while the ability to consult with managers allows to get the information as
soon as possible. As for the value-adding, optional techniques it is necessary to point out push

notification and advertising based on location.

Personalization techniques at pre-purchase stage (Website) in
)
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34,5

Mobile application

|

Messengers to communicate with managers

Recommendations based on actions of customers with. .

Personal recommendations on a company’s website

Addresing a customer by name
E-mail letters with recommendations and discounts

Push notifications with recommendations and discounts
Chatbots

Ability to consults with a manager

|

Adpvertising and recommendations based on location

Recommendations of similar products

Recommendations based on search history

o

10 20 30 40 50 60 70 80 90 100

m Not important atall ~ mNice to have  m Somewhat important Critically important

Figure 8 Personalization techniques at pre-purchase stage in website purchase (Created by the

author)

Table 4 Classification at pre-purchase stage in website purchase (Created by the author)

Category Personalization techniques
Not important at all e Addressing a customer by name
Nice to have e Advertising based on location
e Push notifications
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e E-malils

Recommendations of similar products

Recommendations based on search history

Chatbots

Personal recommendations on a website

Recommendations based on actions of customers with similar
profile

Somewhat important

. ‘ Ability to consults with a manager
Critically important e Messengers to communicate with managers
e Mobile application

Moving to the purchase stage, it is necessary to emphasize that overall, the importance of
personalization techniques increases at this stage, which might be explained by the importance of
the smoothness of the process to the customer. It can be seen that the shopping basket and
personalization of payment and delivery methods are an absolute ‘must’, followed by an ability to
customize product and mobile application. It is possible to say that at the purchase stage the
requirement from the customers increases with particular attention to personal approach. Another
conclusion that can be made from this data is that consumers value functional techniques that are
sure to make the purchase process easier (shopping basket, personalization of payment and

delivery methods) or to customize the product.

Personalization techniques at purchase stage (Website) in %

Mobile application |INEISHROSE 25000 47.4
Recommendations of complimentary products  [ISEEE2ZEN 4220 29,3 |
Personal recommendations on a company’s website | SRSSI S 259
Addresing a customer by name [ RS2SR0 o8 224
Shopping basket OSI2III8 74,1 |
Chatbots RS A 2350
Ability to consults with a manager IS 26070 43,1 |
Personalization of payment and delivery methods ZJSHIOBIE233000 63,8 |
Recommendations of similar products ZSHNNNRZAGEN 220 276

Ability to customize the product (change color, etc) SINZEN NS4S 50 |
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m Not important atall ~ mNice to have = Somewhat important Critically important

Figure 9 Personalization techniques at purchase stage in website purchase (Created by the

author)
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Table 5 Classification at purchase stage in website purchase (Created by the author)

Category Personalization techniques

Not important at all e Addressing a customer by name

Recommendations of similar products
Chatbots

Personal recommendations on a website
Recommendations of complimentary products

Somewhat important

Ability to consults with a manager

Mobile application

Ability to customize the product (change color, etc)
Personalization of payment and delivery methods
Shopping basket

Critically important

Speaking of the post-purchase stage, it is evident that mobile application is again the feature
that customers are waiting for the most, followed by messengers to communicate with managers
and recommendations based on search history. Compared to the pre-purchase stage the importance
of e-mail letters, messengers to communicate with managers and even addressing a customer by
name increase, which can be explained by the fact that after the purchase the client might have

questions about the products and requires more personalized approach.

Personalization techniques at post-purchase stage (Website)
in %
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Figure 10 Personalization techniques at post - purchase stage in website purchase (Created by

the author)
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Table 6 Classification at post-purchase stage in website purchase (Created by the author)

Category Personalization techniques
Not important at all e Addressing a customer by name
Nice to have ¢ Push notifications
e Recommendations of similar products
e Recommendations based on search history
‘ e Personal recommendations on a website
Somewhat important e Recommendations based on actions of customers with similar
profile

e E-mails

e Messengers to communicate with managers

Critically important * Mobile application
e Chatbots

Concluding the paragraph about the personalization techniques classification at website
purchase channel, it can be highlighted that the most importance in terms of personalization
techniques is attributed to the purchase stage. The methods that are highly important and taken for
granted are mobile app, recommendations based on search history, shopping basket,
personalization of delivery and payment methods, ability to customize the product and the ability
to consult with a manger. The value-adding, optional methods include push-notifications, e-mails,
chatbots and location-based ads. It is also crucial to point out that in some cases there is a relatively
large proportion of people, who see the methods as not important at all in case of addressing a

customer by name, e-mails, push-notifications, chatbots and location-based ads.
The purchase in social media.

To start with, it is necessary to point out that in case of purchase via a shop at social media,
the number of respondents, who consider the described personalization techniques important
decreases. Probably, it can be the cause of lower trust to the social media or the inability to see a
social media as a selling platform or the perceived ability of a respondent to navigate in social

media without any additional help.

The personalization techniques at pre-purchase stage are considered at the social media
purchase channel. In this case the most important personalization technique is an ability to consult
with managers, followed by recommendations of similar products and chatbots. The value-adding,
optional techniques in this case are push notifications, messages with recommendations and
discounts. Apart from that, large percentages of the respondents see addressing a customer by

name, location-based ads and recommendations based on actions in social media as unimportant.
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Personalization techniques at pre-purchase stage
(Social media) in %
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Figure 11 Personalization techniques at pre-purchase stage in social media purchase (Created

by the author)

Table 7 Classification at pre-purchase stage in social media purchase (Created by the author)

Category Personalization techniques

e Addressing a customer by name

Not important at all S1 :
e Advertising based on location

. e Push notifications
Nice to have e Recommendations based on actions in social media
e Messages with recommendations and discounts in social media

Recommendations of similar products

Somewhat important e Recommendations based on actions of customers with similar
profile
e Chatbots
Critically important e Ability to consult with a manager

Moving to the purchase stage, it is vital to emphasize that the importance of personalization
techniques increases at this stage as well as at purchase stage in website purchase. The tendency
is almost similar to the purchase in website channel as the shopping basket, personalization of
payment and delivery methods and an ability to customize the product are the most important
personalization techniques. These methods are followed by recommendations of similar products,

an ability to consult with a manager and recommendations of complimentary products. At this
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point it is difficult to tell which techniques are not essentials with the exception of chatbots.

Addressing a customer by name is considered not important at all again.

Personalization techniques at purchase stage
(Social media) in %

Recommendations of complimentary products [ iSRRG 32,2 |

Addresing a customer by name 16,5
Shopping basket 0jSSHIIZSEN 78.3 \
Chatbots 243
Ability to consults with a manager [ SRS 35,7 |
Personalization of payment and delivery methods — 63,5 |

Recommendations of similar products  [ENECZGSAS 339 |
Ability to customize the product (change color, etc) S NCORNNZS AN 47,8 |
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Figure 12 Personalization techniques at purchase stage in social media purchase (Created by the

author)

Table 8 Classification at purchase stage in social media purchase (Created by the author)

Category Personalization techniques

Not important at all

Nice to have e Addressing a customer by name

_ e Recommendations of similar products
Somewhat important e Chatbots
Recommendations of complimentary products

Ability to consults with a manager

Ability to customize the product (change color, etc)
Personalization of payment and delivery methods
Shopping basket

Critically important

Lastly, the personalization techniques at post-purchase stage are considered. It can be seen
that the importance of personalization techniques decreases even more compared to the pre-
purchase stage. It might indicate that consumers at social media are not willing to communicate
with shops out of the purchase stage. After making a purchase consumers are even less likely than
at the pre-purchase stage to see personalization techniques as important, which also might be
explained by the fact that social pages are private places to communicate with friend, relatives,
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etc., but not with brands. The most important techniques in this case are an ability to consult with
a manager and recommendations based on actions of customers with similar profiles, one of which
is the method which is in line with the main function of social media, communication, and which
allow to solve the issues after the purchase. In this case it is interesting that four methods (location-
based ads, push notifications, addressing a customer by name, messages with recommendations)

can be left aside since large percentages of the respondents consider them not important at all.

Personalization techniques at post-purchase stage (Social media)
in %

Advertising and recommendations based on location

||

Push notifications with recommendations and discounts
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|98}
[\o}
(8}

Recommendations based on actions of customers with..
Addresing a customer by name

Messages with recommendations and discounts in social..

]
N
=

Chatbots
Recommendations based on actions in social media 11
0 10 20 30 40 50 60 70 80 90 100
m Not important at all ~ mNice to have  m Somewhat important  w Critically important

Figure 13 Personalization techniques at post - purchase stage in social media purchase (Created

by the author)

Table 9 Classification at post-purchase stage in social media purchase (Created by the author)

Category Personalization techniques

Addressing a customer by name

Advertising based on location

Messages with recommendations and discounts in social media
Push notifications

e Recommendations based on actions of customers with similar
profile
e Chatbots

e Recommendations based on actions in social media

Not important at all

Somewhat important

Critically important e Ability to consult with a manager
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The comparison of results between two purchase scenarios.

All in all, it should be noted that the perception of importance of personalization techniques
is higher in the case of website purchase. Apart from that, in both cases personalization techniques
gain higher importance at the purchase stage. For the website purchase the presence of mobile app
is a critically important techniques at all stages, while an ability to consult with managers is the
critically important techniques throughout the whole CJIM at both purchase channels. At the
purchase stage in both cases the most required techniques are shopping basket, personalization of

delivery and payment methods and an ability to customize the product.

The comparison at the pre-purchase stage
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Figure 14 Comparison of personalization techniques importance at pre-purchase stage (Created

by the author)
The insights that can be drawn from the analysis of the graph at the pre-purchase stage include:

1. The recommendations of similar products are ranked almost similarly in terms of
importance;
2. The recommendations based on location are among the least important techniques in both

scenarios;
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3. Chatbots are less required in case of website purchase;
4. Push notifications are considered a ‘nice to have’ technique in both cases;

5. An ability to consult with managers has almost equal distributions of answers.

The comparison at the purchase stage

m Not important at all ~ mNice to have  m Somewhat important  m Critically important

Figure 15 Comparison of personalization techniques importance at purchase stage (Created by

the author)
The insights that can be generated from the analysis of the graph at the purchase stage include:

1. The ability to customize the product is a required technique in both scenarios;
2. Recommendations of similar products are almost equally important;

3. Ability to consult with a manager is more important in case of purchase at a website.
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The comparison at the post-purchase stage
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Figure 16 Comparison of personalization techniques importance at post-purchase stage (Created

by the author)

The insights that can be found out from the analysis of the graph at the post-purchase stage include:

1. Recommendations based on actions in social media is a technique that is not that important,

while the recommendations based on search history is a ‘must’ in case of website purchase;

2. E-mail letters, messengers and push-notifications are considered not important at all by

large percentage of respondents in both cases;

3. Recommendations based on actions of customers with similar profile are considered

relatively important and have relatively small percentage of respondents who consider

them as not important at all in both cases.
Conclusion for the personalization techniques prioritization

Table 10 Critically important and somewhat important personalization techniques in

purchase on a website (Created by the author)

Pre-purchase Purchase Post-purchase

Critically | e Ability to consults | e Ability to consults with a e Mobile

important with a manager manager application
e Messengers to | ® Mobile application e Chatbots
communicate with | e Ability to customize the
managers product (change color, etc)
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on a website

e Recommendations
based on actions of
customers with
similar profile

e Mobile application | e Personalization of
payment and delivery
methods
e Shopping basket
[ ]
Somewhat | ¢ Recommendations | ¢ Recommendations of | ¢ Recommendations
important of similar products similar products of similar products
e Recommendations | e Chatbots e Recommendations
based on search | e Personal based on search
history recommendations on a history
e Chatbots website e Personal
e Personal e Recommendations of recommendations on
recommendations complimentary products a website

e Recommendations

based on actions of

customers with
similar profile

e E-mails

e Messengers to
communicate with
managers

As for the critically important techniques in case of the purchase on a website, it is

necessary to emphasize that mobile application and an ability to consult with a manager are the

two most frequently met critically important techniques (3 stages out of 3 for mobile application

and 2/3 for an ability to consult with a manager). The ‘Somewhat important’ techniques that are

most frequently met in CJM stages include recommendations of similar products, personal

recommendations on a website and recommendations based on actions of customers with similar

profile.
Table 11 Critically important and somewhat important personalization techniques in
purchase in social media (Created by the author)
Pre-purchase Purchase Post-purchase
Critically | Ability to consult with | ¢  Ability to consults with a | Ability to consult with
important | a manager manager a manager
e Ability to customize the
product (change color, etc)
e Personalization of payment
and delivery methods
e Shopping basket
Somewhat | ¢ Recommendations | ¢ Recommendations of similar | ¢ Recommendations
important of similar products products based on actions of
e Recommendations | e Chatbots customers with
based on actions of | ¢ Recommendations of similar profile

complimentary products

e Chatbots
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customers with e Recommendations
similar profile based on actions in
e Chatbots social media

As for the critically important techniques in case of the purchase in social media, it is
necessary to emphasize that an ability to consult with a manager is the most frequently met
critically important techniques (3 stages out of 3). The ‘Somewhat important’ techniques that are
most frequently met in CJM stages include recommendations of similar products, personal
recommendations on a website and recommendations based on actions of customers with similar
profile.

Factor analysis

Moving to the analysis of the hypothesis, it is necessary to emphasize that the factor
analysis is conducted to reduce dimensionality of the set and create the variables for further testing.
First of all, the descriptive analysis of data has been conducted beforehand, then the correlations
are checked. It has been found out that there are no multicollinearity issues in this case since there
are no correlations greater that 0.9. KMO is 0.777, which is greater than 0,5 and, according to the
Bartlett’s test the matrix is not an identity one. The principal axis factoring is applied with varimax
rotation with the use of Kaiser’s criterion. As a result, 12 factors are identified, but judging by the
analysis of variables it is reasonable to extract 11 factors. The determinant is less than 0.001, which
indicates that the data is valid. All the values at the diagonal on the anti-image matrix are greater
than 0.5, off-diagonal elements are relatively small, which is good, but the largest one is 0.424. In
reproduced correlation matrix there are only 8% of residuals that are greater than 0.05, which

indicates that the model from factor analysis is adequate. The resulting factors are presented below.

Table 12 Factor analysis results (Created by the author)

% of variance explained
Ne Factor name . Cronbach’s alpha
after rotation

1 Hedonic shopping 10,759 0,921
2 Digital literacy 7,791 0,858
3 Value from personalization 5,920 0,857
4 Trust to online shops 5,024 0,822
5 Quality of products and online | 4,708 0,811

shopping experience
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6 Privacy concern 4,082 0,812

7 Sanctions effect 3,634 0,765

8 Utilitarian shopping 3,588 0,684

9 Loyalty to a shop 3,385 0,734

10 | Vulnerability 3,082 0,851

11 | Difficulty navigating in brands | 2,941 0,672
online

By examining the Cronbach’s alpha, it can be seen that all scales are reliable.

H1: A consumer experiences fewer negative effects from personalization when encountering

Hypotheses testing

personalization on social media than on other retailers’ websites. - Rejected

H1.1: Purchase on the social media decreases vulnerability experienced by a consumer. - Rejected

H1.2: Purchase on the social media decreases privacy concern experienced by a consumer. -

Rejected

Having conducted the factor analysis, it is possible to switch to the hypotheses testing. For

the testing of the first hypothesis independent t-test is applied. The test is applied to the variable

‘negative effects of personalization’ that is generated as the result of factor analysis. The central

limit theorem allows to assume the normality of the sample. As for the equality of variances, the

Levene’s test shows that the variances are equal.

Table 13 The results of independent t-test — H1.1 privacy concern (Created by the author)

purchase

Scenario Mean T P value F statistics
Website 1,176
. 0,075240
Privacy concern | purchase
0,241 0,139
Social media 1,177
-0,073750
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Table 14 The results of independent t-test — H1.2 vulnerability (Created by the author)

Scenario Mean T P value F statistics
Website 1,308
» ,0830784
Vulnerability | purchase
0,193 0,736
Social media 1,308
-0,081433
purchase

Judging by the statistics, it is possible to conclude that although the means are different, the

difference cannot be considered statistically significant.

H2: There is a negative correlation between the level of digital literacy and negative effects from

personalization experienced by a consumer when faced with personalization. - Rejected

H2.1: Digital literacy is negatively correlated with vulnerability experienced by a consumer. -

Rejected

H2.2: Digital literacy is negatively correlated with privacy concern experienced by a consumer. -

Rejected

As for the testing of the second hypothesis, the regression analysis is applied to test the
causality between the variables ‘negative effects of personalization’ and ‘digital literacy’. First of
all, the variables are checked for normality once again, which results in ‘negative effects of
personalization’ and ‘digital literacy’ being normally distributed. There are no missing values and
outliers for all observations. The standardized residuals and predicted values do no exceed the
threshold values of -3/+3 and Cook’s distance is not larger than 1. The residuals are normally
distributed since the result of Kolmogorov — Smirnov test is higher than 0,05. The

homoscedasticity of residuals is followed.

Table 15 The results of regression analysis - H2.1 — privacy concern (Created by the

author)
. R R"2 P value F statistics
Dependent variable
— Privacy concern
Independent variable
s 0,009 0,000 0,901 0,015
- Digital literacy
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Table 16 The results of regression analysis - H2.2 — vulnerability (Created by the author)

. R R"2 P value F statistics
Dependent variable
— Vulnerability
Independent variable
0,004 0,000 0,958 0,003

- Digital literacy

The linear regression model with negative effects of personalization as a dependent variable and
digital literacy as an independent one does not produce any statistically significant results. This
shows that the digital literacy variable is not the most important one in determination of privacy
concern and vulnerability, which leaves the room for potential exploration of determining factors.
The digital literacy is likely to be an important factor in combination with other variables or can

act as the mitigating factor.

H3: Trust to online retailers decreases the negative effects from personalization. - Rejected
H3.1: Trust to online retailers decreases vulnerability experienced by a consumer. - Rejected
H3.2: Trust to online retailers decreases privacy concern experienced by a consumer. - Rejected

As for the test of the third hypothesis, regression analysis is run again. Before running the
regression analysis, all requirements are checked and satisfied. The data is normally distributed
according to Kolmogorov-Smirnov test, there are no missing values or outliers. The

homoscedasticity of residuals is followed.

Table 17 The results of regression analysis — H3.1 — privacy concern (Created by the

author)
. R R"2 P value F statistics
Dependent variable —
Privacy concern
Independent variable —
. 0,013 0,000 0,857 0,033
Trust to online shops
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Table 18 The results of regression analysis — H3.2 — vulnerability (Created by the author)

‘ R R"2 P value F statistics
Dependent variable -
Vulnerability
Independent variable -
0,006 0,000 0,934 0,007

Trust to online shops

The linear regression model with negative effects of personalization as a dependent variable and
trust to online shops as an independent one does not produce any statistically significant results.
This shows that the trust to online shops variable is not the most important one in determination
of privacy concern and vulnerability, which leaves the room for potential exploration of
determining factors. The trust to online shops is likely to play an important role in mitigating

effects with other factors being the main determinators.
H4: Hedonic shopping influences the value from personalization. — Rejected

For the 4" hypothesis the independent t-test has been run, which indicates that there is no
statistically significant difference in value from personalization between people who love

shopping for its own sake and those who do shopping only to buy products.

Table 19 The results of independent t-test — H4 (Created by the author)

Scenario Mean T P value F statistics

Value from :
Rational shoppers | -0,009259 -0,144

personalization 0,886 0’5 18
Hedonic shoppers | 0,009637 -0,144

It can be seen that the shopping behavior in this case does not affect the value received from
personalization. It means that consumers value personalization techniques in the same way. This
fact might be further used in marketing studies and campaigns when segmenting the shoppers

bases on their shopping patterns.
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Summary of the hypotheses testing results

Table 20 The results of hypotheses testing (Created by the author)

Ne Hypothesis Result

1 | A consumer experiences fewer negative effects from personalization when | Rejected

encountering personalization on social media than on other retailers’ websites.

2 | There is a negative correlation between the level of digital literacy and | Rejected
negative effects from personalization experienced by a consumer when faced

with personalization

3 | Trust to online retailers decreases the negative effects from personalization. Rejected

4 | Hedonic shopping influences the value from personalization. Rejected

Summing up the results of the hypotheses testing, it is possible to say that all four
hypotheses have been rejected, which in any case bring certain practical and theoretical

implications.

Search for an alternative model

Since all the hypotheses have been rejected, which means that these factors on their own
do not influence the privacy concern or vulnerability significantly, it has been decided to conduct
further exploratory analysis and construct a model with several factors based on previous research.
In this model the dependent variable is vulnerability since it is the emotional state of a consumer
and privacy concern, which is a more rational characteristic, is likely to influence the emotional
state. The independent variables in this model include utilitarian shopping, hedonic shopping, the
scenario (website purchase or purchase in social media), digital literacy, trust to online shops,
privacy concern and value from personalization. The value from personalization is included due
to the previous conclusions about the fact that value from personalization can decrease the

vulnerability because value will outweigh potential risks at some point.
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Table 21 The alternative model (Created by the author)

Dependent variable - Vulnerability

R R"2 P value | F statistics
Independent variables - Trust to online shops,
Utilitarian shopping, Hedonic shopping,
Scenario, Digital literacy, Trust to online
0,511 0,261 0,001 9,636

shops, Privacy concern, Value from

personalization

It can be seen that the model has a relatively good descriptive power. As for the significance
of the predictors, trust, digital literacy and hedonic shopping and scenario are not significant ones,
while utilitarian shopping, value from personalization and privacy concern are significant. It can
be seen that the model confirms previous conclusions about the influence of privacy concern on
vulnerability. Apart from that, utilitarian shopping, when a person wants to complete a purchase
faster without enjoying shopping for its own sake, decreases the vulnerability. Moreover, the more
value from personalization a customer receives, the less vulnerability he/she will experience. It
can be explained by the fact that at some point the value outweighs all the potential risks and a
person stops worrying about negative effects of personalization. At the same time, the purchase

channel and digital literacy do not influence vulnerability.

Discussion of the results

To start with, it can be seen that although personalization techniques prioritization varies
depending on the CJM stage and purchase channel, there are methods that are considered important
by consumers and those that are seen as value-adding, optional. The importance of personalization
techniques at different stages is described in the previous part, while the critically important
personalization techniques throughout the whole CJM include an ability to communicate with
managers either through messengers or other platforms, mobile application, recommendations
based on search history and personal recommendations on a website (for website purchase
scenario). Mobile application is considered the most important technique at pre-purchase and post-
purchase stages in website shopping channel scenario, which confirms the trend to m-commerce.
The value-adding, optional techniques, which can be implemented, but are not required by
consumers include push notifications, e-mails, chatbots and in some cases recommendations based
on location and addressing a customer by name. However, it is important to understand, which
value-adding, optional techniques the company has resources to implement since they in many

cases are considered not important at all by relatively large percentage of respondents.

57



As for the other insights, it has been found out that at the purchase stage consumers are
more willing to accept personalization techniques. The shopping basket is an absolute ‘must’ for
both scenarios, even though such functionality has not been implemented in case of the purchase
at social media. This can be a potential improvement for social platforms as, for example, VK
already has a function, which allows to add a product to a wish list. This can act as a replacement
for shopping basket until it can be integrated directly, or it is appropriate to do so. Apart from that,
at the purchase stage it can be seen that consumers tend to put higher importance to functional
techniques that are sure to bring tangible benefits to them. For example, it is easier to see the value
from personalization of delivery and purchase methods and an ability to customize products than

from recommendations and ads.

Another conclusion that can be drown from the research is that although the comparison of
the perception of negative effects of personalization does not statistically vary between two
scenarios, the respondents in the website purchase scenario tend to see personalization important
in much many cases than their counterparts from the website purchase scenario. This might be
explained by the fact that social media is not seen as a purchase channel by most customers, and

they want the private social pages to be left aside of ads and shopping notifications.

As for the hypotheses testing, all four hypotheses are rejected. The difference in perception
of privacy concern and vulnerability in website and social media purchase are not statistically
significant. Given the fact that the level of privacy concern is relatively high according to the data,
it can be explained that consumers feel privacy concern when encountered with personalization
with no difference depending on the purchase channel. Secondly, the regression analysis suggests
that digital literacy is not the most important predictor for the privacy concern and vulnerability,
which sheds the light on this factor, but opens new prospect for factors identification. Thirdly, the
trust to online shops on the whole does not directly decrease the negative effects from
personalization, but it is likely to play a mitigating role in the model. It is also suggested that the
attitude to a particular retailer is more important in this case, which means that much is dependent
on the companies. Moreover, the perception of the value from personalization depending on the
shopping behavior, rational vs hedonic shopping patterns in particular. It might suggest that such
a segmentation in marketing and implementation of personalization techniques is not the most
efficient and consumers of different shopping patterns (rational vs hedonic shopping) value

personalization in similar way.

What is also interesting is that utilitarian shopping and value from personalization decrease
vulnerability, which can be explained by the fact that rational shoppers value personalization

techniques since they allow to buy a desired product faster and with no troubles. Apart from that,
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there supposed to be a point at which value from personalization outweighs all the vulnerability

and a consumer worry about data protection decreases.

The study has contributed both in practical and theoretical ways. The largest contribution
lies within the prioritization of personalization techniques at different CJM stages in two different
purchase channels, though the study also highlighted how several factors such as purchase channel,

shopping behavior and trust influence the perception of personalization effects.
Theoretical contributions

As for the theoretical contribution, the study analyzes the yet not very research field of
intersection of customer experience, customer journey and personalization. After the research, it
is possible to tell whether CIM stage influences the perception of importance of personalization
techniques. Furthermore, the interrelation of digital literacy and personalization is tested, and it
has been found out that digital literacy is not the deciding factor when it comes to the perception
of personalization effects. More than that, the influence of the shopping behavior, rational vs
hedonic shopping in particular, and overall trust to online shops on personalization perception has
been tested. The situation is similar to the influence of the digital literacy in both cases, which
means that although these factors can be mitigating ones in a larger model, they are not the
deciding ones. The findings allow to look at other factors that are more important for the perception
of value and negative effects of personalization. Thirdly, the study contributes to the theoretical
field by prioritizing personalization techniques at different CJM stages. Apart from that, the study
sheds the light on the issues of the personalization perception in different purchase channels, which
also contributes to the literature on the multichannel retail. The findings show that consumers
perceive personalization effects equally on website and social media, which makes it possible to

make no distinction for strategies in these platforms.
Practical contributions

The practical implications are also important for the business since they allow to decide
which personalization techniques to use at all costs and which one can be omitted. This makes it
possible to economize the needed resources without disappointing the consumers, which is
important especially amid such turbulent times. More than that, the study indicates that consumers
are less likely to perceive personalization techniques important in social media, which shows the
importance to increase trust between shop and customers in social media. There is also a practical
implication for social media platforms, which should provide such techniques as shopping basket
or equivalent, which is already implemented in VK. It might be suggested that popularization of

this technique can be beneficial.
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As for the testing of the factors that influence the perception of personalization effects, it
is necessary to say that there are several practical implications. First of all, the fact that consumers
perceive negative effects from personalization similarly in purchases on the websites and in social
media indicates that the companies can adapt marketing strategies related to personalization when
changing purchase channels. Secondly, it has been found out that rational and hedonic shopping
behavior do not influence the value from personalization, which highlights that when segmenting
the market to conduct personalized campaigns it is possible to overlook such characteristics of the
respondents. Thirdly, the overall trust to the online shops does not influence the perception of
negative effects from personalization, which means that the perception depends on the particular
retailer and not the group on the whole. This fact implies that consumers typically do not have
biases when it comes to trust to online retailers and, apart from that, each retailer should conduct
campaigns to increase trust to it. Moreover, vulnerability is decreased by providing more value
from personalization, which means that if companies provide high-quality personalization
mechanisms and consumers appreciate them, then there should be less issues with privacy and
vulnerability. This fact in its turn will results in better customer experience, which is a desired

outcome for a company.

Limitations and further research

There are several limitations and, thus, areas for further research. The first limitation is
related to the characteristics of a sample. Although the research aimed to decrease the biases
related to a sample, the respondents were collecting via convenience and snowball methods and
mostly include people with higher education. Apart from that, due to the resource limitations of
the research it was impossible to conduct the study and classification of personalization techniques
in the experimental, which can be a potential area to develop the research. Thirdly, the research is
narrowed down to such online purchase channel as social media and traditional online retail, while

it is possible to consider other channels and not only the online ones.
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CONCLUSION

Concluding the research paper, it is worth highlighting that the analysis of the literature on
the topics of channels in retail and personalization was conducted to identify the research gaps.
The research gaps include the necessity to combine the channels, customer experience and
personalization in one model, describe the difference in perception of personalization effects
depending on the purchase channel and classify the personalization technique based in their
importance at different stages of CJM.

The concepts of personalization, vulnerability, privacy concern, value from personalization
and other personalization-related concepts were utilized in the research. The data sample was
collected to conduct statistical tests such as frequency analysis, regression analysis and t-statistics.
Based on the results of the statistical tests practical and theoretical implications were proposed.

As for the theoretical results, the research sheds the light on such topics as the interrelation
between digital literacy, shopping behavior, trust to online shops and personalization, purchase
channel and personalization perception and classification of personalization techniques based on
CJM. The research highlights that digital literacy, purchase channel, hedonic shopping behavior
and trust to online shops on the whole are not the deciding factors when it comes to the consumers’
perception of negative effects from personalization and its value. This allows to proceed further
with the identification of the factors that are important for the perception of personalization by
consumers.

Speaking of the main practical contributions, the research allows companies to understand
which personalization techniques are sure to be used and which can be neglected without the
damage to customer experience. This allows to economize company’s resources and keep the high
level of customer satisfaction. Moreover, the research makes it possible for companies to
understand on which factors the perception of negative and positive effects from personalization
is not dependent. Moreover, an alternative model has been constructed, which shows that
utilitarian shopping and value from personalization decrease the vulnerability. These findings are
useful for improving customer experience.

Nevertheless, the research has certain limitations, which can become prospects for further
research, such as sample biases, absence of experiential testing with respondents and consideration

of such purchase channels as social media and tradition online retail only.
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APPENDICES
Appendix 1. Questionnaire

NCCJEJIOBAHUE OTHOIIEHHUSI MOKYHNATEJIEN K TEXHUKAM B OHJIAWH-
PUTEWMJIE

BHaFOI[apI/IM Bac 3a cornmacue MNPUHATL Y4aCTHC B UCCIICAOBAHUH. I/ICCJIG,Z[OBaHI/IC IMPOBOAUTCA B

paMKax HallMCaHWs MaruCTepCKOU JUCCEPTALUH.
JIaHHBIH ONPOC MOCBSIIEH U3YYSHUIO TOBEICHHUS OTPEOUTENEH BO BpeMs MMOKYTIOK B HHTEPHETE.

B JaHHOM OIIPpOCC HET IMPAaBUJIbHBIX HWJIM HCIPABUJIIBHBIX OTBCTOB, HAC HHTCPCCYCT Bame

HUCKpPEHHEE MHEHHUE.
3anojaHeHue aHKEThI 3aiiMeT npumepHo 15-20 MuUHYT.

Bamm ortBetsl OyAayT aHOHUMHBIMH, a COOpaHHbIE JaHHbIE OyAyT HCIIOJIB30BATHCA

UCKITIOYUTENILHO B HAYYHBIX LEJISX.
Mpi Gmaronapum Bac 3a cotpyaHnuecTBo!

Pa3nes 1. O0mue BOnpockl PO OHJIANH-TIOKYIIKH

Q1. Yro u3 nepeuuncjieHHoro Bel nokynaere B nHTepHere?
Ykaxkure Bce moaxoasimyue BAPHAHTHI.

1 Onexny

2 IIponykTsl nUTAHUA

3 I'oToByto eny u3 kade/pecTopaHoB
4 KocmeTuky

TexXHUKY U 2JIEKTPOHUKY

ToBaps! U1t ToMa U peMOoHTa (Me0eb, IpeaAMETH HHTEphepa)

Kuauru u kanuensiputo

bunets (aBua, x/1)

O 0| | | WD,

bunets! (TeaTppl, KOHIEPTHI)

10 bpoHnb rocTuHUYHOTO HOMEDPA

11 ToBapel U1 JKUBOTHBIX (KOPM, UTPYILKH, aKCECCyaphl)

12 ToBapsl Wi 1€TEN U MaM

13 Akceccyapbl (OMKyTepHsl, yKpaIIeHus)
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14 | Hpunoxenus (copt (Hanpumep, Microsoft Office), urpor)
15 ToBaps! )11 MAllIMHBI, 3aIT9aCTH

16 JlekapcTBa M MEIMLIMHCKUE IIpEnapaThl

98 Hpyroe (yTouHuUTE)

Q2. I'ne umeHHo Bl coBepiianay oOHIaMH-TIOKYIIKH 32 NOcJaeAHue 3 Mecsana?
YkaxkuTe Bce NOAX0AsIMEe BADHAHTHI.

1 B poccuiickux MHTEpHET-MarasuHax
2 | B 3apy0OexHBIX HHTEpHET-Mara3uHax (B TOM YHCIIE Yepe3 CalThI-TIOCPETHUKH )
3 | B «uHTEpHET-Mara3uHax» B COLUUAIBHBIX CETSIX
(mammpumep, Instagram, Facebook, Vkontakte u np.)
4 | B «uHTEpHET-Mara3uHax» B MecceHmmkepax (Hanpumep, WhatsApp, Telegram u ap.)

Q3. Hackoabko Bbl cornacHel co ciaeayromumu yreep:xkaeHussmMu? (1 — aGconoTHO He
corjaceH(a), S — MOJHOCTBIO corjaceH(a))

IIpu coBepiIeHNHU IOKYIIOK B UHTEPHETE. ..

1 ... MHE HPaBUTCS OBITh TIOCTOSIHHBIM KJIMEHTOM OJTHOTO M TOTO )K€ MHTEPHET-Mara3uHa

2 . sl NPENIIOYUTAI0 PETyJIIPHO IOJIb30BATHCS YCIyraMH OIHOIO M TOTO K€ HHTEPHET-
MarasuHa

3 ... 51 TOTOB(a) IPUJIOKUTH JONOTHUTEIbHBIC YCUIIHS, YTOOBI COBEPIIATh ONEpPaIiy B OJTHOM

1 TOM KC UHTCPHCT-MAra3nHe

Q4. Ilnanupysi KynmuTh 4TO0-1M00, Kak 4acto Bbl nenaere ciaeaywomee: (1-Hukoraa, S-
MOCTOSIHHO)

1

Wiy B MHTEpHETE BBITOAHBIE NPEUIOKEHMS (HAalpUMeEp, KYIOHBI) W IIPOMOKOJBI IS
IIOKYIIKM TOBAPOB U yCIIyT

2 [TpocmatpuBaro caifTbl, Ha KOTOPBIX arperupyercss HHGOpMAIHs O CKUIKAX U CIICIHATIbHBIX
MIPEAIOKECHUAX
3 Hcnone3yro caTbl W IPWIOKEHUSA, KOTOpPHIE IIO3BOJISIOT CpPaBHHUBAThb LEHBI W

XapaKTEPUCTUKU TOBAPOB U YCIYyT

QS. Hackoabko Bbl cornacHel co ciaeayromumu yreep:kaeHussmu? (1 — aGconoTHO He
corsiaceH(a), S — MOJHOCTBIO corsaceH(a))

1 B onnaiiH-maraszuHax ceiiuac npeacTaBlI€HO TaK MHOTO OpPEHJIOB, YTO sl MHOT/AA YyBCTBYIO
pacTepsiHHOCTh

2 51 He Bceraa MOTy TOYHO pa3o0paThces, Kakue OpeH bl BEIOpaTh B OHJIAH-Mara3puHax

3 W3-3a n300Minst OHJIAH-Mara3puHOB TOPOM CTAHOBUTCS CIOXKHO PEIIMTh, IIe UMEHHO
COBEPIIATH ITOKYIIKU
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Q6. Hackonbko Bbl coryiacHbl €O CIeAyIONIUMH YTBEPXKAEHUSMHU 0 KadyecTBe TOBAPOB U
yCJIyr, KoTopbie Bol npuodperann B unTepHeT-MarasuHax? (1 — aéco1l0THO He corJiaceH(a),
5 — moJHOCTHIO coryiaceH(a))

1 | KauecTBO GOJBIIMHCTBA TOBAPOB M YCIYT, KOTOPBIE 5 MOKYIal0 B HUHTEPHETE, COOTBETCTBYET
MOUM OKHMJIaHUSM.

2 | 1 ynonerBopeH(a) KauecTBOM OOJBIIMHCTBA TOBApOB M YCIYI, KOTOpBIE MOKYIal B
UHTEPHETE.

Q7. Hackoabko Bbl cornacHel co ciaeayromumu yreep:kaeHusamu? (1 — aGconoTHO He
corsiaceH(a), 5 — MOJHOCTBIO corjaceH(a))

1 | B nesnom st oueHb JOBOJIEH(JIbHA) ONIBITOM COBEPILEHUS OKYTIOK OHJIAMH.

2 | OmbIT COBEpIICHUSI MOKYIOK OHJIAWH COOTBETCTBYET MOHMM IPECTaBJICHUSAM 00 HACaTbHOM
00CITyKUBaHUU.

3 | OnbIT coBepIIeHNsI TOKYTIOK OHJIAIH ONPaBAbIBAET MOU 0>KUIAHUS.

Q8. Hackoabko Bbl cornacHel co ciaeayromumu yreep:kaeHusamu? (1 — aGconoTHO He
corjaceH(a), S — MOJHOCTBIO corjiaceH(a))

1 | S noBepsito OONMBIIMHCTBY MHTEPHET-MAara3uHoOB

A MOTY IIOJIOKUTLCA Ha OOJIBIINHCTBO HHTCPHCT-MAra3nHoB

2
3 | BoNBIIMHCTBO MHTEPHET-MAara3uHoOB BEAYT ce0sl YeCTHO
4

BonpmmHCTBO HHTCPHCT-MAra3nHoB HAACKHbI

Q9. C kakmMM u3 mNepevyucJeHHbIX (yHKOHMi/TexHoJorHii Bpl cTragskuBaaucs npu
COBEpIICHHH OHJIANH-NIOKYNIOK?
Ykaxkure Bce moaxoasimue BAPHAHTHI.

1 | Pexomenaanuu Ha OCHOBE UCTOPHUH MOUCKA

Pexomenaanuu noxoxux mpoayKToB

Pexmama n PEKOMCHAAU MPOAYKTOB HAa OCHOBC I'COJIOKAlluN

E N VSR

B03MOXHOCTh IPOKOHCYJIBTUPOBATHLCS C MEHEKEPOM IE€PEA TOKYIIKOM

Yar-00ThI UIs pelICHHs BOIPOCOB /10 COBEPIICHUS TOKYIIKU

Push-yBenomienus ¢ pekoMeHIaUsAMU M CKUKaMH Ha MOOMIIBHOM TenedoHe

Paccpuiku 110 3eKTpOHHOM MOYTE C PEKOMEHAALUMAMHI U CKUIKAMHU

OOpareHne K MOKynaTesto o0 IMEH!

O 0| | SN WD

HCpCOHaHBHBIG PCKOMCHAANHN U NPCIJIOKCHNA Ha caire HUHTCPHCT-MAarasmHa

10 | Pexomenpanuy nNpoayKTOB, OCHOBAHHBIE HA CTATUCTUKE IOKYIIOK JPYTMX IOJb30BaTENEH,
IIOXO0XKUX HAa MEHS 110 BKyCaM U IIPEANOYTCHUAM

11 | MecceHmxepsl UTsl OOIIEHUS C MEHEDKEpaMU
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12 | MoOuiibHOE IPUIIOKEHUE

13 | Bo3MO>XHOCTh BHECTU U3MEHEHMSI B CTAHIapPTHBIE TapaMeTphl TOBapa (L[BET, MaTEpHa U T.1.)

14 | Kop3una

15 | Pexomenaanuu npoayKTOB, JOMOJHSIOUIUX T€, KOTOPHIE 51 ULy WU OKYTato

16 | Paccbuiku B cOlLl. CETSAX C PEKOMEHIALMUSIMHU U CKUJKAMHU

17 | [lepconanu3anus METOJOB JIOCTABKU U OTLIATHI

18 | Pexomenganuu u pekiiama Ha OCHOBE UCTOPUM JIEUCTBHM B COLL.CETAX

19 | Apyroe

Pa3nen 2. Bonpocsl npo nepcoHaIN3anMnI0

P1. 3nakom iu Bam TepmuH nepconaaunszanus?

1 | Jda
2 | Her

3 | 3aTpyAHSIOCH OTBETUTD

P2. IlpuBenure npuMep nNepcoHAIM3allid B MHTepHeT-MarasuHe. Bonpoc nmokaspiBaercs,
eciu P1=1.

OTKpBITHIN BOIIPOC

P3. Yto y Bac accounnpyercsi ¢ nepcoHan3anueid B HHTEPHeT-MarasuHe?

OTKpBITHINM BOIIPOC

Pa3znen 3. Bonpocsl npo nepcoHAIN3anni0 BO BpeMsi NOKYNKHU

Cuenapuii 1

[IpencraBbTe, YTO BBl COOMpAETECh KYNUTh OACKAY, U HHTEpeCyromuii Bac ToBap MOKHO KyIHUTb
B OOBIYHOM MHTEPHET-MarasuHe.

Bam Oyner npeanokeHO OIEHUTh BAXHOCTh (DYHKIIMH WHTEPHET-Mara3uHOB Ha 3Tamax /0, BO
BpeMs U IIOCJIE MOKYIIKU TOBapa.

Q10. Kak yacTo Bbl IOKYIIaeTe OAeAKAY?
1 | OguH WK HECKOJIBKO pa3 B HEEIIO

JIBa-Tpu pasa B MecCsL

2
3 | OguH pa3 B Mecl1l
4

Heckonpko pa3 B rox

Q11. Kak yacTo Bbl IOKYIIaeTe 0JexAy B HHTepHeT-Mara3uue?
1 | OguH WK HECKOJIBKO pa3 B HEEIIO
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JIBa-Tpu pasza B MecCsL

OnuH pa3 B Mecl1l

E N VSR

Hecxkomnpko pa3 B rox

Hukorna

C1. IIpexnae Bcero, Bbl X0oTeJH Obl y3HaTh OoJblie nHGopManuu 00 nHTepecyrwmem Bac
ToBape. Hackoiabko BaxHO MIa Bac, 4To0bBI HHTEpHET-MAaras’uH HCHOJIB30BAJ

nepevncIeHHbIe HUKe HHCTPYMEHThI BO B3aumoaeicTeuu ¢ Bamu Ha 3Ttom sTtane?

1.

PGKOMGH,Z[aLII/II/I Ha OCHOBC UCTOPHU IMOUCKA

Pexomenaanuu noxoxxux MmpoayKkToB

Pexmama n PEKOMCHAAINU MMPOAYKTOB HAa OCHOBC I'COJIOKAllN

Eal N

B03MOXHOCTh IPOKOHCYJIBTUPOBATHLCS C MEHEKEPOM IE€PE TOKYIIKOM

Yar-00ThI UIst pelICHHUs BOIPOCOB /10 COBEPILICHHUS TOKYIIKH

Push-yBenomienus ¢ pekoMeHIaUsAMU U CKUKaMH Ha MOOMIIBHOM TenedoHe

Pacchliku 110 3JIEKTPOHHOM MOYTE C PEKOMEHAALMAMU U CKAJIKAMHU

OOpareHne K MOKynaTesto o0 IMEH!

ol o 2| o »

HCpCOHaHBHBIG PECKOMCHAANHN U NPCIJIOKCHNA Ha caire HHTCPHCT-MAarasmHa

PGKOMGH,Z[aLII/II/I MMPpOAYKTOB, OCHOBAHHBIC Ha CTaTUCTHUKCE TIOKYIIOK
HOHB3OB3T€H€I>1, MMOXO0’KHX Ha MCHJ 110 BKyCaM U IMPCANTIOYTCHUAM

OPYTUX

11.

Meccenmkepsl U1t OOLIEHUs C MEHEKEpaMu

12.

MoOubHOE PUITOKEHNE

IIIxama orieHKH:

1 2 3 4

310pOBO, €CIIU OHU

CoBepleHHO HE €CcTbh, HO OTCyTcTBUE | JKemarembHO, 4T0OBI | OUeHb BAXKHO, YTOOBI
BaYKHO byHKIMU 715 MEHS 9Ta QyHKIMS OblIa 9Ta QyHKIMS OblIa

HEKPUTUYHO

C2. Bl onpeieinjiuch ¢ BLIOOPOM NPOAYKTA M HAXOAUTECHh B MpoIecce COBEPLICHUsI
nokynku. Hackoibko BaxHo 1i1s Bac, 4T00b1 HHTEepHeT-MarasuH MCNoJib30Baj

nepevrcIeHHbIe HUKe HHCTPYMEHThI BO B3aumoaeiicTBuu ¢ Bamu Ha 3Tom 3Trane?

1. | Bo3MOXXHOCTh BHECTH U3MEHEHHSI B CTAaHIAPTHBIC MTapaMeTphl TOBapa (1BET, MaTEpUal U
T.1.)

2. | Yar-00ThI AJ1s1 pEIICHUs] BOIIPOCOB BO BPEMSI COBEPIIICHHUS TTOKYITKH

3. | [lepcoHamu3aiusi METOIOB JOCTABKU U OTLIATHI
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he

Kop3una

Pexomenaanuu noxoxux mpoayKkToB

OOpareHne K MOKynaTesto o0 UMEHU

HCpCOHaHBHBIG PECKOMCHOANHN U NPCIJIOKCHNA Ha caire HHTCPHCT-MAarasmHa

B03MOXHOCTh IPOKOHCYJIBTUPOBATELCS C MEHEKEPOM

A S e I

MoOubHOE IPUI0KEHNE

PGKOMeHI[aL[I/II/I OPpOAYKTOB, JOMOJHAIOMIUX TC, KOTOPLIC A WY WX ITOKYIIAr0

IIIxama orieHKH:

1 2 3 4
310pOBO, €CIIU OHU
CoBepleHHO HE €CTh, HO OTCyTcTBUE | JKemarembHO, 4T0OBI | OUeHBb BAXKHO, YTOOBI
BaYKHO byHKUIMU 1715 MEHS 9Ta QyHKIMS OblIa 9Ta QyHKIMS OblIa
HEKPUTUYHO

C3. Bbl coBepminjiv NOKyNKy (BbIOpaJM TOBap M o1iaTu/u ero). Hackoyibko BaxxHO 17151
Bac, 4T00bI HHTEPHET-MAra3uH UCIO0JIb30BAJI IePeYHCIeHHbIC HHKe HHCTPYMEHTBI BO
B3auMojaeicTBHY ¢ Bamu Ha >TOoM dTane?

1. | Yar-60TbI a71s1 perieHusi BONPOCOB MOCIE COBEPILECHUS MTOKYTKH

2 Pacchliky 110 3JIEKTPOHHOM MOYTE C pEKOMEHAALMAMU U CKAJIKAMHU

3. | OOparieHue K MOKyMIaTeto M0 UMEHH

4 MoOubHOE PUIOKEHNE

5. | Push-yBenomieHust ¢ peKOMEHIAIMSIMU U CKHJIKAMU Ha MOOMIJIBHOM Tesie(hoHe

6. | PexomeHnmamuu TNpOAYKTOB, OCHOBAaHHBIE Ha  CTAaTHCTUKE MOKYNOK  JIPYTHX

MOJIb30BATENEH, TOX0XKUX HAa MEHS [0 BKyCaM U IPEANOYTECHUSIM

7. | Meccenmkepsl s OOLIECHHS ¢ MEHEDKEpaMu

8. | PekomeHanuu Ha OCHOBE HCTOPUH MOMCKA

9. | llepconanpHbIe peKOMEHIAIMU U MPEATIOKEHUS HA CaliTe HHTEpHET-Mara3uHa

[IIxana oLeHKU:
1 2 3 4
310pOBO, €CIIU OHU
CoBepleHHO HE €CcTbh, HO OTCyTcTBUE | JKemarembHO, 4T0OBI | OUeHBb BAXKHO, YTOOBI
BAYKHO byHKUIMU 1715 MEHS 9Ta QyHKIMS OblIa 9Ta QyHKIMS OblIa
HEKPUTUYHO
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C4. Hackoabko Bbl corsiacHsl co ciaeayromumu yreep:xxaeHusamMu? (1 — adcoyiroTHo He
corjaceH(a), 5 — MOJHOCTBIO corjiaceH(a))

IIpu B3auMOENHCTBUU C MHTEPHET-Mara3uHOM B OIIMCAHHOM BBIILIE IIPOLIECCE COBEPILIECHUS
MOKYTIKH. ..

s 00€CTIOKOeH 0e30MaCHOCThI0 MOUX JIMYHBIX JJAHHBIX, COOpaHHBIX KOMITAHUEH I TToKa3a
peKJIaMbl U1 PEKOMEHIALN .

s 00ECTIOKOCH TeM, YTO MOS JINUHAsi HHPOpMaLus, coOpaHHasi KOMITAHUEH, MOXKET OBITh
nepeAaHa 3-M JHIaMm.

s 00ECTIOKOCH TeM, YTO MOS JINUHAsi HHPOpMaLus, coOpaHHasi KOMITAHUEH, MOXKET OBITh
MCTOJIb30BaHA HE M0 HA3HAYCHHUIO.

s UCHBITBIBAKO YYBCTBO HEC3AINIIICHHOCTH, KOI'la BUXKY PCKIIaMYy, KOTOpasA OTPaKacT MOU
JKCJIaHUA U BKYCHBI.

s IEPECTar0 YyBCTBOBATh ceOs Oe3011acHO, KOT/1a BUXKY peKiIaMy, KOTopasi OTpakaeT MOU
KEJaHHs U BKYCBHI.

g LEHIO peKIaMy, KOTopast IOMOTaeT ObICTpee HAMTH HyKHbBII MHE TOBap.

s LICHIO peKJIamMy, KOTOpasi IO3BOJISIET HAUTHU TOBAPBI 10 MOEMY BKYCY U IIPEAIIOYTCHUSM.

s C YAOBOJIbCTBUCM CMOTPIO PCKOMCHAAIIUN U PCKIIaMy IO MOUM BKYCaM U NPCAINNOUYTCHUAM.

pCeKiIamMa, KoTopas COBIMaaacT ¢ MOMMU MHTCPCCAMU U KCIIAHUAMMU, NCTIACT MOKYIIKHU Ooiee
BCCCJIBIMU U MMPUATHBIMHU.

s TOTOB MPCAOCTABUTH JIMYHBIC JaHHBIC KOMITAHUH, YTOOBI oJIy4aTb pCKjIaMy U
PEKOMCHAANU 10 MOUM BKYCaM U NMPCAIIOUTCHUSAM.

Cuenapuii 2

[IpencraBbTe, YTO BB COOMpAETECh KYNUTh OACKAY, U HHTEpeCyromuii Bac ToBap MOXHO KyIHUTb
TOJIBKO B Mara3uHe B COLMaIbHOM ceTH (Hampumep, B VK).

Bam Oyner mpennoKeHO OICHHUTh BaXKHOCTh (DYHKIIMM WHTEPHET-MAra3uHOB B COIL.CETAX Ha
JTamnax 10, BO BpeMs U MOCJI€ OKYIIKH TOBapa.

Q10. Kak yacTo Bbl IOKYIIaeTe OAeAKAY?

1 | OguH WK HECKOJIBKO pa3 B HEEIIO

JIBa-Tpu pasa B MecCsL

OnuH pa3 B Mec1l

B W

Heckonpko pa3 B rox

Q11. Kak yacTo Bbl IOKYIIaeTe 0JexAy B MarasuHe B COIl. CeTAX?

1 | OguH WK HECKOJIBKO pa3 B HEIEIIO

2 | JIBa-Tpu pa3a B MecsI]
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3 | OguH pa3 B Mecl1l

4 | HeckonbKo pa3 B roj

5. | Hukorna

C1. IIpexnae Bcero, Bbl X0oTeJH Obl y3HaTh 0oJblie nHGopManuu 00 nHTepecyrwmem Bac
ToBape. Hackoibko BaskHO 1 Bac, 4To0bI HHTEPHET-MArasuH B COLICETH HCIOJIB30BAJI
nepevncaeHHbIe HUKe HHCTPYMEHThI BO B3aumoaeiicteuu ¢ Bamu Ha 3Tom sTrane?

1. | PexomeHganmu 1 pexjiamMa, OCHOBAaHHBIE HA CTATUCTHKE MOKYIIOK APYTHUX IOJIb30BaTeNeH,
IIOXO0XKUX HAa MEHS 110 BKyCaM U IIPEANOYTCHUAM

Pexomenaanuu noxoxux mpoayKToB

Pexmama n PEKOMCHAAINU MMPOAYKTOB HA OCHOBC I'COJIOKAalluN

Sl I

B03MOXHOCTh IPOKOHCYJIBTUPOBATLCS C MEHEKEPOM IE€PEA TOKYIIKOM

Yar-00ThI UIst pellICHHs BOIPOCOB /10 COBEPIICHHUS TOKYIIKH

Push-yBenomienus ¢ pekoMeHIalUsAMU U CKUKaMH Ha MOOMIIBHOM TeledoHe

Paccouiku B COoIL. CCTAX C pCKOMCHAAIUAMU U CKUAKAMU

OOpareHne K MOKynaTesto 1o IMEH!

A e A

Meccenmkepsl Ut OOLIEHUsI C MEHEKEpaMu

10. | PexomeHnaruu u pexjiaMa Ha OCHOBE UCTOPUH JICHCTBUI B COIL.CETIX

IIIxama orieHKH:

1 2 3 4
310pOBO, €CIIU OHU
CoBepleHHO HE €CcTbh, HO OTCyTcTBUE | JKemarembHO, 4T0OBI | OUeHBb BaXKHO, YTOOBI
BaYKHO byHKUIMU 1715 MEHS 9Ta QyHKIMS OblIa 9Ta QyHKIMS OblIa
HEKPUTUYHO

C2. Bbl onpe1e/IMIHCH ¢ BLIOOPOM NMPOAYKTA M HAXOAUTECHh B Mpolecce COBepPIIeHUs
nokynku. Hackosbko Ba:kHo 1151 Bac, 4T00bI MHTEPHET-Mara3uH B COLCETH UCIOJIb30BAJ
nepevyHncIeHHbIe HUKe HHCTPYMEHTHI BO B3aumojeiicteumn ¢ Bamun Ha yTtom 3tane?

1. | Bo3MOXXHOCTb BHECTH U3MEHEHHsI B CTaHIAapPTHBIEC MTapaMeTphl ToBapa (LBET, MaTepual u
T.1.)

2. | Yar-60THI A7 pemieHus: BOIIPOCOB BO BPEMsI COBEPIICHHUS IOKYIIKU

3. | llepconanu3amusi METOJIOB JOCTABKU M OTUIATHI

4. | Kop3una

N

Pexomenaanum noxoxxux MmpoayKkToB

6. | OOparieHue K MOKYMIaTeNio 0 UMEHH
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7. | BO3MOXKHOCTb IPOKOHCYJIETUPOBATHCS C MEHEKEPOM

8. PGKOMeHI[aLII/II/I OPpOAYKTOB, JOMOJHAIOMIUX TC, KOTOPLIC A ULy WX ITOKYIIAr0

IIIxama orieHKH:

1 2 3 4
310pOBO, €CIIU OHU
CoBepleHHO HE €CTh, HO OTCyTcTBUE | JKemarembHO, 4T0OBI | OUeHBb BAXKHO, YTOOBI
BaYKHO byHKUIMU 1715 MEHS 9Ta QyHKIMS OblIa 9Ta QyHKIMS OblIa
HEKPUTUYHO

C3. Bl coBepminjiv NOKYNKy (BbIOpaJM TOBap M o1iaTu/u ero). Hackoyibko BaxxHO 17151
Bac, 4T00bI HHTEPHET-MAra3uH B COLCETH MCI0JIb30BAJI NIepeYHCIeHHbIC HIKe
HHCTPYMEHTHI BO B3aumojeiicteuu ¢ Bamu Ha 3tom srane?

1. | Yar-60TbI a71s1 perieHusi BONPOCOB MOCIE COBEPILECHUS MTOKYTKH

Paccouiku B COL.CCTAX C PCKOMCHAAIIUAMU U CKUAKAMU

2
3. | OOparieHue K MOKyMIaTeto M0 UMEHH
4

Push-yBenomienus ¢ pekoMeHIalUsIMU U CKUKaMH Ha MOOMIIBHOM TenedoHe

HOJIB3OB3.T€H€I71, MMOXO0’KHX Ha MCHJ 110 BKyCaM U IMPCANIOYTCHUAM

5. | Pexomenpganuu  NpOAYKTOB, OCHOBAaHHBIE HA  CTATHUCTHKE IIOKYIIOK  APYIrHX

6. | Meccenmkepsl A OOLIECHHS ¢ MEHEDKEpaMU

7. | Pexnama u pekoMeHAALUH IPOAYKTOB HA OCHOBE I'€OJIOKALIUH

8. PexoMennanuu u pexiiama Ha OCHOBE UCTOPUH IEUCTBUM B COLL.CETAX

IIIxama orieHKH:

1 2 3 4
310pOBO, €CIIU OHU
CoBepleHHO HE €CcTbh, HO OTCyTcTBUE | JKemarembHO, 4T0OBI | OUeHBb BaXKHO, YTOOBI
BaYKHO byHKIMU 715 MEHS 9Ta QyHKIMS OblIa 9Ta QyHKIMS OblIa
HEKPUTUYHO

C4. Hackoabko Bbl corsiacHsl co ciaeayromumu yreep:xkaeHusamMu? (1 — adcosiroTHo He
corjaceH(a), 5 — MOJHOCTBIO corjiaceH(a))

HpI/I BSaHMOHCﬁCTBHH C UHTCPHCT-Mara3uHoMm B COLII/IaJIBHOfI CCTHU B OITMCAHHOM BBIIIC MPOLCCCC

COBCPILICHUA ITOKYIIKH. ..

s1 00€CIIOKOeH 0€30MacHOCTHI0 MOMX JIMYHBIX JAHHBIX, COOPAHHBIX KOMITAHUEH /IS TToKa3a
peKJIaMbl U1 PEKOMEHIALN .

s 00ECTIOKOCH TeM, YTO MOS JINUHAsi HHPOpMaLusi, coOpaHHasi KOMITAHUEH, MOXKET OBITh
nepeAaHa 3-M JHIaMm.

78




s 00ECTIOKOCH TeM, YTO MOS JINUHAsi HHPOpMaLus, coOpaHHasi KOMITAHUEH, MOXKET OBbITh
MCTOJIb30BaHA HE M0 HA3HAYCHHUIO.

s UCHBITBIBAKO YYBCTBO HEC3AINIIICHHOCTH, KOI'la BUXKY PCKIIaAMYy, KOTOpasA OTPaKacT MOU
JKCJIaHUA U BKYCHBI.

s IEPECTar0 YyBCTBOBATh ceOs Oe3011acHO, KOT/1a BUXKY peKiIaMy, KOTopasi OTpakaeT MOU
KEJaHHs U BKYCBHI.

g LIEHIO peKJIaMy, KOTopast IOMOTaeT ObIcTpee HATH HyKHbBII MHE TOBap.

s LICHIO peKJIamMy, KOTOPasi IIO3BOJISIET HAMTHU TOBAPHI 10 MOEMY BKYCY U IIPEAIIOYTCHUSM.

s C YAOBOJIbCTBUECM CMOTPIO PCKOMCHAAIIUN U PCKIIaMy IO MOUM BKYCaM U NPCANIOUYTCHUAM.

pCeKiIaMa, KOTopasd COBIaaacT ¢ MOMMU MHTCPCCAMU U KCIIAHUAMMU, NCTIACT MMOKYIIKHU Ooitee
BCCCJIBIMU U MMPUATHBIMHU.

s TOTOB MPCAOCTABUTDH JIMYHBIC JaHHBIC KOMITAHUU, YTOOBI oJiy4aTb pCKjIaMy U
PEKOMCHAAU 10 MOUM BKYCaM U NMPCANTOUTCHUSAM.

Pasnen 4. UnauBuayanbHble 0COOCHHOCTH

M1. Hackoabko0 BbI coriiacHbl €O cieylouMu yTBepkaeHuAMH? (1 — a0CoII0THO He
corjaceH(a), S — MOJHOCTBIO corjaceH(a))

1. | S mpumensito pa3HOOOpa3HbIe OBICTPBIC COUETAHHS KIABHII (TaKXKe HA3bIBAIOTCS «TOpsune
knaBumm» v hot keys) B mporpamMmax, KOTOpbIE s HCIOJB3YI0 Ha IEPCOHAIBHOM
KOMITBIOTEpPE/HOYTOYKE.

2. | 51 Bcerma M3MEHSI0 HACTPOWKHM CBOMX IU(PPOBBIX YCTPOWCTB U NPHIIOKEHHUH, YTOOBI
aIanTUPOBATh WX MO ceOsl.

3. | 51 3Ha10 MOIIHOCTH, 00BEM MAMATH U pa3Mep XpaHWIHINA, pa3pelIeHue dKpaHa U Jpyrue
o0IIMe TEXHUYECKUE XapaKTEPUCTHKH MOMX YCTPOMCTB.

4. | S ucnonb3yio pa3IMYHbIE METOABI JAJISl XpAaHEHUSI U OpTraHU3alUU JaHHBIX ((pU3UUEcKue U
o0JIayHbIe XPaHWINIIA, KIacCU(PUKAIMS 110 MANKaM | T. [I.).

5. | 51 akTUBHO UCTIOJIB3YIO IUPOKUH CIIEKTP HUPPOBBIX HHCTPYMEHTOB (3JIEKTPOHHYIO MOYUTY,
yaThl, SMS, colMaabHbIC CETH, OJIOTH U T. JI.) IJIs OOIICHHUS.

6. | 51 Biager0 HMHCTpyMEHTaMH COBMECTHOH paboTsl B MHTepHeTe (oOmme KajeHaapw,
CHCTEMBI YIPaBICHHUS MPOCKTaMH, BHICOKOH(EPEHIUH, MPUIOKEHHUS IO YHPABICHUIO
3aauyamu, (haitsibl ¢ OOIIMM JOCTYIIOM U T. 11.).

7. | 51 ymero co3aBaTh CIIOKHBIA KOHTEHT M3 PAa3HBIX MYJIbTUMEIUHHBIX MaTepHalioB (TEKCT,
¢dororpaduu, BiIEo, My3bIKa U T. JI.) B pa3HbIX HUPPOBBIX (popmaTax.

8. | S mepuoaMyecKH TPOBEPSI0 HACTPOWKHM OE30MaCHOCTH Ha CBOUX YCTpOMCTBax, B

MPUITOKCHUAX U B COHNUAJIBHBIX CCTAX, a TAKIKC MCHAIO IMMAPOJIN MOUX JIMYHBIX HpO(l)I/IJIGI\/JI u
YCTPOMCTB.
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51 Bcerna moHUMaro, Kakod HHU(POBON MHCTPYMEHT JIydllle BCEro MOAXOIUT JUII MOUX
noTpeOHOCTEH U 1eNiell B KayKI0M KOHKPETHOM cllydae.

M2. Hackobk0 BbI coriiacHbl €O ciieyloliuMu yTBepkaeHuAMH? (1 — a0CoII0THO He
corsiaceH(a), S — MOJHOCTBIO corjaceH(a))

1. | B cBOMX moe3/ikax o Mara3uHaM s MOKYIIal0 UMEHHO TO, YTO XO4y.

2. | B cBoMX noe3zkax no Mara3uHaM s IOKyIal0 MUMEHHO TO, YTO MHE HYXHO.

3. | S paccTpanBaioch, KOrzia BO BpeMs MIONUHTa MHE IPUXOAUTCS UITH B JPYTOi
Maras3uH(bl), YTOOBI 3aBEPIINTH CBOM NOKYIKH. (BBIIENNIACH B OTACIBHBIN «(haKkTop»)

4. | OOBIYHO MOM MOE3AKH 10 Mara3uHaM IpOyKTHBHBIL.

5. | 51 uyBCcTBYIO ce0sl yMHBIM ITOKYTIATENIEM BO BpeMs IMIONHHTA.

M3. Hackobk0 BbI coriiacHbl €O ciieyloluMu yTBepkaeHuAMH? (1 — a0CcoII0THO He
corjiaceH(a), S — MOJHOCTBIO corjaceH(a))

1. | S ucnbIThIBaIO paIOCTh BO BPEMsl IOMUHTA.

2. | MHe npusiTHee TpaTUTh BpeMs Ha LIOMKHT, YEM Ha JIPyTUe Jea.

3. | Bo Bpems noxo/a 1o Mara3uHam st 4yBCTBYIO BOCTOPT OT OHMCKA TOBApOB.

4. IToxox 1o MarasuHaMm JeNCTBATEIBLHO ITOX0XK HA HOOEr OT Y4ero-To.

5. | MHe HpaBUTCs OBITh MOTPYKEHHBIM B aTMOC(hEpY HOBBIX TOBAPOB B Mara3uHe.

6. Sl Hacnmak1aroCh MOE3AKOM IO MarasuHaM pajid Hee caMoM, a HE TOJIBKO M3-3a BEIIEH,
KOTOPBIE 5, BO3MOHO, KYIUIIO.

7. | 51 Mory mpoIOIDKATh XOAUTH MO Mara3uHaM, HO HE TIOTOMY, YTO 3TO HEOOXOIUMO, a
IIOTOMY, YTO MHE 3TOr'0 XOUETCSl.

8. | lomuHr momoraer MHE 3a0bITh O CBOUX MPOOIEMaXx.

9. | Jlns MeHs MONUHT CPOJIHU NMPUKIIOUEHHUIO.

Paznen 6. CounanbHo-1eMorpaguyeckue BONMPOCHI

Crnacu6o 3a Bamu orBeThl. Hamocneok oTBeThTe, MoXKanyiicTa, Ha HECKOJIBKO OOIIHUX BOIIPOCOB
o Bac.

D1. Ykaxxure cBOMH moJ

1

My:xcKoin

2

DKenckuit

D2. Ykaxure cBOii BO3pact

Mitamamiel 8

18-24

25-29

30-34

35-39

10-44

45-49

RXNA[SN [N W[N] -

50 u crapiue

D3. Ykaxute ypoBenb Bamero oopa3oBanust

Il

II‘IGHOJIHOC cpeaHee
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Cpennee

Cpennee cnenuaibHOE

HenosHoe BrICIIEE

Briciee (6akanaBpuaT MU CIICIIUATTUTET)

Briciiee (Maructparypa)

N[ SN[ AW

Bericiiee (acnipaHTypa)

D4. C xakumMu U3 nepevucaeHHbIX 00/1acTeil Haubdo1ee TeCHO cBA3aHa Bama

npodeccnoHaIbHas 1eATEJbHOCTD?

Hayka / O6pa3oBanue

lckycctBo / KynbTypa

31paBOOXpaHEHUE

Cono0ecrieueHue

["ocynapcTBeHHas ciry:x0a

Ccepa oOcimy>kUBaHUS U TOPTOBJIS

Nutepuer-menua / TeneBunenue / Panno / XKypuanuctuka

Pexnama / Mapketusr / MapkeTuHroBsle uccnenoBanus / Koncaatunr

O R[ Q[N N[ A [ W[N] -

Drnanchl

—
<

CebCKOE X03AHCTBO

J—
[y

[ [pOMBIILITIEHHOE IPOU3BOICTBO

—
(]

TenekoMMyHUKau

—
(9]

NT

—
=~

JlocTaBka, COBIT, TEPEBO3KHU

=]
|

Hu ¢ onHOM U3 IepeYnCciIeHHbIX

DS.

KakoB poa Bamnx 3ansiTuii B HacTosinee Bpems?

PaGouuii

Cayxauwii / Pabotauk odpuca / UTP (mmxeHepHO-TeXHHUUECKUI pabOTHHUK)

[Tenaror / Bpau

BoeHnHocykanuii (apMusi, MAJIHUIMSL, T0>KapHasi OXpaHa U T.11.)

PykoBonuTens otaena / Menemkep / bpuraanp / HaganpHuK 11€Xa, yuyacTka

JIMpeKTOp NpeanpUsITHs, KOMIAHUU

[Tpennpunnmarens / Bianenen koMmnanuu

TBopueckuii pabOTHUK (XYI0KHUK, TUCATEINb U T.I1.)

[leHCHOHED

JloMox03s1iiKa

—
ol =N = [o Sl BN - (V3 BN [OVR | )

CryneHt/ acnupaHT/ yyaluncs

O
|

Jlpyroe (yKaxuTe, 4T0 UMEHHO)

D6.

Ectb m y Bac nern?

1

/la

2

Het

D7.

YKaxKuTe, N0kKANYHCTa, CBOE CeMeilHOe M0JI0KeHue.

1

Bamysxem/ xeHat/ B TpaXIaHCKOM GpaKe
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o)

|He 3aMy’KeM/He KeHaT/ BIOBElY BIOBA

D8. Kak 6b1 Bbl 0xapakTepu3oBajim MaTepuajibHoOe noJoxenue Bameii cembu?

1 Ham He Bcerjia JOCTaTOYHO JEHEr NaKe Ha eay

2 Y Hac XBartaeT JieHer Ha ey, HO KYIUTbh OJIeXK]Iy JUIs Hac - cepbhe3Hast mpobiema

3 Ham xBataer Ha ey U OACKIY, HO KYIIUTh TE€JIEBU30pP, XOJIOAUIBHUK WIA CTUPAIbHYIO
MalMHy HaMm OYJeT CI0KHO

4 MBI MOXEM KYIUTh OCHOBHYIO OBITOBYIO TEXHHMKY, HO HA aBTOMOOWJIb HAM HE XBATUT

S Hamumx cpeacTB XBaTHT Ha Bce, KpOME TaKUX JOPOTHX MPUOOPETEHH, KaK KBapTHpa UK
3arOopOJHBIN 10M

6 Y Hac HeT HUKaKuX (PMHAHCOBBIX 3aTPYJHEHUH, IPH HEOOXOAUMOCTH MBI MOXEM KYIHTb
KBapTUPY WIH JOM

D9. Ounennre, HACKOJIbKO BbI COrJIaCHBI CO CICAYIOIIUMHU YTBEPKICHUAMH, KACAIOINMHCS
Bameii ;ku3Hu B yCJIOBHSIX caHKIMH (¢ koHIa ¢pespaJst 2022 r.) (1 — adco1l0THO He
corjiaceH(a), S — MOJHOCTBIO corjaceH(a))

1 I ucneitan(a) puHaHCOBBIE TPYIHOCTH (OTEPS pabOTHI, CHIDKEHHE JOXOA0B/yBEINUECHUE
acXo0JI0B, IOBBIIIEHHUE LIEH U T.1.)

2 |B cBs3M ¢ NOCIEAHMMH HOBOCTSIMH 5 OILYIIIA0 NTOBBIIIEHHBINH CTPECC U TPEBOTY

3 [MHe npuIUIOCh U3MEHUTh MOU IPUBBIYKH (Ype3aTh TPAThl, OTKA3aThCs OT ONPEAEIECHHBIX

IIPOJYKTOB U T.1.)
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Appendix 2. Translation and sources of scales

Digital literacy scales

Competence area

Competence

Question translation

Devices and
software
operations

Shortcuts and

S mpUMEHSI0 pa3HOOOpa3HbIe OBICTPBIE COYETAHUS
KJIAaBHII (TAKXKE HA3BIBAIOTCS «TrOpsYHe KiIaBUIIu» U hot

personification in
software

hotkey usage keys) B mporpammax, KOTOpBIE 51 HCTIOJIb3YIO Ha
MEPCOHATIBLHOM KOMITBIOTEPE/HOYTOYKE
Settings S1 Bcerzia MI3MEHSII0 HACTPOMKH CBOMX ITM(PPOBBIX

YCTPOMCTB U MPUIIOKEHUH, YTOOBI aJalTUPOBATh UX MO/
cebst

Knowledge of basic
device
specifications

51 3Ha10 MOIITHOCTH, 00BEM MAMSTH U pazMep
XpaHWIHUINA, pa3pelieHne YKpaHa U Apyrue ooume
TEXHUYECKHE XapaKTEPUCTUKU MOUX YCTPONCTB

Information and
data literacy

Smart storage and
organization of data

S uCTIoNB3yI0 pa3TuYHBIE METOBI I XpaHEHUS 1
OpraHm3anuu JaHHBIX ((pu3ndeckne u o0IauHbIe
XpaHWIHIIA, KTacCU(UKAIIHS 110 TamKaM | T. 11.)

Communication

Various
communication
tools usage

$1 aKTUBHO HCIOJIB3YIO IIUPOKHUH CIIEKTP HUPPOBBIX
MHCTPYMEHTOB (RJIEKTPOHHYIO IIOUTY, 4aThl, SMS,
COLIMAJIbHBIC CETH, OJIOTH U T. 1) JUIS OOIIECHUS

$1 Bnasiero MHCTPYMEHTaMU COBMECTHOM paboThI B

multimedia content

and collaboration |Various UnrepHere (001IME KATEHAAPH, CUCTEMBI yIIPABICHHUS
collaboration tools |[mpoekTamu, BUIEOKOH(EPEHIIUH, TPUIOKESHHUS IO
knowledge yIpaBICHUIO 3a7a9aMu, (ailiibl ¢ 0OIUM JTOCTYIIOM H T.
A.)
Digital content Complex 41 yMer0 c0o31aBaTh CIIOKHBIA KOHTEHT U3 Pa3sHbIX

MYJIbTUMEIUHHBIX MaTepHuasoB (TeKcT, poTorpadumu,

periodical checks

creation
creation BUJICO, My3bIKa U T. JI.) B pa3HbIX U(POBHIX hopmaTax
S mepuoANYEeCcKH MPOBEPSI0 HACTPOUKH OE30MaCHOCTH
Safety Safety settings Ha CBOMX yCTPOMCTBAX, B IPUIIOKEHHUAX U B

COLIMAJIBHBIX CETSAX, a TAKIKE MEHSIO IIapOJId MOUX
JTMYHBIX POdUIEH U YCTPOUCTB

Problem-solving

Task-appropriate
digital tools

knowledge

51 Bcerzia moHMMal0, Kakoil IM(pOBO HHCTPYMEHT
JIydllle BCETO MOAXOAUT AJI1 MOUX OTPEOHOCTEN 1

1ieJel B KaKJJOM KOHKPETHOM CIIy4ae

Source: Labazanov, R. S. (2020). The effect of user digital competence on smartphone
perceived quality in the Russian market [Master Thesis]. Graduate School of Management .
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Privacy concern scale

Privacy concerns refer to the potential loss of control over personal information when released to

a firm (Featherman & Pavlou, 2003; Xu et al., 2011).

English

Russian

I would be concerned about the privacy of
personal information about me collected on a

website like this

S1 6611 OBI 00eCIOKOEH 0€30IMaCHOCTBI0 MOMX
JUYHBIX TAHHBIX, COOPAaHHBIX MOJI00HBIM BEO-

CalTOM.

commerce research, 9(3), 203-223.

Source: Taylor, D. G., Davis, D. F., & Jillapalli, R. (2009). Privacy concern and online
personalization: The moderating effects of information control and compensation. Electronic

I am concerned that others can find private

information about me from Tmall.

$1 00eCcriOKOeH TeM, UTO MOS JIMYHAS
uHpOpMaLKs MOXeET OBITh Nepesana 3-M

JIUIaM.

I am concerned that the information I submit

to Tmall could be misused.

$1 00eCriOKOeH TeM, UTO MOS JIMYHAS
uHpOpMaLKs MOXKET OBITh HCIIOb30BaHa HE

110 Ha3HAYCHHUIO.

Source: Chen, Q., Feng, Y., Liu, L., & Tian, X. (2019). Understanding consumers’ reactance
of online personalized advertising: A new scheme of rational choice from a perspective of
negative effects. International Journal of Information Management, 44, 53-64.

Vulnerability scale

Vulnerability arises when consumers lack a sense of control over the situation and experience a

state of powerlessness, brought about by marketplace imbalances (Aguirre, et al., 2015).

English

Russian

Online personalized advertising makes me feel

exposed.

[lepconanu3upoBaHHasi peKiaMa BBI3BIBAET Y

MCHA 9YBCTBO HC3AIIUIICHHOCTH.

Online personalized advertising makes me feel

unsafe.

[lepconanu3upoBaHHass pekjiama  JIUIIACT

MEHSI YyBCTBa O€30MaCHOCTH.

Source: Chen, Q., Feng, Y., Liu, L., & Tian, X. (2019). Understanding consumers’ reactance
of online personalized advertising: A new scheme of rational choice from a perspective of
negative effects. International Journal of Information Management, 44, 53-64.
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Savings in time and effort scale due to personalization

English

Russian

I value Web sites that are personalized for my

usage experience preferences

51 IeHI0 CalThI, KOTOPBIE IEPCOHATU3UPOBAHBI

nmoa MOU MoJIb30BATCIILCKUEC NPCAIIOYTCHHA.

181-202.

Source: Chellappa, R. K., & Sin, R. G. (2005). Personalization versus privacy: An empirical
examination of the online consumer’s dilemma. Information technology and management, 6(2),

Better product fit due to personalization

English

Russian

I value goods and services that are

personalized based on information that is

collected about me.

S meH0 TOBapsl M YCIYTH, KOTOpBIE

NEPCOHAIM3UPOBAHBI HA OCHOBE JAHHBIX 000

MHC.

181-202.

Source: Chellappa, R. K., & Sin, R. G. (2005). Personalization versus privacy: An empirical
examination of the online consumer’s dilemma. Information technology and management, 6(2),

Hedonic value from personalization

English

Russian

I can feel the pleasure to get personalized

S 4yBCTBYIO  pagoCcTb, KOIZJa  BUXKY

information. MHPOPMALIMIO U peKaMy 10 MOUM BKycaM H
MPEANOYTEHUSIM.
I can experience more fun and lively shopping. | Peknama, koTopas coBmagaer ¢ MOUMH

HHTCpCCaMU U KCIIaHUAMU, NCJIACT IOKYIIKU

0oJiee BeCeIbIMU U MPpUATHBIMHU.

Source: Lee, J. M., & Rha, J. Y. (2016). Personalization—privacy paradox and consumer conflict
with the use of location-based mobile commerce. Computers in Human Behavior, 63, 453-462.
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Consumer willingness to share personal information

English

Russian

I am comfortable providing information about
me to this firm in return for personalized

services and products.

Sl roroB npeaoCTaBuTh JIMYHBIC JaHHBIC

KOMIIAHWHU, YTOOBI TOJNy4aTh peKjIamy M

PEKOMCHAaINN 110 MOHUM BKyCaM u

MNpCANOUYTCHUSAM.

181-202.

Source: Chellappa, R. K., & Sin, R. G. (2005). Personalization versus privacy: An empirical
examination of the online consumer’s dilemma. Information technology and management, 6(2),

Rankings of personalization techniques

English

Russian

1. Not important at all
Nice to have

Somewhat important

D

Critically important (essentials)

1. CoBepleHHO HE BaXKHBI

2. 310poBO, €cau OHM  €CTb, HO
OTCYTCTBUE (YHKLUMU JUII  MEHS
HEKPUTUYHO

3. XenarenpHo, 4TOOBI 3Ta (QYHKUIUA
ObL1a
4. OuyeHb BaXHO, 4TOOBI 3Ta (YHKUIUA

ObLIa

1-10.

Sources: Taherdoost, H. (2019). What is the best response scale for survey and questionnaire
design; review of different lengths of rating scale/attitude scale/Likert scale. Hamed Taherdoost,

List of personalization techniques considered in the research

PCKOMGHI[aLII/II/I Ha OCHOBC UCTOPHHU IMOUCKA

Pexomenaanuu noxoxux MpoayKToB

N kR =

Peknama u pekoMeHJalMy IpOJTyKTOB HAa OCHOBE T€0JIOKAIUU

B03M0OKHOCTh IPOKOHCYJIBTUPOBATHCS C MEHEKEPOM Tepe/1 MOKYIKOM
Yar-00ThI JUIs pelICHHs BOIPOCOB /10 COBEPLICHHUS TTOKYIIKH
Push-yBenomienus ¢ pekoMeHIalUsIMU U CKUKaMH Ha MOOMIIBHOM TeledoHe

Paccpuiku 110 3eKTpOHHOM MOYTE C PEKOMEHAALMAMHI U CKUAKAMHU
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11.
12.
13.
14.
15.
16.
17.
18.

OOpareHne K MOKynaTesto o IMEH!

HCpCOHaHBHBIG PECKOMCHOANHU U NPCJIOKCHUA Ha caire HUHTCPHCT-MAarasmHa

. PCKOMGHI[aLII/II/I IMPOAYKTOB, OCHOBAHHBIC Ha CTATHUCTHUKC INOKYIIOK APYIrUX HOHLBOBaTeHGﬁ,

MOXO0XHUX Ha MEHS 110 BKycaM M MPEIIOYTEHUSIM
Meccenmkepsl Ut OOLIEHUs C MEHEIKEpaMu

MoOubHOE IPUITOKEHNE

B03M0OXHOCTh BHECTH U3MEHEHHSI B CTaHIAPTHBIE TapaMeTpbl TOBapa (IIBET, MaTepuai u T.1.)
Kop3una

PexomeHganmu npoayKToB, JOMOTHAIOMUX T€, KOTOPbIE S UIIly UJIH ITOKYTIAI0

PacchUIkH B COII. CETAX ¢ PEKOMEHIAIUSAMH U CKUIKAMHU

[lepconanu3anus METOJ0B JOCTABKHU U OTLJIATHI

PexoMennanuu u pexiiama Ha OCHOBE UCTOPUH IEUCTBUM B COLL.CETAX

Based on source: 8th International GSOM Emerging Markets Conference - 2021 (GSOM EMC
2021), St. Petersburg, October 4-5, 2021. Smirnova M. M., Alkanova O. N., Golovacheva K. S.,

Gogua M. M. Round table: Personalization in Marketing.
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