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Abstract: This paper summarises the factors influencing consumer purchasing decisions and the changes
that these factors have undergone over the last 15 years. The research aimed to determine what changes have
occurred in the intensity of the traditional factors influencing consumers’ purchasing decisions over the past
15 years and to identify the new factors currently shaping consumers’ purchasing decisions. The research
was carried out by means of a questionnaire survey conducted in the Czech Republic (N = 686). The survey
results were subjected to descriptive statistics combined with multivariate exploratory factor analysis. The
paper presents the results of an empirical analysis that showed that between 2007 and 2022, there were no
significant changes in consumers’ perceived importance of traditional factors influencing their purchasing
decisions in different categories of consumption. The research has confirmed that consumers perceived
quality, price and necessity as the most important factors across the different categories, while advertising
was still the least important. However, the perceived importance of advertising has increased slightly in some
shopping categories, such as clothing and footwear and transport, along with the perceived importance of
discounts. However, new factors have emerged to influence consumers before making a purchase decision.
The clothing and footwear category was selected for detailed factor analysis because consumers assigned
more importance to the emerging factors here than other purchase categories. By applying factor analysis,
the authors identified five determinants of consumer decision-making in purchasing clothing and footwear
categories, including new and traditional factors. The first determinant was the current trends in the market.
The second determinant was recommendations, including recommendations from family, friends and
professionals, together with the chance to try something new. The third purchase determinant was experience
based on the consumer’s previous experience, which also shaped the subsequently preferred parameters and
product quality. The fourth determinant was pricing. The final determinant of the purchase decision was
sustainability in both consumption and purchase. The research results are useful for market players,
especially in the innovation of customer communication and company marketing management.
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1. Introduction. Consumers are constantly influenced by many factors that determine their final
purchasing decisions. The effects of these factors may vary across consumption categories. These are both
traditional marketing tools and new consumption determinants that are emerging in relation to current trends
related to consumer behaviour, which are mainly digitalisation (Rodrigue, 2022), sustainability (Rita &
Ramos, 2022) and the increased interest in health after the pandemic (Springmann et al., 2020) and the
associated change in life values. The perception of traditional factors determining consumers’ purchasing
decisions has already been investigated by Stavkova et al. (2008). This study builds on this research and
compares consumers’ perceptions of the factors influencing their purchasing decisions 15 years later. The
paper aims to identify changes in the factors influencing the consumer’s purchase decision-making process in
consumption categories according to the international COICOP classification. These are changes in the
intensity of the traditional and the identification of newly formed factors that shape consumer purchasing
decisions. The study compares the effects of the factors over time (between 2007 and 2022).

2. Literature Review. Consumer purchasing decision-making and consumer behaviour are complex
processes. The traditional determinants of consumer purchase decisions are price (Toncar et al., 2010; Nasiri
& Shokouhyar, 2021) and marketing tools, particularly advertising, which, according to Martins et al. (2019),
should primarily be informed and trustworthy. Price is shaped by discounts, which also drive impulse
purchases and change dynamically in online shopping (Sheehan et al., 2019; Kim & Tanford, 2021). When
consumers purchase essential products, necessity reduces the importance of price, and consumers are willing
to spend more (Larson & Shin, 2018). For many consumers, a product’s brand is crucial, making it another
powerful marketing tool. Hanaysha (2022) concluded that brand trust is central to purchase decisions. The
brand is associated with different perceived values and lifestyles that shape consumer segments (Akkaya,
2021). The perceived value of a product is cocreated by experience, which is essential in building long-term
relationships with customers (Busalim et al., 2021). Experience codetermines product parameter-based
consumer preferences, with the essential factors being product function and appearance (Nasiri & Shokouhyar,
2021). Nerurkar et al. (2023) verified that comparing product parameters versus cost is crucial for consumers
when making a purchase. The cost of producing a product is related to the achieved quality of the product.
Bartkova & Veselovska (2023) highlighted dual-quality production across EU countries, while consumers do
not demand a ban on dual quality but a detailed description of the product composition.

Past experience suggests that consumers weigh the alternatives of trying something new or sticking to
a habit when making their next purchase (Majid et al., 2023). Kim et al. (2019) recommended innovating
product design, as it reportedly increases the likelihood of purchase. If consumers are to learn new shopping
habits, they need to be persuaded why the new way of shopping is preferable. This also applies to shopping
methods, such as switching from brick-and-mortar to online shopping (Zolfaghari et al., 2022). Trying
something new is often supported by expert recommendations because they reduce consumer uncertainty
(Wranik et al., 2020). However, Schneider et al. (2021) pointed out that there was hidden information that
experts did not mention when making recommendations. Wranik et al. (2020) explained the importance of
expert advice when purchasing medicines. Recommendations from family and friends also played an
important role in the purchasing decision-making process. Pan et al. (2018) reported that reviews and
recommendations from friends had a greater influence on consumers than reviews from strangers, such as
other users on the internet. Sanchez-Fernandez & Jimenez-Castillo (2021) pointed out influencers’ power and
positive word-of-mouth towards brands. According to Liu et al. (2021), emotional intensity is crucial in word-
of-mouth and online reviews.

Online shopping behaviour, i.e., choosing a product, reading or writing reviews or following influencers,
has been enabled by digital adoption, which has shaped modern shopping trends. Consumers also use digital
platforms to meet their everyday needs (Wang et al., 2022). The increase in consumer use of e-commerce has
been accelerated by the COVID-19 pandemic (Gu et al., 2021). Many product categories are purchased online,
ranging from food to furniture (Rangaswamy et al., 2022). According to Eger et al. (2021), it was mainly the
convenience of shopping from home that brought consumers to online shops during the pandemic. For these
reasons, the importance of the online presentation of products and services, online communication with
customers, and online customer references is growing (Psurny et al., 2022; Rajani & Nakhat, 2019). According
to Niu et al. (2022), consumers are most influenced by review-based recommendations when shopping online.

Another recent trend is sustainable consumption (Rita & Ramos, 2022; Wojciechowska-Solis & Barska,
2021). Kielczewski et al. (2017) reported that the quality of consumption and ecological living conditions
were crucial for the sustainable development of society. According to Wojciechowska-Solis & Barska (2021),
consumers consider sustainable consumption to include organic products and to be associated with health
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benefits for the consumer and favourable environmental conditions. Consumers pay attention to sustainable
packaging when choosing a product. However, Rossi & Rivetti (2023) pointed out that many sustainability
labelling schemes for products were confusing for consumers. Prieto-Sandoval et al. (2022) pointed out that
new aspects related to sustainable consumption and environmental awareness must be included in marketing
communication with consumers, and educational campaigns must be developed. Consumer education has also
been supported by Puntiroli (2022), who argued that learned sustainable behaviour in the present encouraged
such behaviour in the future.

The perceived importance of sustainable consumption also feeds into consumers’ preferred lifestyles
(Binder & Blankenberg, 2017). According to Buyukdag & Kitapci (2021), lifestyle is a critical variable for
identifying a consumer with a brand. According to Krishnan et al., social status in conjunction with the brand
consumed is another factor influencing consumer purchasing decisions. When developing brand
communication in the context of segmentation, it is necessary to take into account the subjectively perceived
values that shape consumers’ lifestyles (Akkaya, 2021). Prokopenko (2011) proposed the concept of eco-
attribute consumer choice, in which the consumer recognises the environmental properties of goods as
significant. She proposed distinguishing between zero, single, double and multiple eco-attributes of consumer
choice. Springmann et al. (2020) promoted a sustainable healthy dietary lifestyle by concluding that
sustainable plant-based foods led to improved nutritional intake of people. Consumer preferences may change
over time. After the COVID-19 pandemic, consumers placed greater importance on health in their value
hierarchy (Antosova et al., 2022). According to Letunovska et al. (2021), the determinants of healthy
behaviour included (2021) price, taste and trust in producers.

3. Methodology and research methods. The primary data to meet the objectives of this paper were
obtained through a questionnaire survey conducted in 2022. The data respect the consumption categories of
the international COICOP classification. The representativeness of the sample (N = 686) was ensured by quota
selection of respondents according to highest educational attainment, gender and size of the municipality of
residence. The structure of the sample relative to the baseline sample (Table 1) was verified against the
representative EU-SILC (European Union - Statistics on Income and Living Conditions) microdata set. The
following table shows the detailed structure of respondents in terms of other demographic factors.

Table 1. Characteristics of survey respondents

Absolute Relative Relative Frequency
Frequency Frequency according to EU-SILC
Gender
Male 395 57.58% 49.33%
Female 291 42.42% 50.76%
Highest attained education
Primary education 11 1.60% 0.20%
Secondary education 527 76.82% 78.90%
University education 148 21.57% 20.90%
Size of municipality of residence
Less than 5,000 inhabitants 194 28.28% 33.59%
5000-49,999 inhabitants 238 34.69% 33.83%
50 thousand inhabitants and more 254 37.03% 32.57%
Age group
18-29 305 44.46%
30-39 111 16.18%
40-49 102 14.87%
50-59 97 14.14%
60+ 71 10.35%
Economic activity
Employee 286 41.69%
Entrepreneur (self-employed) 62 9.04%
Unemployed 13 1.90%
Student 243 35.42%
Old-age pensioner 58 8.45%
Maternity or parental leave 8 1.17%
Other 16 2.33%
Household type
One adult 83 12.10%

Continued Table 1
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Absolute Relative Relative Frequency
Frequency Frequency according to EU-SILC
Two adults without children 188 27.41%
One adult with at least one child 37 5.39%
Two adults with children 336 48.98%
Other 42 6.12%
Disposable household income
Up to CZK 20,000 71 10.35%
CZK 20,001-40,000 197 28.72%
CZK 40,001-60,000 242 35.28%
CZK 60,001-80,000 104 15.16%
More than CZK 80,000 72 10.50%

Sources: developed by the authors based on their own processing of questionnaire survey data (N = 686).

Respondents to the survey indicated on a scale of 1-10 how important they perceived the factors that
influenced their purchasing decisions in different consumption categories. A value of 1 indicated the lowest
importance and a value of 10 the highest importance of a factor. Based on the literature review, the following
hypothesis is identified: The mean values of the consumer perceptions of price in the purchasing decision-
making process are the same in 2007 and in 2022. The hypothesis is verified using a paired T test. In
processing the primary data, descriptive statistics and exploratory factor analysis were used to reduce the
observed factors and determine the resulting determinants of consumer behaviour. KMO and Bartlett’s test
were used to evaluate the appropriateness of applying factor analysis. If the KMO value was greater than 0.8,
the result was considered excellent, and the data were suitable for applying factor analysis (Watkins, 2021).
According to Bartlett’s test, factor analysis was appropriate when the null hypothesis of the test that the
questionnaire variables were independent was rejected (Watkins, 2021). The first stage of factor analysis is
principal component analysis, which determines the number of resulting components. The next stage is factor
rotation, followed by the calculation of factor loadings, which allocates individual factors to components
(Hebak et al., 2013). All statistical analyses were performed using IBM SPSS Statistics, Version 29.

4. Results. The results compare findings from the 2007 survey and the current 2022 survey. In general,
we can say that quality is crucial for consumers (with an average value of 7.9 across consumption categories).
On the other hand, consumers perceived the importance of influencer recommendations (average value 4.0)
and the environmental aspect (average value 4.0) less. Differences could be observed between the categories;
for example, for the food and nonalcoholic category, the necessity of need was decisive, whereas for the
alcoholic beverages and tobacco category, this factor was one of the less important ones. Similarly, the latest
trends played a much more important role in the clothing and footwear and furnishing categories than in
purchasing health, pharmaceuticals and vitamins or transport. For the recreation and culture category, the
importance of being able to try something new was higher than average compared to other consumption
categories.
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Figure 1. Food and nonalcoholic beverages (left) and alcoholic beverages and tobacco (right)
Sources: developed by the authors based on their own processing of questionnaire survey data (N = 686).
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In the food and nonalcoholic beverages category, the perceived importance of each factor changed the least
between 2007 and 2022 (Figure 1). For consumers, the necessity of need and the quality of food were still
decisive. Respondents also ranked quality first for alcohol consumption, with the brand coming second in
importance (Fig 1), while respondents reported not being influenced by advertising. When purchasing
medicines and vitamins, necessity and quality are the most important factors for consumers. This has not
changed over the past 15 years (Figure 2). In contrast, consumers did not follow the latest trends but, of course,
the experts’ recommendations. Quality and necessity were again most important when buying clothes, along
with product parameters. The most significant change over the 15 years (Figure 2) was the increased perceived
importance of the chance to try something new (new option) and recommendations from relatives (i.e., family
and friends).
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Figure 2. Health, pharmaceuticals, vitamins (left) and clothing and footwear (right)
Sources: developed by the authors based on their own processing of questionnaire survey data (N = 686).
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Figure 3. Furnishings (left) and Transport (right)
Sources: developed by the authors based on their own processing of questionnaire survey data (N = 686).
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The results for the clothing and footwear category developed similarly to those for the furnishings category,
with guality being equally important in both survey iterations. The importance of the chance to try something
new (a new option) and recommendations from relatives grew (Figure 3). When making transport-related
purchasing decisions, the necessity of the need and the price have still been most important for consumers.
The latest trends or design were not significant for consumers compared to other factors in this consumption
category (Figure 3).

For the perceived factors influencing decision-making when purchasing education services, there has been
a significant increase in the importance of the new options factor, indicating that consumers have been looking
for new education options (Figure 4). The perception of other factors in this category has remained almost
unchanged.
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Figure 4. Education (left) and Communication (right)
Sources: developed by the authors based on their own processing of questionnaire survey data (N = 686).

There has been a noticeable increase in consumer sophistication in communication (internet, postal
services, etc.), which may be related to the demands of internet connectivity in the digital age (Figure 4).
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Figure 5. Recreation and culture (left) and food and accommodation services (right)
Sources: developed by the authors based on their own processing of questionnaire survey data (N = 686).
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When buying recreation and culture-related services, as well as food and accommodation services,
consumers now value the chance to try something new more. Price and quality have proven to be the most
important factors in both consumption categories (Figure 5). The null hypothesis of equal mean values of
perceived price by consumers in the purchase decision process between 2007 and 2022 is rejected (p value
<0.001) in the categories of clothing, furnishings, education, communication, recreation, and food and
accommodation services. The largest difference in the perceived importance of price is observed in the
communication and food and accommodation services category, where the importance of perceived price
increased by almost a full unit on a ten-point scale.

New factors influencing consumer purchasing decisions are the mode of purchase (online or in-store),
influencer recommendations, discount codes and extended return options that emerged with the rise of online
shopping. In the context of sustainable consumption, the focus is on the product’s country of origin and the
ecological aspects of production, purchase and subsequent consumption. An overview of the perceived impact
of the new factors on the consumer’s purchase decision (Table 2) shows that discount codes have the greatest
influence on consumers, followed by the purchase method in the categories of food, clothing, furnishings,
recreation and food services.

Table 2. New factors influencing consumers’ purchasing decisions in 2022

Category Method of Influencer Discount Extended  Country Ecological Average
purchase recommendations codes return period of origin  aspect
Food and 5.6 3.9 5.6 4.8 5.3 5.1 5.0
nonalcoholic
beverages
Alcoholic beverages 45 3.6 4.7 35 4.3 3.7 4.0
and tobacco
Health, 4.7 35 4.5 3.7 3.9 3.7 4.0
pharmaceuticals,
vitamins
Clothing and 6.2 4.4 6.4 6.3 43 46 5.4
footwear
Furnishings 6.2 4.1 6.0 6.5 4.3 4.4 5.2
Transport 34 4.4 4.2 54 4.8 3.3 4.2
Education 4.5 3.9 4.5 4.0 3.8 3.3 4.0
Communications 5.3 3.4 5.0 4.6 3.3 34 4.2
Recreation and 5.8 4.9 5.9 5.3 5.1 40 5.2
culture
Food and
accommodation 5.6 4.8 55 4.7 4.3 3.9 4.8
services
Average across 5.2 4.1 5.2 4.9 4.4 3.9
categories

Sources: developed by the authors based on their own processing of questionnaire survey data (N = 686).

As the perceived importance of the emerging factors was strongest in the clothing and footwear category,
this category has been subjected to a more detailed analysis of the determinants of consumer buying behaviour.
According to the results of the KMO test and Bartlett’s test, the data are suitable for the application of factor
analysis using the principal component method (Table 3).

Table 3. KMO and Bartlett's Test

Kaiser—Meyer—Olkin Measure of Sampling Adequacy 0.863
Bartlett’s Test of Sphericity Approx. Chi-Square 6494.747
df 190
Sig. <,001

Sources: developed by the authors based on their own processing of questionnaire survey data (N = 686).
The results of the principal component analysis with Varimax rotation with Kaiser Normalisation (Table 4)

show that the new model constructed five determinants influencing consumers’ purchase decision process
(five components) and explained 68% of the variability of the original 20 factors.
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Table 4. Principal Component Analysis (Total Variance Explained)
Initial Eigenvalues Rotation Sums of Squared Loadings
Component Total % of Variance Cumulative % Total % of Variance  Cumulative %
1 6.536 32.679 32.679 3.612 18.058 18.058
2 2.976 14.880 47.560 3.073 15.366 33.424
3 1.615 8.077 55.637 2.932 14.661 48.086
4 1.294 6.470 62.107 1.991 9.954 58.039
5 1.096 5.481 67.588 1.910 9.548 67.588
6 0.872 4.362 71.950
7 0.727 3.633 75.583
8 0.606 3.030 78.613
9 0.558 2.790 81.403
10 0.510 2.549 83.952
11 0.476 2.382 86.334
12 0.451 2.256 88.590
13 0.369 1.847 90.436
14 0.336 1.679 92.116
15 0.322 1.610 93.726
16 0.294 1.469 95.195
17 0.286 1.428 96.622
18 0.269 1.343 97.965
19 0.216 1.082 99.048
20 0.190 0.952 100.000

Sources: developed by the authors based on their own processing of questionnaire survey data (N = 686).

Table 5 shows how the original 20 factors (i.e., 20 components) were assigned to the five newly formed
determinants of the consumer purchasing decision process. The highest factor loadings within each component
are highlighted in bold. These highlighted values are crucial for identifying to which determinant the factor
(i.e., the original component) is assigned.

Table 5. Rotated component matrix (five determinants of purchase)

1 2 3 4 5

Current trends Recommendations Experience Pricing Sustainability
Habit and tradition 0.003 0.364 0.584 -0.051 0.007
Severity of need -0.069 -0.048 0.723 0.353 0.024
Previous experience 0.062 0.129 0.808 0.130 0.052
Product parameters 0.243 -0.064 0.769 0.143 0.097
Price 0.113 0.066 0.310 0.838 -0.022
Discount 0.262 0.096 0.213 0.850 -0.043
Quality 0.360 -0.174 0.668 0.139 0.097
Brand 0.721 0.253 0.154 0.090 0.011
Advertising 0.448 0.681 -0.094 0.035 0.070
New option 0.446 0.607 0.041 0.170 0.094
Recommendations from relatives 0.088 0.759 0.193 0.095 0.132
Recommendations from experts 0.040 0.808 0.031 0.006 0.268
Influencer recommendations 0.434 0.646 -0.135 0.053 0.163
Latest trend 0.690 0.390 0.103 0.037 -0.005
Design 0.747 0.019 0.326 0.032 -0.004
Purchase method 0.607 0.124 -0.003 0.223 0.286
Extended return period 0.662 0.175 0.042 0.190 0.301
Discount codes 0.568 0.161 0.071 0.494 0.278
Country of origin 0.162 0.263 0.072 -0.011 0.864
Ecological aspect 0.156 0.192 0.126 -0.014 0.871

Sources: developed by the authors based on their own processing of questionnaire survey data (N = 686).
Component 1 can be labelled Current Trends in the market. This consumer purchase behaviour determinant

includes currently available brands in the market, design trends and other current purchase attributes, such as
the method of purchase (i.e., online or brick-and-mortar store) or extended return period for unsatisfactory
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goods, which alleviates purchase concerns. Component 2 mainly includes recommendations linked to the
factor of the chance to try something new (new option). When deciding on trying something new,
recommendations and advertising have proven to be the main influencing factors. The third group of
determinants, labelled Experience, includes the factors of habit, previous experience, and the necessity of
need; these cocreate the preferred parameters of a desired-quality product. The fourth group of purchase
determinants relates to pricing, as it includes the elements of price, discounts and almost also discount codes,
which were at the borderline between the first and fourth components. The last group of determinants of
purchasing behaviour is sustainability; it includes the environmental aspect and the country of origin.

5. Conclusions. The consumer behaviour surveys conducted in 2007 and 2015 showed that consumers
became slightly more demanding in all consumption categories surveyed and attached slightly more
importance to almost all factors influencing their purchasing decisions. In both surveys, quality, price and
severity of need turned out to be the most important factors influencing consumer purchasing decisions. The
key role of price has been confirmed by Nasiri & Shokouhyar (2021) and Achar et al. (2016). According to
these authors, many factors influenced consumers, but it was still the wallets that had the final say. Price is
currently given higher importance by consumers, as confirmed by the rejection of the null hypothesis of equal
means of perceived price between 2007 and 2022. In the context of price, the role of discounts has been
significant, with consumers currently giving more importance to them in all categories of purchases compared
to the situation in 2007. The importance of discounts has also grown with the development of online shopping,
where as noted by Sheehan et al. (2019), prices have been constantly changing due to temporary discounts.

Changes in the perceived importance of factors influencing purchasing decisions have occurred in the
Communications category, where the nature of products has also changed over time. In 2007, it was mainly
postal and telephone services; in 2022, the weight in this category shifted to internet access. For the analysed
factors, there was a significant increase in the perceived importance of discounts and past experiences. The
second category where the most significant changes have occurred is transport, where consumers have realised
the growing power of advertising and discounts. In summary, we can say that consumers themselves do not
attach much importance to advertising, even though, according to Martins et al. (2019), advertising is the main
source of information.

The smallest changes were recorded in Food and nonalcoholic beverages, where consumers felt similarly
influenced by the individual factors as before. The reason may be the necessity of these products. Although
there have been no significant changes in the importance of the factors perceived by consumers over the past
15 years (only minor deviations or a slight increase in the importance of some factors), the newly emerging
factors ought to be considered in marketing management. The new factors are related to the development of
e-commerce and other current trends, such as sustainability or a healthy lifestyle.

The category of clothing and footwear was chosen for a detailed factor analysis because consumers
assigned more importance to the emerging factors here than in other purchase categories. Factor analysis
revealed five determinants of the consumer decision-making process when purchasing clothing and footwear:
current trends, recommendations, experience, pricing and sustainability. These determinants, consisting of
groups of factors, should be considered when developing a marketing strategy, especially marketing
communication with consumers. These are the actual areas that consumers are both influenced by and
interested in, as consumers themselves rated on a scale of 1 to 10 how important they assigned the factors in
making purchasing decisions. Consumers attached importance to the current trends driven by the market offer,
which formed the first purchase determinant according to the factor analysis results.

As revealed by the survey, it is necessary to include new influencing factors when analysing the factors
influencing consumer purchasing decisions. The penetration of digital adoption into everyday activities, as
also described by Wang et al. (2022), is evident in purchase choices and provides opportunities for online
shared recommendations not only from influencers (see Sanchez-Fernandez & Jimenez-Castillo, 2021, who
talk about the importance of influencers), which is in line with Liu et al. (2021). According to the survey,
however, consumers attach low importance to influencer recommendations (4.0 on average). However, the
influence may be unconscious — similar to advertising, where consumers are unaware of its impact on their
behaviour. Not only influencer recommendations but also recommendations from family and friends and
expert recommendations, along with the chance to try something new, create the second current determinant
of purchase.

According to the primary data, the third determinant of consumer purchase decision-making was setting
personal values in line with preferred lifestyles (see Akkaya, 2021). Experience, habits, necessity of needs,
and other factors create a complex consumption experience in the desired quality of the product. The price
and discounts form another component — compared to other factors, these are some of the most important

93



@ Sumy Marketing and Management of Innovations, 3, 2023 % sSC | en d O
University ISSN 2218-4511 (print) ISSN 2227-6718 (online)

ones. The last determinant reflects the current pursuit of sustainable consumption in the context of
environmental attention. This is in line with Wang et al. (2022), according to whom new online shopping and
communication methods can save the environment. When planning and managing innovative marketing
activities, companies and enterprises should take into account the determinant of sustainability, as well as all
the other determinants.
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Sna CraBkoBa, Ph.D., xapenpa mapkeTunry ta Toprisimi, GakyasTeT Oi3HECY Ta EKOHOMIKH, YHiBepcuTeT MeHneins
B bpHo, Ueckka PecmryOirika

3MiHU NOBeNiHKM CIIOKMBaviB: TPaAuLiiiHi Ta HOBi paKkTOPH B AMHAMIYHOMY MAPKETUHIOBOM JIAHAA(PTI 32
ocranHi 15 pokis.

CrarTs y3araipHIO€ (PaKTOpH, M0 BIUTMBAIOTH HA PIMICHHS CIIOKHWBAYiB MIOAO MOKYIOK, Ta 3MiHH, SKi Il (haKTOpH
3a3HaM TPOTATOM OCTaHHIX 15 pokiB. JlocmikeHHS CHpsSMOBaHE Ha BW3HAYCHHS 3MiH, $Ki BigOyiwmcs B
MapKeTUHroBoMY JaHAmadTi Ta GakTopiB, M0 BILTMBAIOTH HA PIIICHHS CIIOKMBAYIB 010 TTOKYIIOK MPOTATOM OCTaHHIX
15 pokiB, i BUSIBICHHS HOBHX (DaKTOPIB, SKi BIUTUBAIOTH HA PIICHHS CIIOKUBAYiB 1010 MOKYIOK Ha CHOTOAHIITHIN ICHb.
JlocmimkeHHs 0yi10 MPOBEACHO 3a 0TIOMOTO0 aHKETHOTO OITUTYBaHHs, sike BinoOymocs B Yeckkiit PecmyoOmiti (N = 686).
MeToIuyHUM 1HCTPYMEHTApieEM IOCIIKEHHS CTaJd METOJAW OMHCOBOI CTATHCTHKU Ta 0arato)akTOpPHOrO aHaizy.
EmmipuuHi pe3ysabpraT JociiKeHHs 3acBigumiy, mo Mix 2007 1 2022 poxamu He OyIiio 3HaYyIIMX 3MiH Y CIIPUHAHSATTI
CHO)KMBauyaM{ BaXKJIMBOCTI TPAIMIIHHUX (aKTOpPiB, IO BIUIMBAIOTH HA X PIICHHS MO0 IIOKYIOK B Pi3HUX KaTEropisix
npoayKiii. JIoCmipKeHHs! MiATBEPAIO, IO CIIOKUBAYI CIPUHMAIOTH SKICTh, I[IHY Ta HEOOXIHICTh K HAaWBAXKIIUBIIII
(hakTOpH B PI3HNX KaTEropisix, TOMI K peKiIamMa 3ajHuianacs HaiMeHII BakinBoo. OJJHAK BayKJIMBICTH PeKJIaMHU 3pocia
JUISL IESIKMX KaTeropii ToBapiB, TaKKMX K OJIST, B3yTTs Ta TPAHCIIOPT, Pa3oM i3 3pOCTaHHAM BaXXKJIMBOCTI 3HIKOK. [IpoTe
nepesl MPUHHSATTSAM pIlIEHHS NP0 TMOKYNKY BHHHUKIM HOBI ()aKTOpH, IIO BIUIMBAIOTh Ha TOBEIIHKY CIIOXKHBAdiB.
Kareropist ToBapiB omsary Tta B3yTTs Oyna oOpaHa Ui JOKIATHOTO (PaKTOPHOTO aHANi3y depe3 Te, M0 CHOXKHBadi
TIPUAUTSUH OiNbIe yBarWm HOBHM (pakTopaM came B Il KaTeropii, HK B 1HIINX KaTETOPisSX TOBAapiB. 3aCTOCOBYIOUH
(hakTOpHWMIA aHAII3, aBTOPH BU3HAYMIIN IT'ATH ()aKTOPIB PIlIEHHS CIOXUBAYiB MIOA0 MOKYIIKH B JaHii kareropii. [Tepmum
(hakTOpOM, KU € BUPIIIIATIFHIM IIPH 3A1HICHEHHI IIOKYTIKH, OyT¥ IOTOYHI TeHACHIIIT HAa PUHKY. J{pyruM — pekoMeHaallii,
BKITIOYAIOYN PeKOMEHIAIIi Bix ciM'l, Ipy3iB 1 mpodecioHasiB, a TakoXK MOXKJIMBICTh CIIpoOyBaTH mOCh HOBE. TpeTiM —
JIOCBiJl, OCHOBAaHUI Ha MOTIEPEIHFOMY JOCBi/Ii CIIOKHMBaYa, SIKMIA TaKOXXK BH3HAYAB Mi3HIIIEe 0OpaHi mapaMeTpH i sSKiCTh
npoaykty. UeTBepTuM — 1iHOyTBOpeHH:. OcTaHHIM (haKTOPOM PIlIEHHS MPO MOKYIMKY € CTIHKICTh 5K Y CIIOKUBAHHI, TaK
i B nokymii. Pe3ynbratu m1ociipkeHHsT KOPUCHI JJIsl YYaCHHUKIB PHHKY, 0COONMBO mpH (OpMyBaHHI KOMYHIKaI[liHOT
CTpaTerii KOMIIaHii.

KarouoBi cioBa: pileHHs PO TOKYIKY; CHOXKMBaHHSI OJSTY; BIOJOOaHHs CIOXXKMBAuiB; OHJIAHH-NIOBEIIHKA,
JIETEpPMIHAHTH TOKYIIKH; CTaJIe CIIOKHBaHHS.
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