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Abstract: Online video streaming services have become popular. This study aims to examine subscribers' sharing
behaviour on online digital video platforms. In almost all online channels, sharing behaviour has gained importance.
Platforms may more simply and successfully reach their target audiences or consumers through sharing. On the other
hand, customers may attend to value creation due to the benefits they gain from using goods and services. Marketers
must comprehend how value creation is affected by customer benefits. This study is among the first studies examining
the relationships between customer benefits, value creation, and sharing behaviour. Questionnaire-based research was
employed to examine the foundation and framework-related hypotheses. Data was collected through the online survey
forms. The data was obtained from 363 online streaming service paid users. The Structural Equation Model was
performed using SPSS Amos 20 to test hypotheses. The statistical significance of the model's estimations was tested using
a single-step mediator model with a bootstrapping procedure. According to the findings, there was a significant
relationship between customer benefits and instrumental value. However, there were very weak relationships between
functional and psychosocial benefits and instrumental value. Financial benefit and instrumental value had a stronger
relationship. Significant relationships were found between the variables customer benefits and terminal value. There
was no significant relationship between instrumental value and sharing behaviour. As a result, there was no instrumental
value-mediated relationship between customer benefits and sharing behaviour. The relationship between customer
benefits and sharing behaviour, on the other hand, has been found to be mediated by terminal values. Functional and
financial benefits and sharing behaviour did not directly and significantly relate. But this relationship became significant
through terminal values (indirect-only mediation). Psychosocial benefits and sharing behaviour were directly and
significantly related. It has been noted, nonetheless, that this relationship was strengthened by terminal value. The
findings were assessed in light of the prior studies in the discussion section. In this section, some potential directions
were suggested for future research.
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Introduction. Online streaming platforms have become a global trend (Singh et al., 2021). After the ‘00s,
the spread of the Internet and the increase in its connection speed began to change people's daily lives and
habits radically. In addition to people's communication, shopping, and information-gaining habits, the forms
of entertainment have also begun to change (Santos and Schlesinger, 2021). Online streaming platforms have
also become one of the most important factors in changing these habits (Hasan et al., 2018; Lee et al., 2018;
Lee et al., 2016). People can access the entertainment content (movies, music, etc.) provided by these
platforms whenever and wherever they want with an internet connection. Online video streaming platforms
are technology organizations operating worldwide (e.g., Netflix, Amazon Prime, HBO, Hulu, Apple TV Plus,
Disney +), which provide digital video content (e.g., movies, TV series, and documentaries). These platforms
generally offer changing and developing content to their users in return for a monthly membership fee (Lee
et al., 2018). The entertainment industry is among the industries significantly affected by digital technologies.
Many streaming platforms operating globally or locally are becoming more and more preferred over
traditional streaming services. The primary focus of this study is to examine the sharing behaviour of users
who are members of these online digital video platforms.

Online sharing behaviour is defined as sharing content by users in online channels to inform other parties
(Sujon, 2018). In the literature, sharing behaviour has been studied mostly on sharing social media content
(Kim and Jang, 2018; Sujon, 2018; Yahaya et al., 2018). Research on streaming platforms has focused more
on platforms that offer music services (Lee et al., 2011). Some of these studies have examined the relevance
of technical elements to sharing. A few studies examined behavioural elements (Lee et al., 2011; Sun et al.,
2017). Sharing behaviour has become a phenomenon in almost all online channels. Internet sites, social media
tools, and electronic commerce sites have realized the importance of sharing to reach more users or visitors
and encourage current users to share the content with third parties. Sharing enables platforms to reach their
target audiences or customers more easily and effectively. On the other hand, the main motivations of
users/customers for sharing include reasons such as connecting with other people, showing what they like to
other people, and reporting their lifestyle and different tastes.

Businesses aim to attract new customers and turn existing customers into loyal customers by offering
benefits (Colwell et al., 2009; Hur et al., 2010). Customer benefits refer to customers' benefits from choosing
a product or service. Similarly, customers prefer online streaming services to obtain some benefits (Chen et
al., 2017). Customer benefits have been discussed in different ways in the marketing literature. This study
examined customer benefits as functional, psychosocial, and financial benefits. The relationship of customer
benefits with consumer behaviour and marketing strategies in marketing research has been examined
(Homburg et al., 2005; Lee and Kim, 2018; Reynolds and Beatty, 1999). This study examined the relationship
between customer benefits, value creation, and sharing behaviour. The concept of value could be classified
differently according to different criteria and perspectives. It could be classified according to different areas
such as working life, social and family values, and the values that lead people to life goals. This study
examined value creation within Milton Rokeach's (1973) classification of instrumental and terminal values.
Values are characterized as people's ideal behaviour styles or beliefs about their life purpose. People
hierarchically organize values by grading them in different ways.

Customers could reach different values because of the benefits they derive from using products and
services (Chenetal., 2017). Therefore, marketers must understand how customer benefits affect values (Smith
and Colgate, 2007). Some studies considered how customer benefits affect values. However, there are not
enough studies on how values transform into outputs. Especially in platforms that provide online video
streaming services, these studies are quite limited (Chen et al., 2017; Singh et al., 2021; Guo, 2022). This
study is among the first to examine the relationship between customer benefits, values, and sharing behaviour.
Sharing behaviour is gaining increasing interest in the industry and among scholars. This study aims to shed
light on researchers and practitioners by examining the sharing behaviour of customers on online video
streaming platforms. After the literature review, hypotheses and research methodology are presented in the
study. Then the research hypotheses were tested, and the results were discussed.

Literature Review. When people evaluate the value resulting from transactions, they consider the benefit
they get (Guo, 2022). Similarly, customer benefit is a concept that is widely discussed in the marketing
literature. The benefit is the main factor in the customer's preference for a product or service. Providing
benefits to customers is one of the main purposes of the products and services offered by businesses (Reynolds
and Beatty, 1999). The benefit is a subjective concept that could be reached by using or purchasing a product
or service (Chen et al., 2017; Leroi-Werelds, 2021; Reynolds and Beatty, 1999). In the literature, customer
benefit is divided into different categories. Prominent among these are functional, practical, and emotional
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benefits (Young and Feigin, 1975), psychosocial and functional benefits (Olson and Reynolds, 1983),
functional, psychological, and social benefits (Peter et al., 1999), functional, symbolic, and experiential
benefits (Keller et al., 2011), functional, experiential, psychosocial, and financial benefits (Parry, 2001),
functional, economic, emotional, and symbolic benefits (Hur et al., 2010).

In this study, the benefits are considered as functional, psychosocial, and financial. Functional benefits
refer to the technical and operational benefits perceived by the customer as a result of using a product or
service (Hur et al., 2010; Parry, 2001). Psychosocial benefits refer to benefits such as status, proficiency, self-
development, and wisdom that customers believe they have because of using or owning a product and that
they associate with other people (Olson and Reynolds, 1983; Parry, 2001). On the other hand, financial
benefits include gains from purchasing a product or service, such as time savings, cost savings, and bonuses
that customers obtain (Chen et al., 2017; Parry, 2001). In addition to studies in which customers are evaluated
from a more «macro» point of view in the form of clustering/grouping in marketing research, studies that
examine more individual and «micro» levels are also important to examine more specific behaviours of
consumers (Reynolds, 1985). For this reason, the Means-End Theory, which offers more psychosocial
analyses instead of general groupings such as target market, explains the relationship between the benefits of
products and services and personal values (Gutman, 1982; Reynolds, 1985; Schaefers, 2021). The objects that
people use or the activities they do are expressed as «meanings». Ends also express valuable situations such
as achieving, being happy, and benefiting. The Means-End Chain Theory explains the conversion of benefits
from customers' use or purchase of a product or service into values. This study discusses the effect of customer
benefits on instrumental and terminal values (Rokeach, 1973). Thus, instrumental values express beliefs
related to the course of action, such as independence, courage, honesty, and responsibility. Terminal values
consist of beliefs for the final state reached, such as freedom, peace, and love. Today, nearly all internet tools
and platforms encourage users to share content (Wang et al., 2022). One of the most effective strategies for
attracting new users through existing users is content sharing (Arica et al., 2022). Sharing tools are used for
many reasons, such as brand awareness, product awareness, acquiring new users, and re-activating passive
users (Wang, 2021; Lia and Yang, 2021). On the other hand, advertising with traditional advertising tools or
attracting users may be perceived as more commercial activities by users. Content sharing by existing users
could also help reduce consumer suspicion, as other users consider it more sincere (Tutaj and Van Reijmersdal,
2012). Sharing in streaming services is also used by content provider companies. As of Q4 2021, there are
over 200 million Netflix, over 100 million Amazon Prime Video, over 40 million Hulu, and over 100 million
Disney Plus paid subscribers worldwide (Statista.com, 2022). The sharing feature on these platforms allows
the content to be shared on many different platforms. Most of these platforms are social media tools and
applications. Today, social media users have exceeded 4 billion. Users share for routine and to inform or invite
other users and friends. Platforms that provide streaming services also allow and encourage their users to share
the content they watch or want to recommend.

Methodology and research methods. How values are created and demonstrated is important for both
practitioners and scholars. Customer benefits are also important in value studies (Chen et al., 2017; Lee and
Kim, 2018). This study evaluated customer benefits as functional, psychosocial, and financial. Online
streaming platforms have shown serious growth, especially in the last ten years, with the benefits they provide
to their users. Consumers have shifted from traditional entertainment habits to online streaming services
(Hasan et al., 2018; Yilmaz and Ecemis, 2022). Online streaming platforms allow users to watch videos at
lower costs. In addition, they could access content whenever they want, on different devices (some platforms
offer to download for offline usage). Thus, users could save time. All these features with the functional,
psychosocial, and financial customer benefits enable online streaming users to create instrumental values such
as cheerful, logical, independent and controlling.

Hi: There is a significant positive relationship between customer benefits (Hi.: Functional, Hip:
Psychosocial, Hic: Financial) and instrumental value.

Although online streaming platforms are basically for entertainment purposes, many online tools and
applications with an internet connection today could appeal to values far beyond these. Online streaming
platforms could contribute to the value of users’ purpose of existence with the benefits they provide.
Therefore, online streaming platforms could be used to watch digital video content and provide customer
benefits such as cost savings, risk reduction, and spending time with others (Chen et al., 2017; Lee et al.,
2018). Online streaming platforms could contribute to creating terminal values such as a comfortable and
peaceful life, social prestige, and a beautiful world, both on a personal and social level, with their useful
features.
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H,: There is a significant positive relationship between customer benefits (Hza: Functional, Hap:
Psychosocial, Hac: Financial) and terminal value

According to Rokeach (1968), values are the factors that guide people's behaviour. When people have
value, they know how to proceed or what to do to get the desired result. The emotional dimension of values
allows the individual to be against or next to anything. When values become active, they enable the individual
to act and direct the behaviour (Rokeach, 1968).

In terms of instrumental values, a tool such as helping others could be valuable when people share content
on online streaming services (Lee et al., 2011; Sun et al., 2017). They may act from a value such as being
responsible because they think another person would be interested or need it. Instrumental values such as
broadminded, intellectual, and logical could encourage users to share content. Therefore, users would be able
to share the customer benefits obtained from online services with other users through instrumental values:

Hs: Instrumental values mediate the relationship between customer benefits (Hs.: Functional, Hap:
Psychosocial, Hsc: Financial benefits) and sharing behaviour.

Online streaming service users can create terminal values with their customer benefits. Terminal values
created such as happiness, freedom, a comfortable life, pleasure, and social recognition will be able to direct
users to share online streaming content with other users. When the studies on sharing are examined, it is seen
that people share with drivers, such as socializing and having fun (Lee et al., 2011; Plume and Slade, 2018).

Hs: Terminal values mediate the relationship between customer benefits (Ha.: Functional, Hap:
Psychosocial, Hac: Financial) and sharing behaviour.
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Figure 1. Research Model
Sources: developed by author.

For investigating the foundation and framework-related hypotheses, questionnaire-based research was
used. All variables were assessed using seven-point Likert scales that ranged from «strongly disagree» (1) to
«strongly agree» (7). As categorical variables, age, gender, and educational level questions were rated on a
ratio scale. The measurement constructs were selected from previous studies. Customer benefits and values
(instrumental and terminal) were from Chen et al. (2017). The sharing behaviour was measured by three items
adapted from Wang et al. (2016). The data was collected in Turkey. The online questionnaire forms were
distributed. The convenience sampling method was used. A total of 527 questionnaires were collected. The
data obtained from 363 online streaming service paid users (subscribers) were used in the analysis after the
data cleaning processes. Only paid users are included in the research to prevent measurement errors that may
arise due to the inability of unpaid users to use all functions in streaming services, such as content sharing.
Table 1 shows the demographic results. After collecting the data, the measures were subjected to a purification
process.

Table 1. Demographic statistics

Parameters Criteria Frequency %
1 2 3 4
Gender Female 195 53.7
Male 168 46.3
Age 18-24 110 30.3
25-34 197 54.3
35-44 42 11.6
45-54 10 2.8
55+ 4 1.1
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1 2 3 4

Education Highschool & below 19 5.2

College 26 7.2

Undergraduate 283 78.0

Master 32 8.8

PhD 3 0.8

Sources: developed by the author.

The procedures included assessments of the item and scale reliability, one-dimensionality, and convergent
and discriminant validity used to validate measures (Anderson and Gerbing, 1988; Fornell and Larcker, 1981).
First, an exploratory factor analysis (EFA) was performed to assess the dimensionality of our constructs. This
analysis uses a Maximum Likelihood (ML) with Promax rotation. Besides, it is investigated that the Kaiser-
Meyer-Olkin (KMO=0.94) and Bartlett's test scores (x?/df: 7742.56/630, p=0.000), which indicate adequate
results for EFA (KMO statistic should be above 0.6). Pattern matrix converged in seven rotations, and the
variance of the six-factor model is 69.19%. Table 2 presents EFA scores for variables. Following exploratory
factor analysis, confirmatory factor analysis was used to evaluate the scales, as Anderson and Gerbing (1988)
proposed. The reliability and validity of these constructs were tested using a variety of methods. Convergent
and discriminant validity were assessed using a confirmatory factor analysis (CFA) on the initial measurement
model.

Table 2. EFA Scores
Instrumental Value Functional Benefit Psychosocial Benefit Terminal Value Financial Benefit Sharing Behaviour
INST2 0.885
INST3 0.883
INST4 0.882
INST5 0.831
INST6 0.814
INST1 0.803
INST8 0.765
INST7 0.735
FUNCS6 0.890
FUNC5 0.860
FUNC3 0.832
FUNC4 0.826
FUNC1 0.762
FUNC7 0.740
FUNC2 0.735
FUNCS 0.693
PSYC1 0.857
PSYC5 0.797
PSYC2 0.781
PSYC6 0.771
PSYC3 0.730
PSYC4 0.692
TERM2 0.936
TERM5 0.828
TERM1 0.823
TERM3 0.779
TERM6 0.762
TERM4 0.756
FIN3 0.965
FIN2 0.823
FIN5 0.783
FIN1 0.568
FIN4 0.538
SHARE2 0.815
SHARE1 0.742
SHARE3 0.712
Notes: INST — Instrumental Value, FUNC — Functional Benefit, PSYC — Psychosocial Benefit, TERM — Terminal Value; FIN —
Financial Value; SHARE — Sharing Behaviour

Sources: developed by author.
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The fit statistics indicated that a six-factor model fit the data well. The fit indices also provided supportive
evidence after necessary modifications on the model (CMIN/DF= 2.645, RMSEA = 0.067, TLI = 0.91, and
CFI=0.92). Second, internal consistency reliabilities (Cronbach’s alpha) were calculated. Reliabilities ranged
from 0.87 for Sharing Behaviour to 0.94 for Instrumental Value, indicating acceptable levels of internal
consistency. Also, as a check for discriminant validity, the variance extracted for each construct was greater
than the squared latent factor correlations between pairs of constructs. After these tests, it was concluded that
the measures are unidimensional and have adequate reliability, discriminant validity, and convergent validity.
Table 3 represents the measurement statistics and correlations.

Table 3. Measurement statistics and correlation matrix

Mean Std. Indicators Financial Instrumental Functional Psychosocial Terminal Sharing
Dev. Benefit Value Benefit Benefit Value Behaviour
528 1.09 Financial (0.795)
Benefit
565 1.06 Instrumental  0.617*** (0.827)
Value
544 111  Functional 0.624*** 0.496*** (0.791)
Benefit
5.42 1.08 Psychosocial 0.584*** 0.494*** 0.553*** (0.790)
Benefit
532 1.13 Terminal 0.701*** 0.698*** 0.582%** 0.643*** (0.840)
Value
533 1.2 Sharing 0.536*** 0.513*** 0.495%** 0.687*** 0.660%** (0.836)
Behaviour
Cronbach's 0.894 0.949 0.934 0.912 0.939 0.873
Alpha
CR 0.896 0.945 0.930 0.909 0.935 0.875
AVE 0.632 0.685 0.626 0.625 0.707 0.700

Notes: *** p < 0.01; Std. Dev. — Standard Deviation; CR — Composite Reliability; AVE — Average Variance Extracted; Indicators;
Mean — the average value;
Diagonals show the square root of AVEs; 1, 2, 3....

Sources: developed by the author.

Results. The structural Equation Model (SEM) was performed using AMOS 20.0 to test hypotheses. The
structural equation model involved the maximum likelihood (ML) method (Bentler, 1995). SEM model had
good fit indices (CMIN/DF= 2.599, RMSEA = 0.066, TLI = 0.91, and CFI = 0.92). A single-step mediator
model with a bootstrapping procedure was employed to test the statistical significance of the model's
estimates. The significance of the indirect effects was determined using bias-corrected bootstrapping results,
with all bootstrap results for the indirect effects based on a confidence level of 95 percent and 5.000 bootstrap
samples, as suggested by Hayes (2009). Compared to other commonly used methods, bootstrapping is a more
valid and powerful way to investigate mediation effects (Hayes, 2009).

Hypotheses la-c predict that customer benefits would be positively related to instrumental value. Haa:
There is positive and significant relationship between Functional Benefit and Instrumental Value (Std. p=
0.134, p < 0.07). Hip: There is a positive and significant relationship between Psychosocial Benefit and
Instrumental Value (Std. p= 0.165, p < 0.06). Hic: There is a positive and significant relationship between
Financial Benefit and Instrumental Value (Std. B=0.436, p < 0.00).

Hypotheses 2a-c predict that customer benefits would be positively related to terminal value. Hza.: There is
positive and significant relationship between Functional Benefit and Terminal Value (Std. p= 0.146, p <0.04).
Ha: There is a positive and significant relationship between Psychosocial Benefit and Terminal Value (Std.
B= 0.302, p < 0.00). Hy: There is a positive and significant relationship between Financial Benefit and
Terminal Value (Std. = 0.430, p < 0.00).

Mediation influences, H3a-c and H4a-c, were evaluated according to Zhao et al. (2010) typology of
mediations. Direct relationships between customer benefits and sharing behaviour are as follows. There is no
significant direct relationship between functional benefit and sharing behaviour (p < 0.54). There is a
significant direct relationship between psychosocial benefit and sharing behaviour (Std. = 0.444, p <0.001).
There is no significant direct relationship between financial benefit and sharing behaviour (p < 0.92).

Hypotheses 3a-c predict that instrumental values mediate the relationship between customer benefits and
sharing behaviour. Hsa: Instrumental values did not mediate the relationship between functional benefit and
sharing behaviour (p < 0.34). Hsy,: Instrumental values did not mediate the relationship between psychosocial
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benefit and sharing behaviour (p < 0.25). In turn, Hsc: Instrumental values did not mediate the relationship
between functional benefit and sharing behaviour (p < 0.34).

Hypotheses 4a-c predict that terminal values mediate the relationship between customer benefits and
sharing behaviour. Haa: Terminal values mediate the relationship (indirect-only mediation) between functional
benefit and sharing behaviour (B= 0.050, p < 0.026). Ha: Terminal values mediate the relationship
(complementary mediation) between psychosocial benefit and sharing behaviour (p= 0.103, p < 0.00). Hac:
Terminal values mediate the relationship (indirect-only mediation) between financial benefit and sharing
behaviour (= 0.153, p <0.001).

Besides, the hypothesis analysis results revealed that customer benefits explain 42% of the variance in
instrumental values (R?= 0.42) and 58% of the variance in terminal values (R*= 0.58). Also, the research
model explains 56% of the variance in sharing behaviour (R?= 0.56). Table 4 shows the hypotheses test results.

Table 4. Hypotheses test results

Hypothesis Relation Path Supported
Hla Functional Benefit — Instrumental Value 0.134* Yes
H1ib Psychosocial Benefit — Instrumental Value 0.165* Yes
Hlc Financial Benefit — Instrumental Value 0.436*** Yes
H2a Functional Benefit — Terminal Value 0.146** Yes
H2b Psychosocial Benefit — Terminal Value 0.302*** Yes
H2c Financial Benefit — Terminal Value 0.430*** Yes
H3a Functional Benefit — Instrumental Value —Sharing 0.007 No
H3b Psychosocial Benefit — Instrumental Value —Sharing 0.009 No
H3c Financial Benefit — Instrumental Value —Sharing 0.025 No
H4a Functional Benefit — Terminal Value —Sharing 0.050** Yes
H4b Psychosocial Benefit — Instrumental Value —Sharing 0.103*** Yes
H4c Financial Benefit — Instrumental Value —Sharing 0.153*** Yes

Notes: *p < 0.1, *¥p < 0.05, **%» < 0.01
Sources: developed by author.

Conclusions. The main purpose of this study was to examine the relationships between customer benefits,
value creation, and sharing behaviour. Research findings revealed the significant impact of customer benefits
on value creation. On the other hand, this research also examined the mediating effect of instrumental and
terminal values between customer benefits and sharing behaviour. In this respect, this study is among the early
studies examining this relationship. While previous studies examined the factors affecting instrumental and
terminal values, this study aimed to fill a research gap by examining the relationship between these variables
and sharing behaviour. Examining the direct and indirect relationships between customer benefits and sharing
behaviour is a positive cue for researchers. In addition, this study differs from previous studies by examining
online video streaming services. The results of the research showed that a significant relationship was found
between customer benefits and instrumental value. However, the relationships between functional and
psychosocial benefits were not very strong. The relationship between financial benefit and instrumental value
was stronger. These results are partly similar to previous studies (Chen et al., 2017). When the relationships
between customer benefits and terminal value were examined, significant relationships were observed
between the variables.

Surprisingly, the study's results showed no significant relationship between instrumental value and sharing
behaviour. Therefore, no mediation effect of instrumental value was observed between customer benefits and
sharing behaviour. Future studies may explore this issue. Different variables can moderate or mediate this
relationship. On the other hand, it has been observed that terminal values mediate the relationship between
customer benefits and sharing behaviour. There is no significant direct relationship between functional and
financial benefits and sharing behaviour. But through terminal values, this relationship becomes significant
(indirect-only mediation). There is a direct and significant relationship between psychosocial benefit and
sharing behaviour. However, it has been observed that this relationship is stronger through terminal value.

This study could contribute to the implementation of marketing strategies. The benefits provided to
customers, especially for digital streaming services, give important insights into value creation. In addition,
sharing behaviour is encouraged by those operating in almost all online channels today. In the research results,
it is seen that terminal values contribute positively to the sharing behaviour. It may give an idea for the
practitioners to focus on terminal values.

This study has research limitations. First, only digital video streaming service users who have paid
memberships were examined in the study. Therefore, the generalization of the results is limited. Secondly,
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functional, psychosocial, and financial benefits were examined in the study. Future studies could also examine
other types of benefits in the literature. In addition, Rokeach's approach was examined as values. Other
approaches and theories about values could also be explored. Finally, it is believed that examining and
comparing the research model in line with different categorical variables would provide new insights.
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IlepeBaru cnokuBaviB Bi/l HIEPUHTY MOTOKOBOIO Bile0: CTBOPEHHS J0AATKOBOI LiHHOCTI

Y crarti mpoaHamizoBaHO OCOOJIMBOCTI OHJIAWH-CEPBICIB MOTOKOBOTO BileO, sKi MarOTh HAWBHIIMNA pPiBEHD
oIy IsipHOCTi. MeToro craTTi € aHami3 eQexTy Big UICpHHTY MOTOKOBOTO Bile0 MiANMMCHUKAMHA IHUPPOBHX
BifmeoruraTopm. ABTOPOM OOTPyHTOBAHO aKTyaJIbHICTh JOCHTIKYBaHOI IPOOJIEMAaTHKA 3pOCTAHHIM POJIi Ta 3HAYUMOCTI
IICpUHTY B OHJIaH-cepBicax. Bu3HaueHo, MI0 MIEPHHT 3HAYHO CIPOIIYE Ta MiIBUINYE €(PEeKTHBHICTh KOMYyHIKAIii 3
LTBOBOIO ayAUTOpi€r0. 3 iHIIOro OOKY, CIIOKMUBaYi MOXKYTh MPHIUIATH yBary CTBOPEHHIO AOIATKOBOI IIIHHOCTI depes
HepeBar, ki BOHM OTPUMAIOTh Bijl CIIUIBHOTO KOPUCTYBAHHS TOBapaMM Ta MOCIyraMH. TakuM YHHOM, MapKeTOI0TraM
Ba)KJIMBO PO3YMITH SIKUM YHHOM CTBOPEHHS J0JIATKOBHX LIHHOCTEH BIUIMBAE Ha NepeBard Jyisi crioxkuBadis. [IpoBenene
JMOCTIKCHHSI € OJHHMM 13 MEPINUX, SKe PO3KPHUBAE B3a€EMO3B’SA30K MK IEpeBaraMu Ui CIIOXKHBA4iB, CTBOPCHHSIM
JIOZIATKOBOT IIHHOCTI Ta LICPHHIOBOIO MOBEAIHKOI. J[Isi JOCATHEHHS MOCTAaBJIEHOI METH NPOBEACHO OHJIAlH-
aHKeTyBaHHs 363 IUIaTHUX MiINHCHHUKIB OHJIANH-CEpPBICIB MOTOKOBOTO Bijeo. J[iIs MepeBipKH TiloTe3 IOCHTiKEHHS
3aCTOCOBAHO MOJIETh CTPYKTYPHHX PIBHSHb 3 BHKOPUCTAHHSIM IporpamHoro 3aoesmeuyenns SPSS Amos 20.
CTaTUCTHYHY 3HAYYIICTh OLIHOK MOJIENI MEPEBIPEHO 3a JOMOMOTOK OHOKPOKOBOI MOJICNI MeIiaTopa 3 MpoIeay PO
Oytcrpaninra. OTpuMaHi pe3yabTaTH MiATBEPIMIN HaIBHICTh CTATHCTUYHO 3HAYYIIOTO B3a€EMO3B’ SI3KY MiX IlepeBaraMu
CHOXKMBa4iB Ta IHHICTIO, iX MarepiaJbHUMH BUTOJAaMM Ta IIEPUHIOBOIO NOBeliHKOIO. [Ipym mpoMy He3Hauymmit
B32€MO3B’SI30K BHSBIICHO MiXK IIIHHICTIO, TICHXOCOLIAIbHAM CTaHOM CIIOKHBAYiB Ta iX IepeBaram, a TaK0XK MiXK [IIHHICTIO
Ta IIEPUHTOBOIO TOBEIIHKOI0. TakuM 4HMHOM, 3a pe3yNbTaTaMy JIOCITIPKEHHS 3p00JIeHO BUCHOBOK IOJO BiJICYTHOCTI
OTIOCEePEIKOBAHOI POJIi IIIHHOCTI Y B3a€EMO3B’SI3Ky MiX IepeBaraMy CIOXKMBAUiB Ta MEPHUHTOBOIO MOBEIIHKOIO, TO/I K
KiHIIEBa BapTICTh € MOCEPEIHUKOM MiX IepeBaraMy CIIOKWBAYiB Ta IMIEPUHTOBOIO ITOBEAIHKOI. ABTOPOM 3a3HAYECHO,
mo (QyHKIIIOHATBHI Ta MaTepialibHI BUTOAW HE MalM MPSMOTO Ta 3HAUymoro 3B’s3Ky. OpmHak, meil 3B 530k HaOyBae
3HAYyNIOCTI 3a HENPSIMOTO TOCEPEIHUNTBA OCTATOYHOI BAapTOCTi. BcTaHOBIEHO, IO NICHXOCOLiaNbHHUN CTaH Ta
[IEPUHTOBA MOBEIIHKA MaJIH MPSAMUH Ta 3HAYYIIHUN 3B’ S30K, IO TIOCHITIOETHCS Yepe3 JOAATKOBY IIiHHICTh. BpaxoBytodun
pe3yJIbTaTh AOCIIIKECHHS, aBTOPOM 3aMPOIIOHOBAHO HU3KY MOTCHIIHHUX HAMMPSIMKIB ISl TOJANBIIHNX JTOCIIIKCHb.

KoarouoBi cioBa: wmarepianpHi Buroau, (yHKIIOHaJdbHI IlepeBark, IHCTpyMEHTaJbHa wLiHHICTH, Netflix,
NICHXOCOIiaJIbHI TIepeBaru, KiHIeBa BapTiCTh.
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