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INTRODUCTION
Relevance of the research topic

Finding ways to create and deliver higher value to consumers has received
a lot of attention in recent years due to rapid dynamic social, economic, and
technological transformations in the market and its participants constant need to
remain competitive (Prahalad & Ramaswamy, 2004; Vargo, Maglio, & Akaka,
2008; Ramaswamy, 2009). In order to remain competitive or to be able to find
new ways to gain competitive advantage, it is necessary to understand how higher
value can be created and delivered to consumers as well as what influence it.

Typically, value is created and then delivered to consumers by a company.
However, increased interactions between companies and consumers have revealed
that consumers value not only a product or a service they buy, but also the
experience perceived during the shopping process. The increased interest in
exceptional and personalized consumer experience led to active consumer
participation in the value creation process that is based on co-creation experiences.
Gentile, Spiller, and Noci (2007) noticed that consumers experience is closely
related to their priorities that affect their buying decisions. Therefore, the main
factor influencing consumer perceived value in experience creation is constant and
comprehensive consumer engagement (Calder, Malthouse, & Schaedel, 2009;
Mollen & Wilson, 2010).

Scientific discussions on the engagement phenomenon in the field of
management and marketing studies date back to the beginning of the 21% century.
The interest in this phenomenon is related to cognitive and emotional consumer
commitment to active relations with a specific engagement object. Researchers
agree that consumer engagement can affect consumer behavior and attitude
(originated or increased brand trust in an engagement object, self-identification
with a company or a brand, attitudinal and/or behavioral loyalty). Moreover, the
relevance and timeliness of consumer engagement cognition are affirmed by
Marketing Science Institute (MSI, 2014) research priorities and by research
published in special editions of international scientific journals (e.g., Journal of
Service Research, 2010; Journal of Strategic Marketing, 2010; Journal of Product
and Brand Management, 2014; Journal of Marketing Management, 2016).

One of the main factors that influence the interaction between market
participants and consumers and their role in the market is rapid technological
development (Berthon, Pitt, Plangger, & Shapiro, 2012; Gustafsson, Kristensson,
& Witell, 2012; Claffey & Bradey, 2014). Information and communication
technologies are becoming concurrent with business activities and consumers’
personal lives. Information and communication technologies facilitate active
consumers participation in business activities, for instance, consumers can be
engaged in content and services creation, they can also socialize, communicate
with business representatives, other consumers, and express their opinion about
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products or services. Active, but short-term engagement characterizes changes in
consumer behavior influenced by the abundance of technological solutions and
information flow. Given the fact that the ability to establish and maintain long-
term relationships is still the main business aspiration, the necessity to better
understand the consumer engagement phenomenon, its assumptions, and potential
consequences in the context of the development of information and
communication technologies is argued.

Reasoning of the scientific problem

In the context of modern experience grounded consumption tendencies, the
necessity to understand the phenomenon of consumer engagement is inevitable.
The origins of studies in the field are closely related to various sciences (sociology,
psychology, and politics), and despite the fact that this phenomenon has been
analysed for almost two decades, the knowledge of this phenomenon is very
limited.

The majority of early studies related to consumer engagement were limited
to the analysis and development of the concept. Hollebeek (2011a, 2011b), Brodie
etal., (2011), and Vivek et al., (2012) made the most important contribution to the
field. Researchers present the main characteristics and features of consumer
engagement and a variety of possible research objects, subjects, and contexts.
Avnet and Higgins (2006), Higgins and Scholer (2009), Patterson, Yu, and De
Ruyter (2006), Bowden (2009), Mollen and Wilson (2010) performed further
research of the concept of consumer engagement.

Another important area of the field is dimensionality of consumer
engagement (Brodie et al., 2011; Cheung et al., 2011; Dessart, Veloutsou, &
Morgan-Thomas, 2015; Hollebeek, 2011a, 2011b; Hollebeek et al., 2014; So et
al., 2014; Verhoef, Reinartz, & Krafft, 2010). The very first studies of consumer
engagement dimensionality were performed in 2005-2006. However, the number
of dimensions used to measure consumer engagement depends on the engagement
approach that can be unidimensional or multidimensional. Moreover, the
characterization of dimensions depends on the engagement object (brand, brand
community, advert, online social network, website, etc.). Researchers, Sprott,
Czellar, and Spangenberg (2009), van Doorn et al., (2010), and Verhoef et al.,
(2010) supported and studied the unidimensional approach of consumer
engagement, whereas Brodie et al., (2011), Hollebeek (20114, 2011b), Mollen and
Wilson (2010), and Patterson et al., (2006) supported the multidimensional
approach. Despite extensive attention to dimensionality of consumer engagement,
there is no consensus on what dimensions should be included in the developed
concept.

The increased interest in consumer engagement is closely related to the
complexity and adaptability of the phenomenon in various contexts. It is
noteworthy that the development of information and communication technologies
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created new possibilities for consumers. Therefore, the scientific interest in
consumer engagement in a virtual environment has increased as well (Barker,
Dozier, Weiss, & Broden, 2014; Breidbach, et al., 2014; Mollen & Wilson, 2010;
O’Brien & Toms, 2008; Ragauskaité & Virvilaité, 2013; Reitz, 2012; Tsai & Men,
2014; Malciute & Chrysochou, 2013). Konceptualiu lygmeniu plétoti vartotojy
isitraukimo ] virtualias prekés Zenklo bendruomenes (Algesheimer, Dholakia ir
Herrmann, 2005; Brodie et al. 2013; Chan, Zheng, Cheung, Lee, Lee, 2014,
Siudikiené, 2016 Consumer engagement has been studied in different contexts at
the conceptual level, for instance, consumer engagement in online brand
communities (Algesheimer, Dholakia, & Herrmann, 2005; Brodie et al., 2013;
Chan, Zheng, Cheung, Lee, & Lee, 2014) or consumer engagement in social media
platforms (Cheung et al., 2011; Di Gangi & Wasko, 2009). Moreover, according
to the scientific literature, there are two research areas identified, namely,
sociology (Gambetti et al., 2012; Fliess et al., 2012; Gummerus et al., 2012) and
psychology (Calder et al., 2010). These research areas also are associated to
consumer engagement in a virtual environment, virtual communities, social
networking sites, and consumer to consumer environment.

Summarizing the level of scientific problem exploration, it can be stated
that even though the conceptual meaning and dimensionality of consumer
engagement have received extensive attention, there is still no consensus on what
determines consumer engagement. In addition, potential consequences of
consumer engagement have been poorly investigated. It should be noted that the
majority of research is theoretical (Avnet & Higgins, 2006; Bowden, 2009; Brodie
etal., 2011, etc.) or dedicated for a deeper understanding of the phenomenon, i.e.,
qualitative research methods are applied (Calder et al., 2009; Phillips &
McQuarrie, 2010). Meanwhile, there is a lack of research grounding relations of
consumer engagement, its antecedents and consequences. That is why on the
ground of the research presented in the doctoral dissertation the author seeks to
examine theoretical aspects of consumer engagement in value creation and to
reveal their relations (to identify significant antecedents and consequences of
consumer engagement) in the context of the development of information and
communication technologies.

Scientific problem — what antecedents determine consumer engagement (CE) and
how do they impact CE in value creation in the context of ICT development? How
does consumer engagement affect value?

Research object — consumer engagement in value creation.

The aim of the research — to determine relations between consumer engagement
and created value in the context of the development of information and
communication technologies.



In order to achieve the formulated aim, the following research objectives were
set:

1. To reveal the concept of value identifying the main characteristics of co-
created value and consumer perceived value.

2. To analyse the concept of consumer engagement in value creation
identifying antecedents and consequences of consumer engagement in
value creation in the context of the development of ICT.

3. To develop a conceptual framework based on theoretical propositions
grounding consumer engagement in value creation in the context of the
ICT.

4. To establish a methodology for empirical research on consumer engagement
in value creation in the context of the development of ICT.

5. To test empirically the framework revealing the antecedents and
consequences of consumer engagement in value creation in the context of
the development of ICT.

6. To summarize the research results and propose recommendations for future
research.

Research methods of the dissertation

The dissertation research was performed in three stages.

In the first stage, the analysis of peculiarities of co-created value and
consumer perceived value and the conceptualization studies of consumer
engagement in value creation included general interdisciplinary research methods,
systematic and comparative, and a critical analysis of the scientific literature.
Moreover, these methods were used for the identification and classification of
antecedents and consequences of consumer engagement.

In the second stage of the dissertation research, based on systematic and
logical-critical analysis methods, the methodology for empirical research was
developed.

During the third stage of the research, qualitative and quantitative research
methods were applied. In order to identify potential antecedents of consumer
engagement in the context of the development of ICT, semi-structured interviews
with users of engagement platforms (websites promoting active user’s engagement
in various activities) were performed. Quantitative research was performed
seeking to collect primary data set via questionnaire survey method. The collected
data was used to test the validity of the research model and to identify existing
relations between constructs of the model. Statistical empirical research data
processing and calculations were performed using Statistical Data Processing
Package SPSS 21.0 and SmartPLS software for a variance based structural
equations modelling method (PLS-SEM).



Scientific novelty and theoretical significance of the research results

>

Based on the results of the comprehensive scientific literature analysis,
antecedents of consumer engagement were identified and classified in
reasoned groups.

The theoretically grounded framework of consumer engagement in value
creation in the context of the development of ICT that integrates relations
between consumer engagement and its antecedents and consequences was
developed.

The methodological novelty of the research is related to the development of
empirical research methodology that is based on the original mix-method
approach. The research methodology enables to identify the impact of
consumer engagement on consumer perceived value in the context of the
development of ICT.

Results of qualitative research reasoned the identification of new potential
antecedents of consumer engagement that have not been previously related
to the consumer engagement phenomenon.

The impact on the consequences (i. e., emotional commitment, perceived
satisfaction, perceived enabling, and consumer perceived value) of consumer
engagement was theoretically grounded and empirically tested. Direct and
indirect consumer’s engagement impact on consumer perceived value was
identified as well.

Practical significance of the research results

>

The research instrument (a survey questionnaire) that was developed and
tested during the research, can be applied in practice by companies operating
in a virtual environment. The application of the research instrument can help
identify factors significantly affecting consumer engagement and grounding
relations between consumer engagement and its consequences.

The research methodology of consumer engagement in value creation in the
context of the development of ICT can be applied in empirical research
seeking a deeper understanding of the consumer engagement phenomenon
and reasoning practical solutions for business.

Results of empirical research support the theoretically reasoned importance
of antecedents related to the engagement platform and their impact on
consumer engagement in value creation in the context of the development of
ICT. In order to promote consumer engagement, the acquired knowledge can
be practically adapted to businesses operating in a virtual environment.

Research limitations

>

The dissertation does not analyse information and communication
technologies or the development of specific technological solutions. The
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development of information and communication technology is understood as
a research context that describes measures used by companies that seek to
promote consumer engagement in a virtual environment.

» The research was performed in the case of one country (Lithuania).
Presumably, due to existing cultural differences, research performed in a
different country would produce different results. In particular, different
dynamics of dominant antecedents of consumer engagement in value
creation in the context of the development of information and
communication technologies would be witnessed.

» The research was limited in terms of sample selection since only users of one
particular social internet network were included in the study. The repetitive
performance of research questioning users of different engagement platforms
would provide new insights regarding analysed model relations.
Dissemination of the research results was performed while presenting

theoretical and empirical results related to the dissertation research in international

scientific conferences and publishing articles in international scientific journals of
various levels.

Structure and volume of the dissertation. The dissertation comprises lists
of figures and tables, a glossary of terms, introduction, three main parts,
conclusions, a list of references, and appendices. The volume of the dissertation is
123 pages without appendices. The dissertation contains 5 figures, 25 tables, and
7 appendices.

CONTENT OF THE DISSERTATION

LIST OF TABLES
LIST OF FIGURES
GLOSSARY OF ABBREVATIONS AND TERMS
INTRODUCTION
1. THEORETICAL REASONING OF THE CONSUMER ENGAGEMENT IN VALUE
CREATION IN THE CONTEXT OF THE DEVELOPMENT OF INFORMATION AND
COMUNICATION TECHNOLOGIES
1.1. VALUE CONCEPT IN THE CONTEXT OF MODERN MARKETING THEORIES
1.1.1. Interdisciplinary approach to value definition
1.1.2. Co-created value as a research object of the newest value concepts
1.1.3. Evolution and characteristics of consumer perceived value concept
1.2. CONCEPTUALIZATION OF CONSUMER ENGAGEMENT IN VALUE CREATION IN THE
CONTEXT OF THE DEVELOPMENT OF ICT
1.2.1. Concept of consumer engagement and related definitions
1.2.2. Characteristics and research areas of consumer engagement
1.2.3. Consumer engagement in virtual environment
1.2.4. Antecedents of consumer engagement in the context of the development of
information and communication technologies
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DEVELOPMENT OF ICT RESEARCH RESULTS
CONCLUSIONS
REFERENCES
LIST OF SCIENTIFIC PUBLICATIONS ON THE TOPIC OF DISSERTATION
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OVERVIEW OF THE DISSERTATION CONTENT

1. THEORETICAL REASONING OF CONSUMER ENGAGEMENT IN
VALUE CREATION IN THE CONTEXT OF THE DEVELOPMENT OF
INFORMATION AND COMMUNICATION TECHNOLOGIES

The first part of the dissertation is dedicated to the presentation of the
concepts of value and consumer engagement. The main characteristics of value
and consumer engagement are introduced in section 1.1 and section 1.2. The
theoretical framework presented in section 1.3 summarizes results of the scientific
literature analysis.

Section 1.1 analyses the development of the value concept. This section
explains that the value concept is an object of a long-term scientific discussion.
Researchers discuss not only the definition of value, but also its importance for
different market participants (business representatives, companies, and
consumers) and the expression of value. It is worth noting that the majority of
researchers agree with the statement that there are two sides of co-created value:
value created for business and consumer perceived value. Typically, a company
creates value and then delivers it to a consumer. However, it has been observed
that consumers started to value not only a product or a service itself, but also the
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experience perceived during the shopping process. Therefore, the analysis of
consumer perceived value and its dimensionality was performed. Consumer
perceived value is one of the main differentiating aspects in retail market because
it defines consumer’s beliefs and needs, i.e., consumer perceived value is based
on a subjective perception of value and personal experience.

In scientific literature, perceived value is interpreted as consumer’s perceived
rational and emotional value gained through the interaction with a
company/product or a brand. Therefore, a measurement problem was identified. It
has been revealed that value for a company and consumer perceived value could
be measured using different sets of dimensions. Having defined the necessity to
evaluate both internal and external values, the dissertation supports a provision
that consumer perceived value should be revealed through four dimensions,
namely, social, emotional, and functional (price and quality), that represent the
main aspects of consumer perceived value.

Section 1.2 is dedicated to a thorough analysis of the concept and
characteristics of consumer engagement. As a result, it was clarified that consumer
engagement as a research object in the studies of marketing could be interpreted
in three different ways. Firstly, as a psychological process that leads to the loyalty
formation. Secondly, as a behavioural manifestation from a consumer toward a
brand or a firm that goes beyond the purchase behaviour, and thirdly, as a
motivational, psychological state that is characterized by a degree of vigour,
dedication, absorption, and interaction. All three interpretations are suitable for
the studies of management and consumer behaviour. Nonetheless, the
interpretation stating that consumer engagement is a psychological state of mind
is supported in the dissertation. The dissertation supports Brodie’s et al., (2011)
opinion that consumer engagement is a psychological state that occurs by virtue
of interactive, co-creative customer experiences with a focal agent/object (e.g.
brand) in focal service relationships. It occurs under a specific set of context-
dependent conditions generating differing engagement levels and exists as a
dynamic, iterative process within service relationships that co-create value. The
psychological state of mind is considered to be an antecedent of engagement
behaviour. Therefore, the understanding what affects consumer engagement as a
state of mind would lead to an understanding how to encourage a positive valence
consumer behaviour.

This section of the dissertation also provides the reasoning of classifying
consumer engagement research into four groups that are closely related to the
evolution of consumer engagement’s concept interpretations. The analysis of
literature in this domain reveals four prioritized consumer engagement research
areas: studies of behavioural aspect of consumer engagement, studies related to
the dimensionality of consumer engagement and studies of social and
psychological aspects of consumer engagement. The earlier studies of consumer
engagement actively discussed the unidimensional point of view to engagement,
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while more recent research assumes that engagement is characterized by multiple
dimensions. Usually, three dimensions, cognitive, emotional, and behavioural, are
identified in the scientific literature. The analysis reveals that more recent research
areas are related to social and psychological aspects of consumer engagement that
especially becomes relevant in the context of online brand communities, social
websites, and a virtual environment in general.

Therefore, the analysis of antecedents of consumer engagement in value
creation in the context of the development of ICT was performed. Three groups of
antecedents were identified and presented in section 1.2: company, consumer, and
specific context related antecedents. It is revealed that consumer’s incentives to
engage and consumer’s trust in a company/brand and the previous experience
might have a significant impact on consumer engagement. Moreover, the
company’s responsiveness and the overall consumer’s perception of quality are
theoretically argued as significant antecedents of consumer engagement. O'Brien
and Toms (2010), Dvorak (2013), and Wirtz et al., (2013) argue the importance of
context specific factors of consumer engagement that are related to the
engagement platform, but results presented in the dissertation demonstrate a lack
of knowledge in this area and context-specific drivers and conditions remain
largely nebulous in the literature to-date.

Section 1.3 summarizes results of the scientific literature analysis and
presents a conceptual framework of consumer engagement in value creation in the
context of the development of ICT. The framework was developed in accordance
with Stimulus-Organism-Reaction logics, whereas antecedents of consumer
engagement act as a stimulus, consumer engagement acts as an organism, and
consequences of consumer engagement represent reaction.

2. METHODOLOGY OF THE EMPIRICAL RESEARCH ON CONSUMER
ENGAGEMENT IN VALUE CREATION IN THE CONTEXT OF THE
DEVELOPMENT OF INFORMATION AND COMMUNICATION
TECHNOLOGIES

In the second part of the dissertation, methodological principles of
empirical research are presented. The necessity for the use of different research
methods and the choice of research context are reasoned and the logical structure
of the research and methodological development of the research instruments are
presented.

Section 2.1 reasons the relevance of the chosen research context.
According to the insights of Schau, Muniz, and Arnould (2009) that consumer
engagement in online social contexts (e.g., participatory websites) could lead to
value co-creation or higher consumer perceived value, great attention was paid to
the analysis of online social contexts. Barker et al., (2014) support the idea that
social internet networks, business websites, and content communities can be a
participatory website. The online social context mentioned above distinguishes by

13



the variation of implemented functions. However, each one integrates measures
that promote active engagement of consumers (Barker et al., 2014).

Moreover, in order to choose a relevant research context, characteristics of
the consumer engagement platform should be taken into consideration. The
engagement platform should be transparent, reflective, accessible, and maintain a
dialog between the engaged parties. The necessity to choose or create a relevant
engagement platform is reasoned by Breidbach’s et al., (2014), Evans and
McKee’s (2010), Sawhney, Verona, and Prandelli’s (2005) studies. Based on these
findings, the research involves engaged users of participatory websites or profiles
of social networks that are created for (or represents) a particular brand.

Section 2.2 gives a detailed introduction of the empirical research design.
The research aims to validate relations between the constructs of consumer
engagement in value creation in the context of the development of ICT in the case
of Lithuanian market and to identify antecedents and consequences of consumer
engagement. Moreover, consumer engagement in the context of social networks
or online communities could be expressed by hierarchical levels of activity (Tsai
& Men, 2014). These levels vary from passive engagement (e.g., video or pictures
watching or products descriptions reading) to active engagement, when a
consumer engages in the creation of content and participates in a two-way
communication (e.g., comments and replies to comments, provides insights,
creates and shares content). Based on these findings, active members of
engagement platforms are invited to participate in empirical research.

Research object — consumer brand engagement (as a profile in the social
website created for the brand).
Research subject — active members of a business profile in social websites.

The chosen methodological research position to perform research following
the approach of mixed methods indicates that qualitative and quantitative data
collection methods are used. The choice of multilevel research that integrates the
strategy of sequential linking of qualitative and quantitative research methods is
based on the exploration level of consumer engagement in value creation in the
context of the development of ICT. The majority of previous studies are
conceptual, thus antecedents and consequences of consumer engagement are
relevant and timely objects of the research. The logical structure of the research is
presented in Figure 1.

Two complementary studies are organized in the dissertation. Therefore, the
logic of each process is discussed separately. In order to identify factors related to
the platform affecting consumer engagement in value creation in the context of
ICT, qualitative research was performed. The method used in the research was
semi-structured interviews with active visitors of participatory websites.
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During interviews, questions regarding personal respondents’
characteristics of the daily Internet usage and its intensity, participatory websites
that are used most often and motivation to use them, engagement promoting
features and functions of websites, and expressions of engagement were discussed.
The data was collected until the theoretical saturation was reached (Norkus and
Morkevi¢ius, 2011). The average duration of an interview was 40 mins and
interviews were recorded with participants’ permission. The collected data was
analysed and interpreted, the main findings (presented in Section 3.1) of the
analysis were integrated into the research model, which is presented in Figure 2.

Based on results of the theoretical analysis and research objectives, five
groups of hypotheses (23 hypotheses in total) were formulated. Since all potential
antecedents of consumer engagement could be classified into one of three groups
of antecedents (consumer, company, and context related), three groups of
hypotheses were dedicated to the hypothesised relations between antecedents and
consumer engagement. The fourth group of hypotheses sought to reveal relations
between consumer engagement and its potential consequences. The fifth group
represented relations between satisfaction, perceived emotional commitment,
perceived enabling, and consumer perceived value. Based on the research aim and
objectives, the author arguments methodological provisions, presents principles of
the developed research instrument (a survey questionnaire), and describes the
process of data collection. The research instrument consists of 101 statements
developed by various researchers (Delgado-Ballister & Munuera-Aleman, 2001;
Chaudhuri & Holbrook, 2001; Gummerus et al., 2012; O’Brien & Toms, 2010;
Wu, 2005; Zhao & Balagué, 2015; Sweeney & Soutar, 2001; So et al., 2014;
Hollebeek et al., 2014).

The research data was gathered in 2016, from June to November.
Questionnaires were distributed using an online survey to engaged consumers.
Since the data was collected through an online survey method, the number of
distributed questionnaires is unknown. More than 2000 surveys were distributed
with an individual invitation to participate in the research and in total 365
questionnaires were completed during the survey. However, the estimation of
questionnaires showed that 25 questionnaires were not suitable for further analysis
because of incomplete survey responses or extremely fast responding time (2-3
minutes for a question, whereas on average it takes up to13 minutes to fill in the
questionnaire). Therefore the number of questionnaires suitable for data analysis
decreased to 340.

IBM SPSS Statistics21 statistical package and SmartPLS 3.0 software were
used to perform data analysis. Qualitative content analysis, data normality,
validity, and reliability of the survey questionnaire were tested.
Confirmatoryfactor analysis, the development of measurement and a structural
model for structural equations modelling using partial least squares method (PLS-
SEM) were applied when analysing the data
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3. FINDINGS OF THE EMPIRICAL RESEARCH ON CONSUMER
ENGAGEMENT IN VALUE CREATION IN THE CONTEXT OF THE
DEVELOPMENT OF INFORMATION AND COMMUNICATION
TECHNOLOGIES

The third part of the dissertation demonstrates consumer engagement in
value creation in the context of the development of ICT model validating process
and results based on performed structural interviews and the survey questionnaire.

Section 3.1 analyses results of qualitative and quantitative research. Four
new potential antecedents of consumer engagement (previously not related to
consumer engagement) were identified in qualitative research. That is information
security, information expedience, perceived sociality, and interaction with
content. Moreover, in qualitative research theoretically grounded factors were
mentioned as significant in promoting consumer engagement: perceived
functionality, business responsiveness, and user interface solutions (aesthetics).
Theoretically argued and newly identified potential antecedents were integrated
into the research model (the research model is presented in section 2.2).

The necessity to use variance based structural equations modelling method
(PLS-SEM) is presented in section 3.1 (subsection 3.1.2.). For the purpose of the
analysis, measurement models were developed. The structure of reflective
measurement models was tested while using confirmatory factor analysis and
indicators of internal consistency reliability, indicator reliability, convergent and
discriminant validity, and bootstrapping process (Hair, Ringle, & Sarstedt, 2011).
Based on the estimates of above mentioned indicators, corrections were made in
some measurement models in order to attain required reliability and validity for
further data analysis. Major corrections were needed in consumer engagement and
consumer perceived value constructs: all indicators of behavioural engagement
dimension and the majority of social value’s indicators were eliminated.

In order to validate the developed structural model, a multicollinearity
analysis for latent variables was performed and common method bias evaluated.
Results of the analysis were good, thus the analysis of relations of latent variables
was carried out. Based on the impact coefficients and significance testing, a
hypothesis on the impact of the majority of consumer and business related
antecedents on consumer engagement were not confirmed. PLS-SEM revealed
that only five (out of 15) have an impact on consumer engagement in value
creation in the context of the development of ICT. All hypotheses regarding
relations between consumer engagement and potential consequences of consumer
engagement were confirmed based on the results provided by PLS-SEM. In order
to test hypothesized indirect relations, the mediation analysis was performed with
SmartPLS 3.0 software. In all cases, partial mediation was established, and the
hypothesis stating that consumer engagement indirectly impacts consumer
perceived value was confirmed.
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Section 3.2 summarises the research findings. Based on the empirical

research results, the scientific discussion for potential reasons of current results is
provided and insights for future research areas are presented.

CONCLUSIONS

Theoretical and empirical research on consumer engagement in value

creation in the context of the development of ICT led to the following findings:

1.

Results of theoretical value concept studies revealed multipartite nature of
the concept and its dependence on the research context. These findings
reason the relevance of the research.
Scientific literature analysis on value concept revealed that the definition of
value and value importance for different market participants is the object of
on-going scientific discussions. Interpretations of value depend on the
subject of value and research contexts.
Value co-creation is desirable in business relations. It was found out that
value can be co-created when twofold (consumer and company) initiative for
changes exists in a traditional process of resource integration for a common
goal. In this case, new roles of consumers and companies were developed.
As a result of the analysis of the main value co-creation principles, it was
identified that consumer participation in business activities and willingness
to engage in value creation were one of the conditions for value co-creation
and creation of higher perceived value.
Consumer perceived value is based on the subjective approach to value
interpretation. Therefore, dimensions of emotional state and perceived
changes in social status are considered to be equally important as dimensions
representing economic benefits. The dissertation supports a provision that
consumer perceived value is defined by social, emotional and twofold
functional (price and quality) dimensions which represent the most
significant aspects of consumer perceived value.
The comprehensive analysis of the scientific literature on consumer
engagement phenomenon revealed an extensive interest in the
conceptualization of consumer engagement and its dimensionality question.
The genesis of the engagement studies is closely related to various sciences
and disciplines (e.g., sociology, psychology, and politics). Although
engagement has been actively studied for nearly two decades in the context
of management studies, the gained knowledge regarding the phenomenon is
not sufficient. Studying this concept is complicated concerning the
abundance of definitions and interpretations as a result of the interest in
consumer engagement in various science disciplines. In the context of
business-consumer relations, the engagement concept is usually discussed in
a relation with the consumer experience, emotions, creativity, cooperation,
learning, or interaction between community members.
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Three interrelated interpretations of consumer engagement are used in
consumer behaviour and management studies: consumer behaviour as an
expression of behaviour, as a psychological process, or as a psychological
state of mind. A psychological state of mind could be affected by
environmental factors and is considered to be a result of psychological
processes and acts as an antecedent for behavioural expression.

The interest in consumer engagement is related to the complexity of the
phenomenon and its adaptability in different contexts. The scientific
literature review revealed four main research areas of consumer engagement:
behavioural aspect, dimensionality, psychology, and sociology. Extensively
researched areas were dimensionality and consumer engagement behavioural
expression. Moreover, studies of consumer engagement dimensionality
extended the knowledge and defined the structure of the concept. A number
of dimensions representing consumer engagement depend on the
researcher’s approach to constructing (unidimensional or multidimensional),
and the definition is highly related to the engagement object (e.g. brand,
brand community, social online network, advertisement, website). In the
early studies of consumer engagement, consumer engagement was
considered to be a unidimensional construct — expression of consumer
behaviour, but recent findings theoretically and empirically support
multidimensionality of the construct (cognitive, emotional, and behavioural
dimensions). The analysis revealed that more recent research areas are
related to social and psychological aspects of consumer engagement that are
especially relevant in the context of online brand communities, social
websites, and a virtual environment in general.

Comprehensive cognition of the consumer engagement phenomenon is
possible only through the continuance of studies on consumer engagement
antecedents and consequences. It is necessary to understand what
determines consumer engagement and what potential consequences could be
expected.

The critical analysis of theoretical approaches to consumer engagement
revealed that despite the extensive attention given to the analysis of
conceptual meaning and concept’s dimensionality, there is a lack of research
reasoning relations between consumer engagement and other constructs.
Noteworthy, the development of information and communication context
enables suitable conditions for consumer society and activity, therefore,
finding out what influences and what are potential consequences of consumer
engagement in the context of the development of ICT became one of the
priorities.

While applying methods of logical and systematic analysis, it was revealed
that different consumer engagement research trends and the existing variety
of potential engagement contexts, objects, and subjects result in a variety of



interpretations of potential consumer engagement antecedents. The
identification of consumer engagement antecedents was complicated by
interrelations between antecedents, mediators, and consequences of
consumer engagement. Such interrelation is caused by the cycle of consumer
engagement. It was found out that there are three potential groups of
consumer engagement antecedents: company, consumer, and context
(engagement platform) related antecedents.

The most extensively studied consequence of consumer engagement was
consumer engagement behaviour (CEB) which is easily recognizable in the
context of the development of ICT. Researches state that CEB significantly
contributes to the development of relations between a company and
consumer in traditional and virtual environments, but, noteworthy, CEB is a
consequence of consumer engagement which is interpreted as a behavioural
expression. Despite the fact that consumer engagement might result not only
in CEB, but may have an impact on attitudinal changes (e.g., satisfaction or
loyalty), there is still a lack of clear understanding what outcomes could be
expected as a result of consumer engagement state. Most often conceptually
reasoned consequences of consumer engagement state are perceived
satisfaction, emotional commitment, and perceived value. Consumer
perceived enabling is also a potential consequence of consumer engagement
in the context of the development of ICT.

Summarizing the results of theoretical studies, the framework in accordance
with  Stimulus-Organism-Reaction logics was developed, whereas
antecedents of consumer engagement act as a stimulus, consumer
engagement act as organism, and consequences of consumer engagement
represent reaction. Empirical validation of consumer engagement in value
creation in the context of the development of ICT model is based on original
research methodology. The necessity to adapt multilevel research which
integrates a strategy of sequential linking of qualitative and quantitative
research methods is based on the relevance of consumer engagement in value
creation in the context of the development of ICT. The majority of studies in
this context are theoretical; there is a lack of empirically reasoned provisions
regarding the antecedents and consequences of consumer engagement.
Results of qualitative research could be applied in other consumer
engagement related research. During the semi-structured interviews, four
potential antecedents that previously were not associated with consumer
engagement were identified. These potential antecedents of consumer
engagement were integrated into the research model. The original
quantitative research instrument (a survey questionnaire) was also an
important result of the dissertation. It integrates specific measurement scales
adapted in the scientific literature. Methodological quality indicators of the
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developed research instrument reasoned its validity for further use in order
to gain a deeper understanding of the phenomenon.

Although the behavioural aspect of consumer engagement is not questioned
in the scientific literature, it was considered to be insignificant (sufficiently
descriptive for the phenomenon under the investigation) in the dissertation
research. In order to attain reliability and validity conditions for further
analysis, all statements representing a behavioural dimension of consumer
engagement were eliminated from the measurement model. Moreover,
significant corrections were performed in consumer perceived value
measurement model; the majority of statements representing social value
were eliminated. These results imply potential research directions in the
development of consumer engagement and consumer perceived value
dimensionality studies. In addition, these results emphasize the importance
of emotional and cognitive engagement in the context of the development of
ICT.

Results of quantitative research revealed that perceived overall quality of a
company/brand (company related antecedent) and social incentives
(consumer related antecedent) have a positive impact on consumer
engagement. However, the impact of perceived functionality,
responsiveness, trust, entertainment, or economic incentives to engage in
consumer engagement was not determined. Results of the research confirmed
the importance of context related antecedents, i.e., a platform related
antecedents, for consumer engagement in value creation in the context of the
development of ICT. Therefore, research regarding the identification of
consumer engagement antecedents should be carried out in the future.
Results of quantitative research supported the hypothesized relations
between consumer engagement and consumer perceived value. Consumer
perceived satisfaction, emotional commitment, and perceived enabling act as
mediators in the relation between consumer engagement and consumer
perceived value. Consumer engagement also has a positive direct impact on
other consequences of consumer engagement. Summarizing the results of
quantitative research, it can be concluded that the research model is suitable
for the exploration of consumer engagement in value creation in the context
of the development of ICT.

Results of theoretical and empirical research in the area of consumer
engagement in value creation in the context of the development of ICT
reasons implications for further research:

The dominance of factors affecting consumer engagement in value creation
in the context of the development of ICT may be culture-bound. Since the
empirical research of dissertation was performed in the case of one country
(Lithuania), different tendencies might be observed in other countries due to
cultural differences.



» Only active members of business/brand profiles in social media sites were
invited to participate in the empirical research of dissertation. The specific
research context might have an impact on the significant of certain factors
affecting consumer engagement and their impact on consumer engagement.
Therefore, repetitive research including users of other engagement platforms
would benefit consumer engagement research area.

> In the context of the necessity to create and maintain long-term relationships
with consumers, research on the consumer engagement consequences
becomes more significant. It is expedient to develop further research to
identify relations between consumer engagement and consumer loyalty
(attitudinal and behavioural). Such research would provide valuable
knowledge of consumer engagement phenomenon.

» Results of empirical research reasons the necessity to develop research on
the dimensionality of consumer perceived value. Especially, the impact of
perceived social benefits (or other factors related to sociability) on
expressions of consumer perceived value dimensions and overall
identification of consumer value.
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REZIUME
Temos aktualumas

Pastaruoju metu vykstantys ir rinkoje pastebimi pokyciai glaudziai sietini
su  dinamiSkomis  socialinémis, ekonominémis ir  technologinémis
transformacijomis. Sios transformacijos lemia rinkos dalyviy ir vartotojy saveikos
prigimtj. Prahalad ir Ramaswamy (2004), Vargo et al. (2008), Ramaswamy (2009)
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pazymi, kad nuolatiniy pokyc¢iy kontekste, siekiant islikti konkurencingiems arba
gebéti atrasti naujus konkurencinio pranaSumo jgijimo Saltinius, tampa svarbu
suprasti, kaip gali buti sukuriama ir perduodama didesné verté vartotojui, kas ja
lemia.

Ilgainiui, daznéjant jmonés ir vartotojo saveikai, imta akcentuoti iSskirtinés
vertés vartotojui teikimo biitinybé, kuri galima vartotojams jsitraukiant j vertés
kiirimg. Pastebéta, kad Sios sgveikos metu vartotojo jgyjama patirtis gali bati
glaudziai sietina su vartotojo prioritety identifikavimu, lemianciu prekés ar
paslaugos jsigijimo sprendima (Gentile, Spiller ir Noci, 2007). O esmine patirties,
nulemianc¢ios vartotojy suvokiamg verte, kiirimo salyga imta laikyti vartotojo
visapusj ir nuolatinj jsitraukima (Calder, Malthouse ir Schaedel, 2009; Mollen,
Wilson, 2010).

Vadybos ir rinkodaros tyrimuose tik XXI a. pradzioje pradétas tirti vartotojy
isitraukimo (angl. engagement) fenomenas visy pirma sietinas su vartotojo
kognityviniu ir emociniu jsipareigojimu palaikyti aktyvius santykius su specifiniu
isitraukimo objektu. Mokslinéje literatiiroje vieningai sutinkama, kad vartotojy
isitraukimas gali nulemti jmonei palankius vartotojy elgsenos ir poziiirio poky¢ius
(pasitikéjimo jsitraukimo objektu atsiradimas arba didéjimas, tapatinimasis su
imone ar prekés zenklu, pozitirio ir / ar elgsenos lojalumas). Vartotojy jsitraukimo
pazinimo aktualumas ir savalaikiSkumas taip pat argumentuojamas Marketingo
mokslo instituto (angl. Marketing Science Institute, MSI) 2010-2012 m. ir 2014—
2016 m. tyrimy vadovuose pateikiamomis jzvalgomis ir tarptautiniy akademiniy
zurnaly specialiuosiuose leidimuose (pvz., Journal of Service Research, 2010;
Journal of Strategic Marketing, 2010; Journal of Product and Brand
Management, 2014; Journal of Marketing Management, 2016) pristatomuose
darbuose.

Pazymétina, kad rinkos dalyviy ir vartotojy sgveikai ir vartotojo vaidmens
kitimui i$skirtinj poveikj daro sparti technologiné raida (Berthon, Pitt, Plangger ir
Shapiro, 2012; Gustafsson, Kristensson ir Witell, 2012; Claffey, Bradey, 2014).
Nuo jmoniy veiklos ir vartotojy asmeninio gyvenimo neatsiejamomis tampa
informacinés ir rySio technologijos, kurios palengvina aktyvy vartotojy
dalyvavimg jvairioje jmonés veikloje — vartotojams sudaroma galimybé aktyviai
veikti, jsitraukti j turinio ar paslaugy kirima, uzmegzti socialinius rysius,
komunikuoti su jmonés atstovais, kitais vartotojais, netrukdomai iSreiksti
(ne)pasitenkinimg gauta preke ar paslauga. Aktyvus, bet trumpalaikis vartotojy
jsitraukimas charakterizuoja vartotojy elgsenos pokyc¢ius, lemiamus technologiniy
sprendimy ir informacijos srauty gausos. Atsizvelgiant ] tai, kad gebéjimas sukurti
ir palaikyti ilgalaikius santykius vis dar iSliecka pagrindine verslo atstovy
sieckiamybe, pagrindziamas poreikis geriau pazinti vartotojy jsitraukimo
fenomena, jo prielaidas ir potencialias pasekmes informaciniy ir rySio technologijy
plétros kontekste.
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Moksliné problema ir jos iStyrimo lygis

Siuolaikiniy patirtimi grjsto vartojimo tendencijy kontekste nei§vengiamai
kyla poreikis pazinti vartotojy jsitraukimo reiskinj. Isitraukimo tyrimy genezé
glaudziai sietina su jvairiomis mokslo kryptimis (sociologija, psichologija,
politika), ir nors vadybos mokslo kontekste jsitraukimas aktyviai tyrin¢jamas jau
beveik du desimtmecius, su $iuo fenomenu iki Siol néra pakankamai susipazinta.

Didzioji dalis ankstyvyjy moksliniy darby, sietiny su jsitraukimu, apsiribojo
reiskinio pazinimu, koncepcijos analize ir plétote. Reik§mingiausiais mokslinés
literatliros $altiniais vartotojy jsitraukimo tyrimams laikytini Hollebeek (2011a,b),
Brodie et al. (2011), Vivek et al. (2012) darbai, kuriuose pristatomos esminémis
laikytinos vartotojy isitraukimo charakteristikos ir bruozai, aptariama galima
isitraukimo objekty, subjekty ir konteksty jvairové. Vartotojy isitraukimo
sampratos tyrimus plétojo Avnet ir Higgins (2006), Higgins ir Scholer (2009),
Patterson, Yu ir De Royter (2006), Bowden (2009), Mollen ir Wilson (2010).

Kita grupé apima tyrimus, kuriuose analizuojamas vartotojy jsitraukimo
dimensiskumo (Brodie ir kt., 2011; Cheung ir kt., 2011; Dessart, Veloutsou ir
Morgan—Thomas, 2015; Hollebeek, 2011a,b; Hollebeek ir kt., 2014; So ir kt.,
2014; Verhoef, Reinartz ir Krafft, 2010) klausimas. Pirmieji vartotojy jsitraukimo
dimensiskumo tyrimai atlikti dar 2005-2006 metais. PaZymétina, kad vartotojy
jsitraukimui matuoti naudojamy dimensijy skai¢iy lemia vartotojy jsitraukimo
vertinimo perspektyva (jsitraukimas kaip vienadimensis ir kaip daugiadimensis
konstruktas), o jy apibréztis priklauso nuo jsitraukimo objekto (prekés Zenklas,
prekés zenklo bendruomené, reklama, virtuali socialiné platforma, internetiné
svetainé). Vartotojy isitraukimo, kaip vienadimensio konstrukto, tyrimus plétojo
Sprott, Czellar ir Spangenberg (2009), van Doorn et al. (2010), Verhoef, Reinartz
ir Krafft (2010). Vartotojy isitraukimo daugiadimensiskuma analizavo Brodie et
al. (2011), Hollebeek (2011a,b), Mollen ir Wilson (2010), Patterson et al. (2006).
Nepaisant i$skirtinio susidoméjimo vartotojy isitraukimo dimensiskumu, abiejy
perspektyvy atveju néra vieningo sutarimo, kurios / kokios dimensijos turéty biiti
jtrauktos i jsitraukimo konstrukto koncepcijg.

Susidoméjimas vartotojy jsitraukimu glaudziai sietinas su reiskinio
kompleksiskumu ir pritatkomumu skirtinguose kontekstuose. Pazymétina, kad,
informaciniy ir rySio technologijy plétrai lémus naujas vartotojy jgalinimo
galimybes, vartotojy jsitraukima imta tirti virtualios aplinkos kontekste (Barker,
Dozier, Weiss, Broden, 2014; Breidbach, Brodie ir Hollebeek, 2014; Mollen ir
Wilson, 2010; O‘Brien, Toms, 2008; Ragauskaité, Virvilaité, 2013; Reitz, 2012;
Tsai, Men, 2014; Malciute, Chrysochou, 2013). Konceptualiu lygmeniu plétoti
vartotojy jsitraukimo j virtualias prekés Zenklo bendruomenes (Algesheimer,
Dholakia ir Herrmann, 2005; Brodie et al. 2013; Chan, Zheng, Cheung, Lee, Lee,
2014; Siudikiené, 2016), wvartotojy jsitraukimo ] socialinés ziniasklaidos
platformas (Cheung et al., 2011; Di Gangi ir Wasko, 2009) tyrimai. Mokslinéje

27



literatiiroje taip pat identifikuojamos psichologiné (Calder, Malthouse ir Schaedel,
2009; Mollen, Wilson, 2010) ir socialiné (Gambetti et al., 2012; Fliess et al., 2012;
Gummerus et al., 2012) tyrimy kryptys. Sios tyrimy kryptys taip pat sietinos su
vartotojy  jsitraukimu virtualioje aplinkoje, virtualiose bendruomenése,
socialiniuose interneto tinkluose ir vartotojas—vartotojui aplinkoje.

Apibendrinant mokslinés problemos i$tyrimo lygi galima konstatuoti, kad
nors vartotojy jsitraukimo konceptualiajai esmei ir dimensiSkumui pazinti skirtas
itin didelis démesys, bet vieningos nuomonés, kas lemia vartotojy isitraukimg, —
néra. Taip pat mokslingje literatliroje menkai tirtos vartotojy jsitraukimo
pasekmés. Pazymétina, kad dauguma tyrimy — konceptuallis (Avnet, Higgins,
2006; Bowden, 2009; Brodie et al., 2011 ir kt.) arba skirti giliau paZzinti reiskinj,
t. y. taikyti kokybiniai tyrimo metodai (Calder et al., 2009; Phillips, McQuarrie,
2010). O tyrimy, pagrindzianciy vartotojy jsitraukimo, vartotojy jsitraukimo
antecedenty ir pasekmiy tarpusavio sasajas, stinga. D¢l Sios priezasties atlikty ir
disertacijoje pristatyty tyrimy pagrindu siekiama pazinti esminius teorinius
vartotojy jsitraukimo | vertés kiirima aspektus ir atskleisti jy tarpusavio s3sajas
informaciniy ir rySio technologijy plétros kontekste, identifikuoti reikSmingus
antecedentus ir vartotojy jsitraukimo lemiamas pasekmes.

Probleminiai klausimai — kokie veiksniai lemia vartotojy jsitraukimag j
vertés kiirimg IRT plétros kontekste? kaip vartotojy jsitraukimas veikia kuriama
verte?

Mokslinio tyrimo objektas — vartotojy jsitraukimas j vertés kuirima.

Darbo tikslas — pagrjsti vartotojy jsitraukimo ir kuriamos vertés sasajas
informaciniy ir ry$io technologijy plétros kontekste.

Darbo uzdaviniai

1. Atskleisti vertés koncepcijos esme, pristatant samprata tarpdisciplininiu
pozilriu ir supazindinant su esminiais vertés vartotojui ir bendros vertés
bruozais.

2. Atlikti vartotojy jsitraukimo | vertés kirimg koncepcijos analizg,
identifikuojant vartotojy jsitraukimo antecedentus ir pasekmes informaciniy
ir rySio technologijy plétros kontekste.

3. Sudaryti teoriniy studijy rezultatus apibendrinantj konceptualy vartotojy
jsitraukimo | vertés kirima informaciniy ir rySio technologijy plétros
kontekste model;.

4. Parengti vartotojy jsitraukimo j vertés kurima informaciniy ir rysio
technologijy plétros kontekste tyrimo metodologija.

5. Atlikti empirinj vartotojy jsitraukimo j vertés kiirima informaciniy ir rysio
technologijy plétros kontekste konceptualaus modelio pagrindima.

6. Apibendrinti empirinio tyrimo rezultatus, identifikuojant tolimesniy tyrimy
kryptis.
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Disertacinio tyrimo eiga ir metodai

Disertacinis tyrimas buvo atliekamas trimis etapais. Pirmajame etape,
tiriant vertés tarpdisciplininiu pozitiriu sampratg, atskleidziant esminius vartotojy
suvokiamos ir bendros vertés ypatumus, konceptualizuojant vartotojy jsitraukimg
1 vertés kiirima, taikyti moksliniy Saltiniy analizés, lyginamosios ir sisteminés
analizés tyrimo metodai. Remiantis $iais metodais, identifikuoti ir susisteminti
vartotojy jsitraukima j vertés kiirimg lemiantys veiksniai ir jsitraukimo lemiamos
pasekmés. Antrajame etape, remiantis moksliniy Saltiniy analizés ir sisteminés
analizés tyrimo metodais, parengta ir pagrjsta vartotojy jsitraukimo j vertés kiirima
informaciniy ir rySio technologijy plétros kontekste tyrimo metodologija.
Treciajame etape, atliekant empirinj tyrima, taikyti pusiau struktiirizuoto interviu
ir apklausos duomeny rinkimo metodai. Pusiau struktiirizuotas interviu taikytas
siekiant identifikuoti vartotojy isitraukimg i vertés kiirimg informaciniy ir rysio
technologijy plétros kontekste lemiancius veiksnius dalyvavima skatinanciy
internetiniy svetainiy pavyzdziu. Apklausa skirta surinkti kiekybing informacija,
kuria remiantis buty pagrindziamas vartotojy jsitraukimo j vertés kiirimg IRT
plétros kontekste modelio konstrukty tarpusavio sgsajy egzistavimas.

Disertacinio tyrimo loginé struktuira

Darbo struktiira sudaryta vadovaujantis iSkeltais uzdaviniais ir leidzia
pasiekti iSkeltg tikslg. Darbo jvade atskleidziamas disertacinio tyrimo temos
aktualumas, pristatoma darbo problema ir jos iStyrimo lygis, pateikiamas darbo
tikslas, uZzdaviniai. Disertacijos jvade taip pat pristatomas mokslinis naujumas ir
teorinis bei praktinis reik§mingumas.

Pirmoje disertacijos dalyje pateikiama iSsami vertés sampratos
tarpdisciplininiu poziliriu analizé, atskleidziant esminius vartotojy suvokiamos ir
bendros vertés ypatumus. Taip pat pateikiama vartotojy jsitraukimo koncepcijos
analizé, pagrindZzianti reiSkinio kompleksiskuma — pristatomos pagrindinés tyrimy
kryptys, vartotojy isitraukimo charakteristikos ir bruozai, iSsamiai aprasomi
veiksniai, lemiantys vartotojy jsitraukimg j vertés kiirimg IRT plétros kontekste.
Apibendrinant mokslinés literatiiros analizés rezultatus pristatomas sudarytas
konceptualus vartotojy jsitraukimo ] vertés kiirimg informaciniy ir rySio
technologijy plétros kontekste modelis, apraSomos modelio konstrukty tarpusavio
$353j0S.

Antrojoje disertacijos dalyje apibréziami empirinio tyrimo metodologiniai
principai, kuriais vadovaujantis bus tikrinamos konceptualaus vartotojy
jsitraukimo j vertés kiirima informaciniy ir rySio technologijy plétros kontekste
modelio Konstrukty tarpusavio sasajos, pagrindziama misriy metody taikymo
reikmé atliekant empirinj tyrima (kokybinis ir kiekybinis tyrimas), pristatoma
tyrimo loginé eiga, naudojami tyrimo instrumentai.

29



Tredioje disertacijos dalyje pristatomi empirinio tyrimo rezultatai.

Empirinis tyrimas apima kokybinj tyrima, kurio metu identifikuoti keturi vartotojy
isitraukimo antecedentai, ir kiekybinj tyrimg — apklausg. Pagrindiniai kokybinio
tyrimo rezultatai integruoti i kiekybinj tyrima, kurio rezultatai atskleidzia, kaip
vartotojy jsitraukimas nulemia vartotojy suvokiamg verte ir kokie veiksniai lemia
vartotojy jsitraukima ] vertés kiirima informaciniy ir rySio technologijy plétros
kontekste.

Mokslinis darbo naujumas ir teorinis reik§mingumas

>
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Atliktos iSsamios mokslinés literatiiros analizés pagrindu identifikuoti ir
susisteminti vartotojy jsitraukimg lemiantys veiksniai ir argumentuota jy
klasifikavimo prieiga.

Parengtas teoriSkai argumentuotas vartotojy jsitraukimo i vertés kirima

informaciniy ir rySio technologijy plétros kontekste modelis, pagrindziantis

vartotojy isitraukimg lemianciy veiksniy, vartotojy isitraukimo ir vartotojy
isitraukimo lemiamy pasekmiy tarpusavio sgsajas.

Metodologinis tyrimo naujumas siejamas su parengta originalia miSriy

metody prieiga grista empirinio tyrimo metodologija, leidziancia nustatyti

vartotojy jsitraukimo ] vertés kiirimg poveikj vartotojy suvokiamai vertei
informaciniy ir ry$io technologijy plétros kontekste.

Atliktas disertacinis tyrimas prisideda prie vartotojy elgsenos teorijos

plétotés, suteikia ziniy apie veiksnius, lemiancius vartotojy jsitraukima, ir

vartotojy jsitraukimo pasekmes specifiniame informaciniy ir rysio
technologijy plétros kontekste.

o Atlikto kokybinio tyrimo rezultatai pagrindzia naujy, mokslingje
literatiiroje  vartotojy jsitraukimo tyrimy kontekste neanalizuoty,
potencialiai vartotojy jsitraukimg lemianciy veiksniy identifikavima.
Empiriskai pagristas mokslinéje vartotojy jsitraukimo literatiiroje iki $iol
netirtas vartotojy suvokiamo informacijos saugumo ir sgveikumo su
jtraukimo platformos turiniu tiesioginis poveikis vartotojy jsitraukimui
informaciniy ir rySio technologijy plétros kontekste.

e TeoriSkai pagristas ir empiriSkai patikrintas vartotojy jsitraukimo
poveikis vartotojy jsitraukimo nulemtoms pasekméms: emociniam
isipareigojimui, suvokiamam pasitenkinimui, suvokiamam jgalinimui ir
vartotojy suvokiamai vertei. Atliktu tyrimu pagrijstas tiesioginis vartotojy
jsitraukimo poveikis suvokiamai vertei ir egzistuojantis netiesioginis
poveikis, kai sasaja medijuoja kitos vartotojy jsitraukimo biisenos
pasekmés.



Praktinis darbo reik§mingumas

» Sudarytas ir empirinio tyrimo metu patikrintas tyrimo instrumentas gali bati
pritaikytas virtualioje aplinkoje veikla vykdanciy jmoniy praktikoje,
identifikuojant, kokie veiksniai daro reikSmingiausia poveikj vartotojy
isitraukimui, ir pagrindziant vartotojy jsitraukimo ir jo lemiamy pasekmiy
sasajy egzistavima.

> Pateikta vartotojy jsitraukimo | vertés kirima informaciniy ir rySio
technologijy plétros kontekste tyrimo metodologija gali buti naudojama
atliekant praktinius tyrimus, siekiant gilesnio reiskinio paZzinimo, ir
pagrindZziant praktinius sprendimus, diegiamus versle.

» Empirinio tyrimo rezultatai pagrindzia veiksniy, sieting su jtraukimo
platforma, svarba ir poveikj vartotojy jsitraukimui j vertés kirima IRT
plétros kontekste. Igytos zinios gali buti praktiskai pritaikomos verslo
atstovams, vykdantiems veikla virtualioje aplinkoje, priimant sprendimus,
skatinant didesnj vartotojy isitraukima.

» Remiantis empirinio tyrimo rezultatais, identifikuojamos praktinés vartotojy
jtraukimo j vertés kiirimg IRT plétros kontekste salygos: svarbu skatinti
vartotojy bendravimg jsitraukimo platformoje, jgalinti komunikacijg ir
sudaryti salygas vartotojy socialiniam identitetui iSreiksti, akcentuojant
uztikrinamg informacijos sauguma.

Tyrimo apribojimai

» Disertacijoje néra analizuojama informaciniy ir rysio technologijy raida ar
konkretis technologiniai sprendimai. Informaciniy ir rySio technologijy
plétra — tai disertacijos tyrimo kontekstas, nusakantis jmoniy, siekianciy
skatinti vartotojy jsitraukima virtualioje aplinkoje, veiklos priemones.

> Disertacijoje pristatomas empirinis tyrimas atliktas vienoje Salyje
(Lietuvoje). Tikétina, kad dél egzistuojanciy kultdriniy skirtumy kity Saliy
vartotojy jsitraukimo j vertés kirima IRT plétros kontekste atveju biity
pastebima kitokia vartotojy jsitraukimg lemianciy veiksniy dominavimo
dinamika.

» Disertacijos tyrimo imtis sudaryta i§ aktyviy vienos jtraukimo platformos
(socialinio tinklo internete Facebook) naudotojy. Pakartotinai atliktas
tyrimas, jtraukiant kity jtraukimo platformy naudotojus, gali suteikti naujy
Ziniy apie tiriamas vartotojo jsitraukimo j vertés kirima IRT plétros
kontekste sasajas.
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ISVADOS

Darbe atlikty teoriniy ir empiriniy vartotojy jsitraukimo j vertés kiirima IRT

plétros kontekste tyrimy rezultaty pagrindu formuluojamos tokios i§vados.

1.
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Teoriniy vertés koncepcijos tyrimy rezultatai atskleidzia vertés koncepcijos
daugialypiskumq ir  priklausomumqg nuo tyrimo  konteksto, tuo
argumentuojant Siy tyrimy aktualumg.

Atliktos vertés koncepcijos analizés rezultatai atskleidzia, kad vertés
sampratos apibréztis ir svarba skirtingiems rinkos dalyviams laikytina
ilgalaikiy moksliniy diskusijy objektu. Vertés koncepcijos interpretacijos
kinta priklausomai nuo vertés subjekto ir tyrimy konteksty.

Verslo santykiuose siektinas bendros vertés kiirimas, kai egzistuoja dvipusé
(vartotojo ir imonés) iniciatyva jgyvendinti pokyc¢ius tradiciniame skirtingy
pusiy resursy integracijos procese, kuriame iSrySkéja nauji vartotojy ir
imoniy vaidmenys. Disertacijoje pristatyti pagrindiniai bendros vertés
kiirimo principai ir prieigos atskleidzia, kad vartotojo dalyvavimas jmonés
veikloje ir savanori$kas jsitraukimas j vertés kiirimo procesg — tai viena
pagrindiniy salygy, siekiant bendros vertés ir kartu didesnés vartotojy
suvokiamos vertés sukdirimo.

Vartotojy suvokiama verté yra grindziama subjektyviuoju pozitiriu j verte,
vartotojo asmenine patirtimi, todél svarbiomis laikytinos ne tik ekonoming
nauda, bet ir emocinés biisenos ir suvokiamus socialinio statuso pokycius
atskleidziancios dimensijos. Disertacijoje vadovaujamasi nuostata, kad
vartotojo suvokiama verté¢ atskleidziama socialine, emocine ir dvejopa
funkcine (kaina ir kokybé) dimensijomis, kurios atspindi pagrindinius
vartotojo suvokiamos vertés aspektus.

Vartotojy jsitraukimo reiskiniui pazinti atlikta iSsami mokslinés literatiiros
apzvalga atskleidzia, kad iki pastarojo meto iSskirtinis démesys skirtas
konceptualiosios vartotojy jsitraukimo prasmeés ir reiskinio dimensiskumo
analizei.

Isitraukimo tyrimy genezé glaudziai sietina su jvairiomis mokslo kryptimis
(sociologija, psichologija, politika), ir nors vadybos mokslo kontekste
jsitraukimas aktyviai tyrin¢jamas jau beveik du deSimtmecius, su Siuo
fenomenu iki Siol néra pakankamai susipazinta. Vartotojy jsitraukimo
pazinima komplikuoja jsitraukimo sampratos interpretacijy gausa, nulemta
skirtingose mokslo disciplinose kilusio susidoméjimo vartotojy jsitraukimu.
Verslas —vartotojui santykiy kontekste terminu vartotojy jsitraukimas
dazniausiai siekiama aptarti vartotojy patirtj, emocijas, kirybiskuma,
bendradarbiavima, mokymasi arba bendruomenés nariy tarpusavio sgveika.
Pazymétina, kad identifikuojamos trys glaudziai susijusios vartotojy
jsitraukimo interpretacijos, taikomos vartotojy elgsenos, vadybos studijoms:
vartotojy jsitraukimas — elgsenos iSraiSka, vartotojy jsitraukimas -—



psichologinis procesas, vartotojy jsitraukimas — psichologiné motyvaciné
bisena. Psichologiné motyvaciné biisena yra esminis psichologinio proceso
rezultatas ir jsitraukimo, kaip elgsenos iSraiSkos, antecedentas, paveikus
aplinkos veiksniams.
Susidoméjimas vartotojy jsitraukimu glaudziai sietinas su reiskinio
kompleksiskumu ir pritatkomumu skirtinguose kontekstuose. Mokslinés
literatiiros apzvalga atskleidzia keturias pagrindines vartotojy jsitraukimo
tyrimy kryptis: elgsenos, psichologiné, dimensiskumo ir socialiné.
Labiausiai plétotos elgsenos ir dimensiS§kumo studijos. Dimensiskumo
studijos sietinos su siekiu pazinti ir pagrjsti vartotojy jsitraukimo struktiira.
Pazymétina, kad vartotojy jsitraukimui matuoti naudojamy dimensijy skaiciy
lemia vartotojy jsitraukimo vertinimo perspektyva (jsitraukimas kaip
vienadimensis ir kaip daugiadimensis konstruktas), o jy apibréztis priklauso
nuo jsitraukimo objekto (prekés Zenklas, prekés zenklo bendruomené,
reklama, virtuali socialiné platforma, internetiné svetain¢). Ankstyvosiose
jsitraukimo studijose buvo argumentuojamas poziiris, kad jsitraukimas — tai
vienadimensis konstruktas, $j teiginj siejant su jsitraukimo elgsenos raiska,
bet pastarojo meto tyrimai teoriSkai ir empiriSkai pagrindzia vartotojy
jsitraukimo  dimensi§kumg ir rei$kinj atskleidzian¢ias dimensijas:
kognityving, emocing ir elgsenos. Psichologiné ir socialiné tyrimy kryptys
sietinos su vartotojy jsitraukimu virtualioje aplinkoje, virtualiose
bendruomenése, socialiniuose interneto tinkluose ir vartotojas—vartotojui
aplinkoje.
Visapusiskas vartotojy jsitraukimo reiskinio pazinimas galimas tik plétojant
vartotojy jsitraukimo antecedenty ir pasekmiy tyrimus — biitina suprasti, kas
lemia vartotojy jsitraukimgq ir kokios galimos vartotojy jsitraukimo biisenos
pasekmeés.
Kritiné teoriniy poziliriy | vartotojy jsitraukima analizé atskleidzia, kad nors
vartotojy jsitraukimo konceptualiajai esmei ir dimensiSkumui paZinti
suteikiamas iSskirtinis démesys, bet vis dar stinga tyrimy, pagrindzianciy
vartotojy jsitraukimo ir kity konstrukty tarpusavio sgsajas. Pazymétina, kad
su informaciniy ir rySio technologijy plétros kontekste sudaromomis
vartotojy socialumo ir aktyvumo salygomis sietina reikmé pazinti vartotojy
jsitraukima lemianc¢ius veiksnius ir jsitraukimo lemiamas pasekmes
informaciniy ir rySio technologijy plétros kontekste.
Skirtingos vartotojy jsitraukimo tyrimy prieigos, egzistuojanti galimy
isitraukimo konteksty, objekty ir subjekty ivairové lemia veiksniy, daranéiy
poveikj vartotojy isitraukimui, interpretacijy jvairove. Vartotojy isitraukimo
antecedenty identifikavimg komplikuoja vartotojy isitraukimo antecedenty,
mediatoriy ir pasekmiy tarpusavio samplaika — taip nutinka dél vartotojy
jsitraukimo cikliSkumo. Apibendrinant mokslinés literatiiros analizés
rezultatus, galimas trijy pagrindiniy veiksniy grupiy identifikavimas: su
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vartotoju sietiny veiksniy, jmonés / prekés Zenklo veiksniy ir konteksto
(jsitraukimo platformos) veiksniy grupés.

Mokslinéje literatiiroje placiausiai analizuota vartotojy jsitraukimo pasekme
— tai vartotojy jsitraukimo elgsena, kuri itin lengvai identifikuojama
informaciniy ir rySio technologijy plétros kontekste. Atlikti tyrimai
atskleidzia, kad jsitraukimo elgsena prisideda prie jmonés ir vartotojy
santykiy vystymo tiek tradicinéje, tiek virtualioje aplinkoje, bet pazZymétina,
kad jsitraukimo elgsena — tai vartotojy jsitraukimo, kuris interpretuojamas
kaip elgsena, pasekmé. PaZymétina, kad nors mokslinéje literatiiroje
sutinkama, jog vartotojy jsitraukimas gali nulemti jmonei palankius ne tik
vartotojy elgsenos, bet ir poziiirio pokycius, bet stinga aiskios apibrézties,
kokios galimos vartotojy jsitraukimo — psichologinés biisenos — pasekmés.
Vartotojy jsitraukimo biisenos pasekmémis dazniausiai laikytini vartotojo
suvokiamas pasitenkinimas, emocinis jsipareigojimas ir vartotojy suvokiama
verté. Informaciniy ir rySio technologijy plétros kontekste kaip potenciali
vartotojy jsitraukimo bilisenos pasekmé taip pat jvardinamas vartotojo
suvokiamas jgalinimas.

Apibendrinant teoriniy studijy rezultatus sudarytas konceptualus vartotojy
sitraukimo j vertés kiitrimg IRT plétros kontekste modelis, kuris grindziamas
stimulo—organizmo—reakcijos modelio logika (vartotojy  jsitraukimg
lemiantys veiksniai — tai stimulas, lemiantis vartotojy jsitraukimo biseng
(organizmas), kuri nulemia tam tikras pasekmes (reakcija)). Vartotojy
jsitraukimo | vertés kirimq informaciniy ir rySio technologijy plétros
kontekste modelio empirinis testavimas grindziamas originalia tyrimo
metodologija. Daugiaetapio tyrimo reikmé, taikant nuoseklig kokybiniy ir
kiekybiniy tyrimy sanglaudos strategijq, grindziama vartotojy jsitraukimo j
vertés kirimg IRT plétros kontekste aktualumu. Daugelis studijy Siame
kontekste — teorinio pobidzio, néra empiriskai pagrista, kas daro poveikj
Siam reiskiniui ir kokios galimos vartotojy jsitraukimo pasekmés.

Atlikto kokybinio tyrimo rezultatai gali buti naudojami plétojant tyrimus
Siame kontekste. Pusiau struktiirizuoty interviu metu identifikuoti keturi
potencialtis iki pastarojo meto mokslinéje literatiiroje su vartotojy
jsitraukimu nesietini jsitraukimg potencialiai lemiantys veiksniai integruoti
tyrimo modelyje. Svarbiu tyrimo rezultatu laikytinas originalus kiekybinio
tyrimo apklausos instrumentas, integruojantis tyrimo kontekstui pritaikytas
mokslingje literatiroje pripazintas matavimo skales ir tyrimo autorés
suformuotus  naujus indikatorius.  Parengto  tyrimo  instrumento
metodologinés kokybés rodikliai pagrindzia tyrimo instrumento tinkamuma
giliau pazinti reiskinj.

Nors mokslingje vartotojy jsitraukimo literatiiroje nekvestionuojamas
elgsenos aspektas, atlikto tyrimo kontekste jis nebuvo laikytinas reik§mingu
(pakankamai apibudinan¢iu tiriamg reiSkinj) — siekiant konstrukto



tinkamumo ir patikimumo tolimesnei analizei atlikti, pasalinti visi teiginiai,
kuriais buvo siekiama atskleisti vartotojy isitraukimo elgsenos dimensija, ir
atliktos reikSmingos korekcijos vartotojo suvokiamos vertés konstrukte —
pasalinta dauguma socialing verte atskleidZianéiy teiginiy (indikatoriy). Sie
rezultatai suponuoja galimas tolimesniy tyrimy kryptis plétojant vartotojy
jsitraukimo ir vartotojy suvokiamos vertés dimensiskumo studijas. Taip pat
Sie tyrimo rezultatai pabréZia emocinio ir kognityvinio jsitraukimo reik§me
informaciniy ir rysio technologijy plétros kontekste.
Atlikto kiekybinio tyrimo rezultatai atskleidé, kad jmonés ir vartotojo
veiksniy grupéms priskirtini vartotojo suvokiama kokybé ir socialinés
paskatos daro teigiamg poveiki vartotojy isitraukimui, o tokiy veiksniy, kaip
vartotojo suvokiamas funkcionalumas, atsakomumas, pasitikéjimas ir
pramoginés bei ekonominés paskatos, poveikis vartotojy ijsitraukimui
nenustatytas. Pazymétina, kad tyrimo rezultatai pagrindzia su jtraukimo
platforma sietiny veiksniy svarba vartotojy isitraukimui j vertés kiirimg IRT
plétros kontekste. Sis radinys suponuoja tolimesniy tyrimy, skirty vartotojy
jsitraukimo antecedentams pazinti, reikme.
Kiekybinio tyrimo metu pagrjstos netiesioginés vartotojy jsitraukimo ir
vartotojy suvokiamos vertés sgsajos per pasitenkinimg, emocinj
isipareigojimg ir suvokiamg jgalinima. Vartotojy jsitraukimas daro teigiama
tiesioginj poveikj ir kitoms jsitraukimo blisenos pasekméms, o tyrimo metu
nustatytos tiesioginés reik§mingos pastaryjy sasajos su vartotojy suvokiama
verte. Apibendrinant Siuos rezultatus, galima teigti, kad sudarytas modelis
yra tinkamas siekiant atskleisti vartotojy jsitraukimo sasajas su kuriama verte
informaciniy ir rySio technologijy plétros kontekste.
Atliktos teorinés ir empirinés vartotojy jsitraukimo | vertés kiirimg
informaciniy ir rysio technologijy plétros kontekste studijos leidzia
identifikuoti potencialias moksliniy tyrimy kryptis:
Vartotojy jsitraukimg j vertés kiirimg IRT plétros kontekste lemianciy
veiksniy dominavimas gali kisti priklausomai nuo esamos kultiirinés
aplinkos. Atsizvelgiant j tai, kad disertacijoje pristatomas empirinis tyrimas
atliktas vienos Salies (Lietuvos) atveju, tikétina, jog dél egzistuojanciy
kultiiriniy skirtumy kity Saliy vartotojy jsitraukimo atveju biity pastebimos
kitokios jsitraukimg lemianciy veiksniy dominavimo tendencijos.
Disertacijos tyrime dalyvavo tik jmoniy / prekés zenkly paskyras
socialiniuose interneto tinkluose pamégg asmenys. Atsizvelgiant j tai, kad $is
specifinis tyrimo kontekstas galéjo lemti didesng su jsitraukimo platforma
(atlikto tyrimo atveju — socialiniu tinklu internete) sietiny veiksniy svarbg ir
poveikj vartotojy jsitraukimui, argumentuojama reikmé pakartotinai atlikti
tyrima, jtraukiant kity platformy naudotojus.
Reikmés sukurti ir palaikyti ilgalaikius santykius su vartotojais kontekste
svarbiomis laikytinos vartotojy jsitraukimo pasekmiy studijos. Tikslinga
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plétoti vartotojy jsitraukimo biisenos pasekmiy tyrimus siekiant i$siaiskinti
vartotojy jsitraukimo ir vartotojy lojalumo (tiek pozitrio, tiek elgsenos)
tarpusavio sgsajas — vartotojo jsitraukimo poveikio lojalumui studijos gali
biti traktuojamos kaip viena i§ tolimesniy vartotojy jsitraukimo j vertés
kiirimg IRT plétros kontekste tyrimy krypciy.

Tyrimo rezultatai skatina vartotojo suvokiamos vertés dimensiskumo tyrimy
plétote — socialiniy paskaty (ar kity socialuma Zyminciy veiksniy) poveikio
vartotojo suvokiamos vertés dimensijy raiSkai bei bendrai vartotojo
suvokiamai vertei nustatyma.
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