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Tomas Rytd

CONSUMER VALUATION MODEL INTHE CONTEXT
OF RELATIONSHIP MARKETING

Summary
INTRODUCTION

Problem and relevance of research

Trangtion from economically determined to social and emotional
exchange, apart from revealing new competition forms on the market, serves
as incentive to seek new ways of evaluating exchange. Assessing consumer
valuation for the company is an important issue in the science of marketing.
Relevance of the problem is revealed through economic, social and
technological changes taking place in the contemporary era, which influence
individualisation of value creation chains, and through the changing perception
of value as fundamental marketing category affected by the importance of
consumers growing social needs on the market. In the science of marketing
assessing consumer valuation for the company becomes a relevant object of
research used to measure exchange with consumers depending on the applied
marketing concept.

Consumer valuation for the company and methods applied to assess it as
well as existing models are examined from the aspect of the relationship
marketing concept. The concept was chosen as the contemporary marketing
theory of the postmodern era applied to develop and support exchange with
consumers in the personalised form of relationships. Depending on which
marketing concept is used to satisfy consumer needs, exchange between the
company and consumers may be evaluated according to different models,
including different variables: transition from transactions to the form of
relationship exchange as such calls for an adjusted approach to the attributes
which influence the exchange process and to ways of their evaluation since
relationships should be interpreted as a higher category of exchange with not
only established economic, but also socio-emotional exchange features, which
are gaining increasing importance in marketing management. Increasing
concern with the form of relationship exchange in the theoretic and practical
context of marketing calls for the need to identify the specific features of
relationship exchange which create the value of exchange with the consumer
for the company.

Creation of value for the company when consumers satisfy their personal
value-related needs encumbers management of exchange and highlights the
importance of assessing consumer valuation for the company as a technique
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which enables one to differentiate consumers by their generated existing and
potential value for the company, evaluate the effectiveness of applied
marketing actions and select the right marketing strategy for the future. All this
leads to the conceptua transformation of the principles used to assess
consumer valuation in order to not only preserve the individualised approach
to consumers, but also ensure lasting, stable and mutualy beneficial exchange.
It can be argued that in the theory of reationship marketing issues of
evaluating consumers lack a single paradigm® from the point of view of both
concepts and ideas and applied model s of assessing consumer valuation for the
company. Conducted analysis of published research confirmed that
identification of consumer valuation for the company applying the
characteristics of relationship exchange is a comparatively new field of
research, which is examined fragmentarily and does not have a clear theoretic
identity within the relationship marketing concept. To address this issue, the
dissertation seeks answers to the following questions:

1. What are the basi ¢ reasons which call to apply new models of assessing
consumer vauation for the company that enable integrated evaluation of the
benefits of exchange for the company?

2. What are the characteristics of reationship exchange which alter the
paradigmatic approach to consumer va uation for the company and the features
of exchange with the consumer that are applied to assess that value?

3. What variables can be used to measure the benefits of relationship
exchange for the company based on the characteristics of reationship
exchange with the consumer?

Conducted analysis of published research confirmed that the methods of
assessing consumer valuation for the company and the models which they
create are not adapted to the specific marketing concept and exclude the
features of value-generating exchange for the company which are
characterigic of that concept. All this validates the need to examine issues of
assessing consumer valuation for the company from the aspect of the specific
marketing concept seeking to identify the entirety of significant features which
could reveal the original approach characterigtic of the specific marketing
concept to the value and to the features applied to assess that value. Conducted
research confirmed that the relationship marketing concept dictates
measurement of consumer valuation for the company in not only financial
and/or exchange duration variables, but also socio-emotional features of
exchange.

! Analysis of published research confirmed that schools representing different trends in
relationship marketing disagree whether the relationship marketing theory forms a new paradigm.
This dissertation is based on the approach of the Nordic school that the relationship marketing
concept is based on a new paradigm, which replaced formal transactions with relationships.
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Examination of consumer valuation for the company from the
relationship exchange aspect contributes to the development of the
relationship exchange concept on not only theoretical, but aso practical level,
integrating the variables characteristic of relationship exchange used to
measure the benefits of the company’s exchange into the model of assessing
consumer valuation for the company.

Object of research. The model of assessing consumer valuation for the
company which is in line with the fundamental principles of the relationship
marketing concept.

Aim of research. To implement the model of assessing consumer
valuation for the company through applying the entirety of characterigics of
relationship exchange, which alows for the integrated measurement of the
benefits of relationship exchange for the company.

Objectives. To achieve the aim of research, the following objectives are
identified:

1. Toreveal the basic reasons which call for a new paradigmatic approach
to the features of consumer exchange-generated value for the company and to
the models applied to measure value. In order to reveal the new paradigm of
consumer valuation for the company, postmodernist discourse is applied to
examine the increasing role of consumers social values in the market and the
relationship marketing concept used to satisfy consumer needs. All this
enables one to highlight the importance of features of socio-emotional
exchange in the value generation and eval uation process as significant features
of relationship exchange which generate value for the company.

2. Todevelop atheoretical model of assessing consumer valuation for the
company which could be used for integrated individual consumer-level
measurement of the benefits of relationship exchange for the company based
on the entirety of features which areimportant for relationship exchange.

3.To apply in practice the developed theoretical modd in one of the
largest mobile telecommunications companies in the Baltic States, UAB
Omnitel, in order to test the suitability of the theoretical model in measuring
the value of relationship exchange.

Hypotheses.

H1: Postmodern market factors determine new forms of exchange and
exchanged objects, which shape a new paradigm of assessing consumer
valuation for the company.

H2: The form of relationship exchange is based on the transformed
conception of consumer valuation for the company and on value creation
chains, where socio-emotional features of consumers in market exchange
become a meaningful component.

H3: Applying the relationship marketing concept, consumer valuation for
the company is measured in relationship return, which is calculated taking into



account not only economic, but also socio-emotional variables of relationship
exchange.

H4: Established models of consumer valuation for the company do not
reveal the characteristics of relationship exchange and are designed only to
measure the benefits of relationship exchange without taking into account the
socio-emotional context of exchange or its relevant value creation features.

Research methods. The theoretical part of the dissertation is based on
general applied research such as the methods of systematic research and
systemic and comparative analysis of published research. The research object
defined in the dissertation is examined from the aspect of Thomas Samuel
Kuhn’s philosophy of scientific revolutions, employing the term paradigm and
referring to the conception which characterises it. The analysis of secondary
data used in the empirical parts of the dissertation is conducted by applying
SAS data processing statistical packages.

Innovativeness of resear ch

The main innovative characteristics of thisresearch are as follows:

1. A new paradigm of assessing consumer valuation for the company and
features of the postmodern era which form it are revealed. It should be noted
that this is the first-of-a-kind research paper in Lithuania where issues of
assessing consumer valuation for the company are examined applying
postmodernist discourse whereas the benefits of exchange with consumers for
the company are evaluated from the aspect of relationship return (many
research papers examine methods of assessing consumer valuation for the
company without taking into account the specific social context or marketing
concept).

2. The paper points out the principal characteristics of relationship
exchange which are applicable as meaningful variables to measure the benefits
of relationship exchange for the company. In the context of assessing
consumer valuation for the company this reveals a new discourse as the
outcome of exchange with consumers is evaluated in not only financia or
exchange duration variables, but also socio-emotional features of relationships,
which create indirect benefits for the company.

3. The paper reveals the limited potential of existing models used for
assessing consumer valuation for the company to measure the benefits of
relationships exchange. It should be noted that examined models are not
adapted to the specific marketing concept and are based on universal features
of exchange with consumers which define value for the company.

4.The developed and practically applied theoretical model, including the
different variables, which is used to measure the outcome of exchange,
facilitates integrated evaluation of consumer valuation for the company. The
theoretical model expands the approach to the benefits of exchange for the
company which is common in the science of relationship marketing: Here



exchange is evaluated according to not only economic, but also socio-
emotional features of exchange.

Practical significance of research

1. The dissertation is significant in that it reveals basic preconditions for
the formation of relationship exchange, which are examined from the aspect of
the postmodernist era and related changes to consumer values and of the
marketing concept, as well as highlights and substantiates the importance of
social relation between the company and consumers as a modern imperative of
developing corporate distinction on the market. All this results in not only
fundamental changes of applied forms of exchange, but also the aternating
models used to identify their benefits, which have been examined in the
theoretical context of relationship marketing to arather limited extent.

2.The developed theoreticd model reveals the modern (postmodern)
approach to the features used to measure consumer valuation, which enable
multifaceted identification of relationship return for the company when
relationship exchange is evaluated in not only economic, but also socio-
emotional variables.

3. The modd of assessing consumer valuation for the company, apart
from the mobile telecommunications sector, can be applied in other industries
which use the form of relationship exchange to manage consumer needs. The
indicators used in the empirica part of the dissertation reveal the value-
indicating elements which are relevant for the mobile telecommunications
sector.

4.The new theoreticd model of assessing consumer valuation
systematises and extends the approach of the different examined researchersto
consumer valuation models and their characteristics and reveals new
significant features to measure the benefits of exchange for the company. All
this contributes to the transformation processes of conceptual consumer
valuation models, which, in turn, contribute to the formation of the new
paradigm to measure the benefits of relationship exchange for the company.

STRUCTURE OF DISSERTATION

The theoretic part of the paper reveals the fundamental soci oeconomic
preconditions which ater the value creation and identification paradigm under
the influence of the factors of the postmodern market. The value system of
contemporary consumers and their growing social significance in the
consuming environment is revealed as the basic precondition which calls to
change common approach to the form and duration of exchange, the value
creation chain and val ue identification methods. Relationship exchange and its
characteristics in the marketing management context are examined for the sole
purpose of revealing changes in the value creation process and highlighting the



key e ements which influence the value of relationships for the company. The
methodological part of the dissertation examines opportunities of applying
conventional methods to evaluate consumers and the models based on them to
measure the benefits of relationship exchange. The chosen method is used to
develop the consumer valuation model and examines the variables used to
develop that modd, their selection methods and measurement techniques.
Through involving the different variables of relationship exchange which
define value for the company, the theoretical model seeks to reveal the
integrated approach to the assessment of consumer val uation for the company.
Empirical research employs the characteristic indicators of the specific
company and using different mathematical statistical methods defines ways to
select and compute those indicators. The empirical part of the dissertation
describes the process of applying the theoreticd model and provides
summaries of obtained results. Conducted empirical research confirms that the
theoretic model can be used in practice to calculate the value of relationship
exchange, applying not only conventional economic or duration variables
which define value for the company, but also the features of relationships
which create indirect value and, in their entirety, expand the approach to the
concept of value created for the company. In this case value is interpreted as
the integrated phenomenon with different features of relationship exchange.

RESEARCH METHODOLOGY

Figure 1 is a schematic illustration of the structure of research into the
object examined in the dissertation, i.e. the methodology which is the basis for
developing the theoretical consumer valuation model to measure consumer
valuation in relationship exchange. The theoretical model is developed on the
basis of the distinguished theoretical characteristics of the relationship
marketing concept.

Principles of developing the theor etical model

Goals. The main goals of thisresearch are as follows:

1. The model should be developed using such methods that could measure
the relationship return for the company in not only economic, but also socio-
emotional relationship exchange variables.

2. The moddl, apart from being theoretically validated, should have the
potential of practical application when the benefits of reationships for the
company are evaluated from the relationship return aspect.

3. The theoretica moded should not reveal the characteristics of the
specific branch of economy, therefore the variables used to develop it should
ensure a conceptua approach to the determinants employed to evaluate the
benefits of relationship exchange.
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Fig. 1. Research methodol ogy.

Characteristic  factors of the
postmodernism era are examined as
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company and reved the importance
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The examined relationship
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defined
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behaviour data in order to check implement the developed theoretica
suitability of the theoreticd model to model in practice

measure the  benefits of the
rel aionship exchange

4. Consumeg valuation should be measured in several variables
simultaneoudly, therefore the variables used to devel op the model are viewed
as different dimensionsto define value.



5. The outcome of the mode is a defined number of value groups to
which consumers are assigned according to their calculated values of
relationship exchange.

Applied methods. The model for assessing consumer val uation described
in the dissertation is based on three components, whose entirety reveals the
characteristic structure of the modd:

1. Method of assessing consumer valuation, which determines measured
variables to calculate the benefits of relationships. To assess the value of
relationship exchange, three methods were used: customer profit, customer
lifetime value and customer equity. The customer equity method was chosen as
the integrated way to evaluate the benefits of relationship exchange for the
company.

2. Principles for measuring variables, which are used to determine the
level of detail of the variables employed in the development of the theoretical
model. Depending on the chosen method, variables can be measured on the
consumer segment, niche or individual consumer level. Conducted research is
the basis for calculation on the individual consumer level to develop the
modd.

3. The time dimension, which is used to identify and select the time
circumstance (factor) to calculate the result of relationship value. Depending
on the time circumstance, variables can be used to measure historic, existing or
projected (future) relationship return. Conducted research validated application
of factual data on consumer behaviour to measure relationship return.

The digtinguished components congtitute the integral part of the
developed model as they:

a) influence the way variables which define the value of relationships for
the company will be measured;

b) help to reveal the divide between modern and postmodern marketing
discourse when choosing the characteristic approach of relationship marketing.

The distinguished components which are required for the devel opment of
the theoretical model are viewed as a set of methods (instrumentation) to
develop the model of assessing consumer valuation for the company through
the application of the postmodernist value creation discourse and the features
required for relationship exchange.

Criteria for selecting variables. The variables used in the theoretical
model are selected on the basis of two criteria according to their characteristic
approach to the value of relationships:

1. The direct relationship value criterion. It is used to select the
characteristic variables of modern marketing discourse which are employed in
evaluating the economic benefits of transactions for the company.
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2. Theindirect relationship value criterion. It is used to select the specific
variables characterisng the benefits of relationships, which are relevant for
measuring only the outcome of relationship exchange.

Employed variables. The variables for devel oping the theoretical model
were selected on the basis of theoretical analysis of the relationship marketing
concept, which reveals the significant attributes of relationship exchange
which affect creation of value in the exchange between the company and
consumers:

- financial benefits from transactions, which means quantitative benefits

from transactions,

- consumer perceived value, which denotes not only economical, but
also socio-emotional benefits of past exchange for consumers;

- consumer trust and commitment used to reveal one of the fundamental
factors stimulating natural exchange of relationships, which helps to
evaluate the form of exchange and maturity of relationships.

The distinguished variables are used to measure not only direct financial
benefits for the company, but also the antecedents which influence it
(consumer-perceived value, consumer trust and commitment), which, as
elements of the value creation chain, indirectly create added value for the
company and stimulate the form of relationship exchange.

Calculation of variables to assess consumer valuation for the
company. The distinguished significant features of economic benefits of
exchange, consumer-perceived value and trust and commitment are used as
individual dimensions employed to evaluate the different benefits of
relationships for the company. The developed model reveals the theoretical
basis of the relationship marketing concept as the variables which it employs
are relevant only for this postmodern marketing concept and enable one to
evaluate the benefits of exchange with the consumer in the characteristic
features of relationship exchange. The model of assessing consumer valuation
for the company is devel oped as follows:

1. Ensuring maximally individual approach to the consumer when
measuring his’her generated value, variables were selected on the individual
consumer level.

2. The quartile method is used to divide the values of variables into 4
groups which are approximately equal according to the examined sample of
consumers and are separated from one another by quartile values which form
intervals [min, Xas), [X2s, Xs0), [Xs0, X75), [X75, max]. This method was chosen

2 After sorting the sample of consumers in the ascending order, the first group should include
consumers whose variable value comprises the lowest variable value of the examined sample -
25% of the total sum of the examined sample. The second group — next according to value 25%
etc. Consumers with equal variable values are attributed to the same consumer group. Attribution
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seeking to use not unique values of consumer variables, but pre-defined
interval groups. In the marketing management context the advantage of
applying this method is that tactical actions of marketing are planned and
implemented on not individua consumer (which from the business point of
view isnot cost-efficient), but consumer group level.

3. The distinguished intervals are given values from 1 to 4: the first
interval [min, X,s) isgiven value 1, and [ X5 max] — 4. The values attributable
to the intervals can be used for not only forming the variable of consumer
valuation, which is used to group consumers according to their generated
value, but also identifying the location of the used variable in the defined scale
of values.

4. The digtinguished intervals are interpreted asindividual groups (values
from 1 to 4), which are formed depending on the values of the variable
interval. It should be noted that depending on the value of the specific variable
the consumer may be attributed to different groups of variable intervals.

5. The variable of consumer valuation is formed as weighted arithmetic
average of al the used variable values, whose final value is rounded up to a
whole figure®:

VSVs =K,EN, +K,SV. + KVP, +K VI, where

VSV s—variable of consumer valuation (index)

EN,— variable of the economic benefits of exchange

SV, —variable of consumer-perceived value

VP, — consumer trust variable

VI,— consumer commitment variable

n —number of interval group: the higher the variable value, the higher the
group number

Ky - K4 —reative weight of variables. Their values are provided in
Table1:

Table 1. Relative weight of calculated variables.

Variables Relative weight of variables
Ky 0.4
K> 0.3
Ks 0.2
Ky 0.1

of such consumers to the higher or the lower group depends on the group into which more users
with the same variable values fall.
% The values of the variable of consumer-generated value (index) can range from 1 to 4.
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Rel ative weights were attributed to the used variables on the basis of the
following theoretical assumptions:

- the highest relative weight was attributed to the economic benefits
variable because in the examined theoretica research on marketing the
imperative of economic benefits remains relevant regardless of the
applied marketing paradigm or discourse;

- consumer-perceived value in the relationship marketing context
becomes the principal feature which reflects benefits for the consumer
and validates the importance of assessing and managing benefits for
consumers, which, in turn, serves as incentive to develop socio-
emotional ties between the company and consumers. For this reason
the variable of consumer-perceived value is given the second highest
relative weight;

- higher relative weight of the consumer commitment variable was due to
the attitude prevailing in published theoretica research that consumers
with the feature of commitment are more valuable for the company than
those whose responsibility during relationship exchangeis limited;

- the lowest weight was given to the consumer trugt variable. Examined
attitudes did not revea the feature of consumer trust as a relevant
category to measure the benefits of relationship exchange for the sole
reason that it stimulates strength of relationships.

Selected variables must be evaluated in the integrated way as inter-
complementary components revealing different consumer valuation for the
company: The economic variables highlight the benefits of transactions with
the consumer; consumer-perceived value — the emotional sensations of the
individual, whereas the trust and commitment variables — the type of
relationships and maturity of relationships. The developed model is significant
also because consumer valuation can be examined on the level of both
individual consumer and the group to which the consumer belongs. This
implies that the model allows for the achievement of different objectives
depending on the defined goal.

PROCESS OF AND OUTCOMESFROM EMPIRICAL
RESEARCH

Empirical research proves that the theoretical modd of assessing
consumer valuation for the company can be applied practically in the specific
company, measuring the outcome of exchange in variables of the features
which are characterigtic of relationships.

Relevance of empirical research. The empirical research is relevant
from the scientific point of view because it allows for the practical validation
of the fact that the developed mode is applicable to address issues of

13



consumer valuation and to reveal the variables defining return of relationships
which are characteristic of a mobile telecommunications company and used to
evaluate direct and indirect benefits of relationshipsfor the company.

Aim of empirical research — to test in practice the devel oped theoretical
model intended to cal culate the relationship return of the chosen company.

Object of empirical research — a theoretical mode of evaluating
consumers developed in UAB Omnitel, the company of the Lithuanian sector
of mobile telecommuni cations services.

Process of empirical research

1. Criteria are defined to form a sample of consumers to test the
theoretical modd.

2. Criteria are identified to form indicators and their calculation
principles are described. During empirical research indicators are
caculated on the basis of specific data on the company’s consumers,
applying different theoretical and statistical research methods.

3. Based on theoretical and statistical research methods, significant
indicators are selected to measure consumer value and to develop the
practical modd.

4. The indicators used to develop the model with additional consumer
behaviour indicators were examined in order to confirm the outcomes of
the developed model to measure consumer valuation.

The theoretical model described in the dissertation was created in UAB
Omnitel, the company within the sector of mobile telecommunications
services, which was chosen as the mobile telecommunications company with
the highest number of consumers in the Baltic States *, therefore the specific
behaviour features of its consumers can be interpreted as significant and
reflecting the characteristic trends of this sector. Empirical research was based
on consumer data from September 2007. The theoretical model was tested with
the help of statistical software application SAS Enterprise Guide 4.0, which
was used to form data tables and to select statistically significant indicators
applying SAS software procedures (PROC VARCLUS, PROC CORR, PROC
UNIVARIATE and SAS RANK).

Limitations of empirical research

1. Themodel can be applied only in those companies which devel op their
exchange with consumers on the market within not only economic, but also
socio-emotional framework of relationships. Application of the modd is
limited by the selected marketing concept and the market situation: with
dominating functional consumer-perceived value, benefits of exchange for the

* Based on the Report on the Electronic Communications Sector 2008 of the Communications
Regulatory Authority of the Republic of Lithuania
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company cannot be evaluated according to the characteristic features of
relationships.

2. The theoretical model can be applied in practice in only one company
since its development requires specially processed consumer data and
accumulated relevant history.

I dentifying the sample of consumers

1. Consumers belong to the post-paid® type of consumers.

2. Consumers belong to the private® segment of consumers.

3. Consumers (subscribers) examined during calculation of indicators
must be active’. Application of this criterion ensured comparability of
data through selecting subscribers with similar usage history and
guaranteed that data on real consumers were used during empirical
research.

4. The consumer (subscriber) used at least one service within the last 6
months® (cal cul ating from the month of cal culating indicators).

Based on these criteria, n=270318 sample of consumers was selected
during empirical research. Since the theoretical model was tested using SAS
software procedures, which alow for the automation of data processing, the
sample of consumers examined during empirical research corresponded to the
entirety of consumers. For this reason empirical research did not identify the
permissible tolerance for the size of the examined sample of consumers.

Criteria for selecting indicators. The indicators used for practical
application of the theoretical model were sdlected according to the
following criteria

1. Indicators are calculated on the subscriber level and reveal the
behaviour of each consumer within the examined sample on the mobile
telecommuni cations network.

2. Indicators help to calculate the financial value of transactions with
consumers, which reveals consumer directly-generated value for the company.
The indicator must reveal not only direct, but also indirect costs of the
company to attract and retain the consumer. The selected criterion is based on

5 Post-paid type of users means subscribers who use the company's services and pay for them
according to issued invoices.

® The private user segment is defined as a target group of customersincluding all subscribers of the
company who use the company's servicesto satisfy their private needs.

" An active subscriber is defined as a user who was using or could use Omnitel services at the
specific moment in time (to whom provision of services is not discontinued). In the examined
company each subscriber has an assigned meaningful code which shows whether the subscriber is
a company customer or higher contract with the company is terminated (he/she is an inactive
user).

8 |f one chooses a too short period, for instance, 3 months, the behaviour of subscribers onthe
mobil e tel ecommuni cati ons network would be non-representative due to the influence of potential
seasonality or other valid reasons.
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the fact that it facilitates more precise assessment of financial value for the
company through analysing the different costs in connection with attraction
and retention of consumers.

3. Theindicators mugt reveal the outcome of consumer-perceived val ue of
exchange regardless of the dominating type of relationships between the
company and the consumer. The indicator must reveal the |ong-term emotional
state of consumerswhich can be measured in time,

4. The indicators must reveal the characteristics of the consumer trust and
commitment features, which determine the future form of exchange. The
indicator of the type of trust must reveal the strength of relationships between
the company and consumers. The indicator of the type of commitment must
reveal potential personal actions (cases) of breaching the consumer contract
with the company which increase risks for the company and stimulate
application of measures limiting freedom of action.

During empirica research indicators were selected using the following
methods:

1. Theoretical research method, which helped to identify indicators used
to calculate the company’ s economic benefits and consumer -perceived value.

2. Satidical research methods, which are used to identify features of
consumer trust and commitment. To select these indicators, clugter analysis
and linear correlation analysis methods are applied using SAS software
procedures (SAS VARCLUS and SAS CORR). The factorial analysis method
used in the study to search for direct meaningful factors helped to reduce the
number of primary indicators and to find latent (hidden) ties between the
variables. In order to select from each cluster the most significant indicator, i.e.
which describes the behaviour of each cluster best, the statistics of the
determination coefficient ratio (1-R**?) is used.

Table 2 provides significant indicators selected using different research
methods and employed in order to apply the model in practice.

Table 2. Selected significant indicatorsto test the theoretical model.

. Applied method to
Indicator Formula select indicator

6-month d d Theoretical
profit of PNt = @ GR - @ TNKi , where research  method
subscriber i=t-6 i=t-6 based on the
calculated | pi, - 6-month profit of subscriber calculated | €@mined published
inthe in the current month research on
current GP, - 6-month net income from subscriber relationship
month calculated in the current month; marketing.

TNK; — 6-month direct and indirect costs

calculated in the current month which were
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required to perform actions of providing
service and sales of servicesto the

subscriber,
t — current month.
Subscriber AlL= tx -t -t where Theoretical
loyalty y oz ressarch  method
AL subscriber loyalty, based on the
t, — date within the period of calculation, examined published
t, — subscriber attraction date, research on
t, — number of the subscriber’ s days of relationship
disconnection (self-disconnection) from the marketing.
company.
Duration of ST=SPab — SPr, where Cluster analysis
the ST —duration of the subscriber’ slast method and
subscriber’ | contract, statistics of
slagt SPab — expiration date of the subscriber's determination
contract contract with the company, coefficient ratio (1-

(months) SPr —initia date of the subscriber's contract R**?),
with the company.

Difference KL =KL, - KL, where
inthe size _ _ _ T
of credit KL — differencein the size of credit limit
limit determined for the subscriber,
determined | KL, - credit limit 6 months ago,

for the

subscriber | KL, —credit limit in the current month.
after 6

months

It should be noted that during empirical research a different number of
clusters was used to sdlect ‘significant’ indicators (3 during the first test and 2
during the second). This action was intended to find out what number of
clusters is the most suitable one for selecting significant indicators taking into
account the obtained values of clustered indicators. The clustering method was
aimed at selecting the different, from the business point of view, indicators
which define the same variable (for instance, consumer trust) and choosing the
most significant indicator which described the specific variable.

During empirical research the inter-dependence of distinguished
indicators was examined using the additiona linear correlation method
(applying Pearson's correl ation coefficient). The inter-dependence of indicators
was analysed in order to assess whether sdlected indicators not inter-correl ate
and can be used to test the theoretical modd. The inter-dependence of
indicators wastested in the following sequence:

1. The sample of private consumers selected during empirical research

was chosen (n=270318).
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2. The linear correlation coefficient was calculated usng the CORR
procedure of SAS software, which automates the calculation process
through selecting indicators which need to be correlated.

Table 3 provides the obtained outcomes from examined indicators.

Table 3. Outcomes from linear correlation of examined consumer loyalty,
trust and commitment indicators.

Correlation Strength of

Factorial feature Outcome feature coefficient (r) relation

Durétion of the
Subscriber loyalty subscriber’s last -0.14596 Weak
contract (months)

Differencein the
credit limit
established for the
subscriber

Duration of the
subscriber’s | ast -0.00325 Weak
contract

Findingsin Table 5 lead to the assumption that the strength of relation of
selected indicators is weak, therefore they can be interpreted as independent
features to assess consumer value and used to test the theoretical model.

Values of additional indicators used to calculate the consumer valuation
indicator are broken down into 4 groups, which are approximately equal
according to the examined sample of consumers, using SAS SAS PROC
UNIVARIATE procedure. The final indicator is calculated as weighted
average of distinguished indicators.

THE MAIN OUTCOMES FROM EMPIRICAL RESEARCH

It should be noted that the outcomes of the model applied in practice
cannot be compared with those of other models intended for assessing
consumer valuation for the company. Examined published research on
relationship marketing did not identify existing models which alow for the
measurement of consumer valuation for the company in the characteristic
features of relationship exchange. For this reason the outcomes of the model
obtained during empirical research were examined together with additional
consumer behaviour indicatorsin order to test suitability of selected significant
indicators to measure the benefits of relationship exchange.

Externa validity of the model is based on the selected consumer sample
(N=270318), which represents the entirety of consumers. This fact shows that
conducted research is valid as far as the size of selected consumer sample and
its representativeness are concerned. Empirical research succeeded in testing
the applicability of the theoretical model by assigning consumers to different
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consumer valuation groups — all this can be viewed as a significant outcomein
the research context. It should be argued that the validity of the devel oped
model cannot be evaluated using mathematical-gatistical methods due to its
characteristic type of theoretical model when significant variables used in the
model are selected on the basis of theoretical published research on
relationship marketing.

In order to test the suitability of the implemented theoretical modd and its
applicability to measure the benefits of relationship exchange, additional
indicators of consumer behaviour were selected and examined together with
the indicators used to develop the model. This additional method validated the
application of the devel oped theoretical model to measure consumer valuation
on the basis of behaviour features of the subscribers attributed to the
distinguished groups of indicators.

1. Research confirmed that the consumer profit indicator has a relation
with the number of new services. Figuresin Table 4 show that group EN4 has
the highest number of subscribers who activated at least one new service
within 6 months following the month of calculating indicators. It should be
assumed that such consumers are more valuable for the company not only for
their values of the profit indicator, but also because they actively use and test
the company’s new services. The relationship marketing concept leads to the
assumption that such a phenomenon promotes not only economic, but also
socio-emotional ties between the company and consumers as consumers
satisfy their informational and cognitive needs. Figures in Table 4 lead to the
assumption that the size of customer profit depends on not only the usage
volume of services, but also the quantity of different services — the higher the
number of the used services, the higher the probability that profit from the
consumer will be higher.

Table 4. Number of subscribers who activated at |east one service within
6 months following the month of calculating indicators.

Group of the subscriber’s profit Number of subscriberswho activated at
indicator least one service

EN1 5,697

EN2 6,604

EN3 7,715

EN4 9,599

2. Research revealed (ref. Table 5) the dependency of the number of
services used by consumers on the duration of consumer loyalty. This trend
confirmed theoretical assumptions that positive consumer-perceived value
directly affects their generated value for the company in the number of the
services used.
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Table 5. Number of services used by subscribersin different groups of
the subscriber loyalty indicator.

Sections of the number of Number of subscribersin groupsof the
subscriber’sactive unique | ‘Subscriber loyalty’ indicator

servicesin 6 months SvV1 SV2 SV3 Sv4
1-10 51,610 53,817 | 55,520 58,124
11-20 5,892 8,380 9,352 13,487

Obtained figures show the existing link between the duration of the
subscriber's loyalty to the company and higher number of active unique
services: The higher the subscriber’ sloyalty (shown by the subscriber’ s loyalty
indicator group), the higher the number of hisher used services. This trend
leads to the assumption that the subscriber’s loyalty to the company is useful
for its ability to stimulate higher usage of services, which influences the
company's income from the consumer. With reference to the relationship
marketing concept, the subscriber’s loyalty to the company as expression of
consumer-perceived value is significant in that it simulates changing of usage
habits and increasing the number of the services used. It should be noted that
obtained findings from the analysis do not explain what causes the subscribers
falling into the group of the highest subscriber loyalty indicator to increase the
number of their used services: To establish causal relationship one would have
to determine the type of the services used and to evaluate whether the services
were intended to satisfy economic (the subscriber uses those services which
reduce hisher invoice for services) or socio-economic needs (the subscriber
uses entertainment or similar services).

3. Research (ref. Table 6) revedled the link between the number of
payment plan shifts and the subscriber's contract duration. Depending on the
term of the subscriber’s last contract, his’lher trust in the company can be
evaluated according to the indicator of the number of payment plan shifts,
which shows how many times within 6 months the subscriber changed his'her
payment plan.

Table 6. Number of subscribers who changed their payment plan within
the period of 6 months within groups of the ‘subscriber’s last contract term’
indicator.

Number of subscribersin groupsof ‘Subscriber’slast contract term’
indicator, which have been changed payment plan within 6 months
VP1 VP2 VP3 VP4
72,746 60,910 60,900 44,690
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One can observe a clear trend that the longer the term of the last contract,
the lower the number of payment plan shifts. The link between examined
indicators shows the consumer’s trust in the company, which depends on the
duration of higher relationships with the company (referring to the last
contract term indicator). This fact supports the theoretical assumption that
consumers with higher trust are more valuable for the company.

4. Research revealed that within 6 months only 14% of all consumers
within the examined sample were blocked® by the company. This outcome
proves the existing relationships between the company and the consumer
because nearly 86% of subscribers within the examined sample of consumers
had the positive feature of consumer commitment.

° Blocked connection means the reactive action of the company in response to the consumer's
default on obligationsin order to limit the availability of the company's services until the invoice
issued to the consumer is paid.
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CONCLUSIONS

1. Assessment of consumer valuation in characteristic features of
relationship exchange is significant as a separate object of research, which has
not been analysed in the science of marketing or associated with paradigmatic
changes on the exchange market that are relevant for the postmodern era.

2. Conducted analysis of scientific sources confirmed that issues of
assessing consumer valuation for the company applying the postmodern
discourse have currently been a new phenomenon in the context of the science
of marketing as the characteristic features of contemporary consumers have
not been associated with models used to measure consumer value. Applied
postmodernist discourse is significant as it revealed a new approach to
exchange and to the attributes used to measure its benefits and added new
elements of socio-emotional exchange.

3. Assessment of consumer valuation for the company applying the
characteristic features of relationship exchange is a comparatively new field of
research anaysed fragmentarily and without clearly identified relationshipsin
the marketing theory, this being due to the conceptual divide between the
theoretical principles of relationship exchange and consumer evaluation
methods with their associated models. In theoretical published research on
relationship marketing attributes of relationship exchange are stated rather than
directly introduced into the applied models and are examined only as elements
which shape relationships rather than as features of exchange which add value
for the company.

4. The examined exiging customer profit and customer lifetime value
methods to assess consumer valuation for the company and their associated
models highlighted theoretical limitation of their use to measure the benefits of
relationship exchange. The examined models of consumer valuation for the
company do not employ the characteristic variables of relationship exchange,
which could express inclination of consumers towards relationship-based
exchange and help to assess their indirectly created value for the company.

5. The customer equity method can be applied to calculate the variables
which define different value for the company, but the examined models based
on this method failed to reveal the socio-emotional features of relationships
characteristic of relationship exchange and rest on the characteristic attributes
of relationship exchange.

6. The developed theoretical model helps to evaluate, in the integrated
way, relationships between the company and consumers and to measure the
economic (functional) and socio-emotional (psychological) benefits of
exchange for the company, expressing the feature of economic benefits as
customer profit variable and socio-emotional benefits of exchange as
consumer-perceived value, trust and commitment.
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7. The developed theoretical model modifies the paradigm of assessing
consumer valuation for the company, interpreting the relationship attributes
which generate economic value for the company as relevant yet not essentia
categories defining the benefits of relationships for the company.

8. It should be noted that application of the model is more appropriate for
the service sector, where consumers have service provision contracts with the
company and settle accounts for delivered services againg invoices which the
company issues in respect of specific usage periods. All this allows for the
more accurate evaluation of consumer trust and commitment features.

9. To ensure methodological validity of the model more empirical studies
arerequired so that the application of this model is validated for measuring the
benefits of relationship exchange. The developed model renders meaning to
the theoretical imperatives of creating value of relationship exchange rather
than explains causal relationships between the variables applied in the model
to measure the benefits of relationships.
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Tomas Rytd

VARTOTOJU SUKURIAMOSVERTES IMONEI NUSTATYMO
MODELISSANTYKIU MARKETINGO KONCEPCIJOS
ASPEKTU

Santrauka

IVADAS

Tyrimo problema ir aktualumas

Peréjimas nuo ekonomiskal determinuoty prie socialiniy ir emociniu
mainy atskleidzia ne tik naujas konkuravimo rinkoje formas, bet ir skatina
ieskoti naujy mainy vertinimo bady. Vartotoju sukuriamos vertés imone
nustatymas — aktuali marketingo mokslo problema. Problemos aktualuma
atskleidzia siuolaikinéje epochoje vykstantys ekonominiai, socialiniai ir
technologiniai  pokyciai, turintys ijtakos vertées karimo grandiniy
individualizavimui, ir kintanti vertés kaip pagrindinés marketingo kategorijos
samprata, veikiama didéjanciy socialiniy vartotojy poreikiy reiksmés rinkoje.
Marketingo mokse vartotojy sukuriamos vertés imonel nustatymas tampa
aktualus tyrimo objektas, kuriuo vertinami mainai su vartotojais, priklausomai
nuo taikomos marketingo koncepcijos.

Vartotoju sukuriama verté imone ir jai nustatyti taikomi metodai bei
egzistuojantys modeliai nagrinéjami santykiy marketingo koncepcijos aspektu.
Koncepcija pasirinkta kaip siuolaikiné postmodernios epochos marketingo
teorija, taikoma mainams su vartotojais suasmeninta santykiy forma plétoti ir
palaikyti. Pagal tai, kokia marketingo koncepcija taikoma vartotojy poreikiams
tenkinti, mainai tarp imonés ir vartotoju gali bati vertinami skirtingais
modeliais, jtraukiant skirtingus kintamuosius. peréjimas nuo sandoriu prie
santykiy mainy formos savaime skatina keisti pozitiri i mainy procesui jtakos
turin¢ius atributus ir ju vertinimo badus, nes santykiai interpretuctini kaip
aukstesné mainy kategorija, kuriai badingi ne tik nusstovéje ekonominiai, bet
ir didéjancia reiksme marketingo vadyboje igyjantys socioemociniai mainy
pozymiai. Didéjantis susidomgjimas santykiy mainy forma teoriniame ir
praktiniame marketingo kontekste suponuoja nustatyti specifinius santykiy
mainams bizdingus poZymius, kuriais kuriama mainy su vartotoju verté jmonei.

Vertés kiirimas imonei, vartotojams tenkinant asmeninius vertybinius
poreikius, apsunkina mainy valdyma ir isryskina vartotojy sukuriamos vertés
imone nustatymo svarba kaip metoda, kuris leidzia diferencijuoti vartotojus
paga ju sukuriama esama ar potencialia verte imonei, vertinti taikytu
marketingo veiksmy efektyvuma ir parinkti ateityje taikyting marketingo
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dtrategija. Visa tai lemia konceptualia vartotojy vertés nustatymo principy
transformacija siekiant islaikyti ne tik individualizuota pozitri i vartotojus, bet
ir uztikrinti ilgalaikius, stabilius, imone ir vartotojams abipusiai haudingus
mainus. Galima konstatuoti, kad santykiy marketingo teorijoje vartotoju
vertinimo klausmai stokoja vieningos paradigmos' tiek taikomy savokuy,
sampraty, tiek ir naudojamy vartotoju sukuriamos vertés imonei nustatymo
modeliy srityje. Atlikta mokdlinés literatiiros anaizé patvirtino, jog vartotoju
sukuriamos vertés imonel nustatymas, taikant santykiy mainams budingus
pozymius, yra payginti nauja mokdiniy tyrimy itis, marketingo moksle
nagrinéjama fragmentiskai ir neturinti aiskaus teorinio identiteto santykiy
marketingo koncepcijoje. Sprendziant §i klausima disertacijoje ieskoma
atsakymy i siuos klausimus:

1. Kokios pagrindinés priezastys skatina taikyti naujus vartotoju
sukuriamos vertés imonel nustatymo modelius, leidziancius kompleksiskai
ivertinti mainy nauda imonei?

2. Kokios savybés badingos santykiy mainams, kel ¢iancioms paradigmini
pozitri i vartotojy sukuriama verte imonei ir jai nustatyti taikomus mainy su
vartotoju pozymius?

3. Kokiais kintamaisiais gali buti matugjama santykiy mainy nauda
imonei, remiantis santykiy su vartotoju mainams biadingais pozymiais?

Atlikta mokdlinés literatiiros analizé patvirtino, jog vartotojy sukuriamos
vertes jmonel nustatymo metodai ir jais kuriami modeliai néra adaptuoti
konkreciai marketingo koncepcijai ir neapima tai koncepcijai bidingy verte
imonel Kkurianciy mainy pozymiy. Visa ta pagrindzia vartotoju sukuriamos
vertés imonei  nustatymo klausimus nagrinéti  konkre¢ios marketingo
koncepcijos aspektu, siekiant nudtatyti reilkSminiy pozymiuy visuma, Kuri
atskleisty savita konkreciai marketingo koncepcijai badinga poziari | verte ir
jai nustatyti talkomus pozymius. Atliktas tyrimas patvirtino, jog santykiy
marketingo koncepcija diktuoja vartotojy sukuriamg verte jmonei matuoti ne
tik finangniais ir / ar mainy trukmeés kintamaisiais, bet ir socioemociniais
mai Ny pozymiais.

Vartotojy sukuriamos vertés imonel nustatymo modeliy nagringjimas
santykiy mainy aspektu prisideda prie santykiy marketingo koncepcijos
vystymo netik teoriniu, bet ir praktiniu lygmeniu, jtraukiant santykiy mainams
badingus kintamuosius imonés mainy naudai matucti i vartotojy sukuriamos
vertés imone nustatymo modelj.

1 Mokslines literatiitos analizé patvirtino, jog skirtingoms santykiy marketingo kryptims
atstovaujancios mokyklos nesutaria, ar santykiy marketingo teorija formuoja nauja paradigma.
Sioje disertacijoje remiamas Siaurés 3aiy (angl. The Nordic school) mokyklos poziiriu, kad
santykiy marketingo koncepcijai budinga nauja paradigma, keic¢ianti formaliuosius sandorius
santykiais.
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Tyrimo objektas — vartotoju sukuriamos vertés imonel nustatymo
modelis, atitinkantis fundamentaliuosius santykiy marketingo koncepcijos
principus.

Tyrimo tikdas — igyvendinti vartotoju sukuriamos vertés jmonei
nustatymo modeli, taikant santykiy mainams badingu pozymiy visuma, ir
leidziant] kompleksiskai matuoti santykiu mainy nauda imonei.

Uzdaviniai. Siekiant igyvendinti tyrimo tikdg keliami tokie uzdaviniai:

1. Atskleisti pagrindines priezastis, kurios skatina nauja paradigmini
pozitri i verte imonei kurian¢ius mainy su vartotojais pozymius ir vertei
matuoti taikomus modelius. Siekiant atskleisti nauja vartotojy sukuriamos
vertés imone nustatymo paradigma, taikant postmodernisting diskursa,
nagrinéjamas didéjantis vartotoju socialiniy vertybiy vaidmuo rinkoje ir
vartotojuy poreikiam tenkinti taikoma santykiy marketingo koncepcija. Visata
leidzia sureiksminti socioemociniy mainy pozymiy svarba vertés karimo ir jos
vertinimo procese kaip reiksminius pridéting verte imonei kuriancius santykiy
mainy pozymius.

2. Parengti teorinj vartotoju sukuriamos vertés imonei nustatymo modeli,
kuriuo buty galima kompleksiskai individualiu vartotojo lygmeniu matuoti
santykiy mainy nauda imonei, remiantis santykiy mainams relkSmingy
pozymiy visuma

3. Praktiskai pritaikyti sukurta teorini modeli vienoje didziausy Baltijos
saliy mobiligjo rysio paslauguy imonéje UAB ,,Omnitel”, siekiant patikrinti
teorinio modelio tinkamuma santykiy mainy vertel matuoti.

Hipotezés

H1: Postmodernas rinkos veiksniai lemia naujas mainy formas ir
mainomus objektus, kurie formuoja nauja vartotoju sukuriamos vertés imonel
nustatymo paradigma.

H2: Santykiy mainy forma grindziama pakitusia vartotojy sukuriamos
vertés imonel samprata ir vertés karimo grandinémis, kuriy reikSminiu
komponentu tampa sociocemociniai vartotojuy pozymiai rinkos mainuose.

H3: Taikant santykiy marketingo koncepcija, vartotoju sukuriama verté
imonei matuojama santykiu graza, kuri apskai¢iuojama naudojant ne tik
ekonominius, bet ir socioemocinius santykiy mainy kintamuosi us.

H4. Nusistovéje vartotoju sukuriamos vertés imone nustatymo modeliai
neapima santykiy mainams btidingy savybiy ir skirti tik sandoriy mainy naudai
matuoti, nejvertinant socioemocinio mainy konteksto ir jam relkSmingy vertés
karimo pozymiy.

Tyrimo metodai. Teoriné disertacijos dalis remias bendraisais
taikomaisiais mokdliniais tyrimais. ssteminio tyrimo ir apibendrinimo,
sisteminés ir lyginamosios mokdinés literatiros analizés metodais.
Disertacijoje apibréztas mokdinis objektas nagrinéjamas Th. Kuhno mokslo
raidos sampratos aspektu, vartojant paradigmos termina ir remiantis ji
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apibadinan¢ia samprata. Empirinése disertacijos dalyse naudojama antriniy
duomeny analizé atliekama taikant SAS duomeny apdorojimo statistinius
paketus.

Dar bo naujumas

Pagrindiniai siam tyrimui badingi mokslinio naujumo pozymiai yrasie:

1. Atskleista nauja vartotoju sukuriamos vertés imone nustatymo
paradigmair ja formuojantys postmodernios epochos bruozai. Pazymétina, kad
tai pirmas tokio pobidzio darbas Lietuvoje, kuriame vartotoju sukuriamos
vertées imone nustatymo klausima nagringjami taikant postmodernisting
diskursg, 0 mainy su vartotojais nauda imone vertinama santykiy grqzos
aspektu (daugelyje mokslo darby vartotoju sukuriamos vertés imonei
nustatymo metodai ir modeliai nagrinéjami neatsizvelgiant | konkrety socialini
konteksta ar marketingo koncepcija).

2. Isskirtos pagrindinés santykiu mainu savybés, kurios taikytinos kaip
retksminiai kintamigji imonés santykiy mainy naudai matuoti. Vartotoju
sukuriamos vertés imonel nustatymo kontekste tai atskleidzia nauja diskursa,
mainy su vartotojais rezultata vertinant ne tik finansiniais ar mainy trukmeés
kintamaisiais, bet ir netiesiogine nauda imonel kurianciais socioemociniais
santykiy pozymiais.

3. Atskleistas egzituojanciy vartotoju sukuriamos vertés imonei
nustatymo modeliy ribotumas santykiy mainy naudai matuoti. Pazymétina, jog
nagrinéti modeliai néra adaptuoti konkreciai marketingo koncepcijai ir remiasi
universaliais verte imonei apibrézianciais mainy su vartotojais pozymiais.

4. Sukurtas ir praktiskai pritaikytas teorinis modelis, taikomas jtraukiant
savo prasme skirtingus kintamuosius mainy rezultatui matuoti, padeda
kompleksiskai jvertinti vartotoju sukuriama verte imonei. Teorinis moddis
isplecia santykiy marketingo moksle jprasta pozitri i imonés mainy nauda:
mainai ¢ia vertinami ne tik pagal ekonominius, bet ir pagal socioemocinius
mainy pozymius.

Praktiné darbo reik§meé

1. Disertacija reikSminga tuo, kad joje atskleidziamos pagrindinés
santykiu mainy formavimos pridaidos, nagrinégjamos postmodernistinés
epochos ir su ja susijusiuy vartotojuy vertybiu pokyciu savybés, isryskinama ir
pagrindziama socialinio rysio tarp imonés ir vartotoju svarba kaip siuolaikinis
imonés isskirtinumo rinkoje formavimo imperatyvas. Visa tai lemia ne tik
fundamentalius taikomu mainy formy pokycius, bet ir kintancius ju nauda
nugtatyti naudojamus modelius, kurie teoriniame santykiy marketingo
kontekste nagrinéti ganaribotai.

2. Sukurtas teorinis moddis atskleidzia siuolaikini (postmoderny)
pozitri i vartotoju sukuriamai vertel matuoti naudojamus pozymius, kurie
leidzia jvairiapusiskai nustatyti santykiu graza imonei, santykiu mainus
vertinant ne tik ekonominiais, bet ir socioemociniais kintamaisiais.
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3. Moddyje naudojami kintamieji néra specifiniai konkreciai imonei ar
verdo sricia ir gali buti taikomi bet kurioje tkio $akoje. Tuo metu empiringje
disertacijos dalyje naudoti rodikliai atskleidzia mobiligjo  rysio
telekomunikaciju sektoriui reiksmingus verte rodancius e ementus.

4. Naujas teorinis vartotoju sukuriamos vertés nustatymo modelis
susistemina ir pratesia nagrinéty skirtingy mokslininky poziari i vartotoju
vertinimo modelius, jiems bidingas savybes, atskleidzia naujus reiksminius
pozymius imonés mainy naudai matuoti. Visa tai prisideda prie konceptualiy
vartotojy vertinimo moddiy transformacijos procesy, kurie prisdeda prie
naujos paradigmas formavimo imonés santykiy mainy haudai matuoti.

DISERTACIJOS STRUKTURA

Teorinéje darbo dalyje atskleidziamos pagrindinés socioekonominés
priclaidos, keiciancios vertés karimo ir nustatymo paradigma, lemiant
postmodernios rinkos veiksniams. Siuolaikiniy vartotoju vertybiy sistema ir
didéjanti socialiné ju reiksmé vartojimo aplinkoje atskleidziama kaip esminé
priclaida, kuri skatina keisti iprasta poziari i mainy forma ir trukme, vertés
karimo granding ir vertés nustatymo metodus. Santykiy mainai ir jiems
bidingi bruozai marketingo valdymo kontekste nagrinéjami tik siekiant
atskleisti vertés kiirimo proceso pokycius ir isskirti pagrindinius elementus,
darancius itaka santykiy vertei imonei. Metodologinéje disertacijos dalyje
nagrinéjamos egzistuojanciy vartotojy vertinimo metody ir ju pagrindu sukurty
modeliy taikymo galimybés imonés santykiy mainy naudai matuoti. Pasirinktu
daugiamaciu metodu kuriamas vartotoju vertinimo modelis, nagrinéjami jam
sudaryti naudojami kintamigji, ju atrankos metodai ir matavimo badai.
Itraukiant skirtingus verte imonei apibrézianéius santykiy mainy kintamuosius,
teoriniu  modeliu siekiama atskleisti kompleksini pozitri i vartotojy
sukuriamos vertés imonei nustatyma.

Atliekant empirini tyrima, naudojami konkreciai jmonel badingi
rodikliai, taikant skirtingus matematinius statistinius metodus, apibréziami ju
atrankos ir skai¢iavimo badai. Empirinégje disertacijos dalyje aprasomas
teorinio modelio pritaikymo procesas ir pateikiami gauty rezultaty
apibendrinimai. Atliktas empirinis tyrimas patvirtina, kad teorinis modelis gali
bati praktiskal naudojamas santykiy mainy vertei apskaiciuoti, taikant ne tik
iprastus verte imonei apibréziancius ekonominius ar trukmés kintamuosius, bet
ir netiesiogine verte kurian¢ius santykiu pozymius, kuriy visuma isplecia
poziuri | sukuriamos vertés imonel samprata. Verté tokiu atveu
interpretuojama kaip kompleksinisreiskinys, kuriam badingi skirtingi santykiy
mainy pozymiai.
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TYRIMO METODOLOGIJA

1 paveikdas schematiskai iliustruoja disertacijoje nagrinégjamo objekto
tyrimo struktira — metodologija, kuria remiantis kuriamas teorinis vartotojuy
vertinimo modelis vartotoju sukuriamai vertei santykiy mainuose matuoti.
Teorinis modelis sudaromas remiantis isskirtomis teorinémis santykiy
marketingo koncepcijai badingomis savybémis.

1 pav. Mokdlinio tyrimo metodol ogija.

Nagrinéjami postmodernizmo
epocha badingi veiksniai  kap
reiksmingos  kategorijos,  kurios
keicia jprasta vartotojy sukuriamos
vertées  imonei  paradigma  ir
askleidzia socioemociniy pozymiy
svarba mainy rezultatui matuoti.

. B

Nagrinéjama santykiy marketingo
koncepcija vertés karimo aspektu

Apibréziama  vartotoju  sukuriamos
vertésimonel tyrimo koncepcija

4 N

I3skiriami pagrindiniai santykius askleidzia pakitusia imonés vertés
skatinantys vartotojuy pozymia karimo granding, kurios
kurie tampa reiksminia pagrindinia  komponentai  tampa
kintamieji vartotojy sukuriamai socidinés ir emocinés mainy
vertei matuoti. charakteristikos, keiciancios

sandoriy mainy forma { santykius.

o AN /
J L

Nagrinéjami egzigqumty; Kuriamas teorinis modelis vartotoju
vartotoju sukunamqs\{ertes Lmonet sukuriamai  vertei matuoti  taikant
nustatymo metodai ir modelia, vkiy manams bidingy pozymiy
jvertinami ju trakuma santykiy visuma

mainy naudai matuoti

L

Siekiant  patikrinti, ar teorinis

modelis tinkamas santykiy mainy Siekiant praktiska pritaikyti sukurta
naudai matuoti, modelio duomenys teorini modeli atlieckamas empirinis
nagrinéjami kartu su papildomais tyrimas.

vartotojy elgsenos duomenimis.
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Teorinio modelio sudarymo principai

Tikdai

1

Modeliui sudaryti turi bati taikomi tokie metodai, kuriais santykiy
graza imonei buty matugjama ne tik ekonominiais, bet ir
socioemociniais santykiy mainy kintamaisiais.

Modelis turi bati ne tik teoriska pagrindziamas, bet ir turéti
galimybe bati praktiskai pritaikomas, santykiy nauda imonei vertinant
santykiy grqzos aspektu.

Teorinis modelis neturi atskleisti specifing tkio $akai badingy
ypatumy, todél jam sudaryti naudojami kintamieji turi uztikrinti
konceptualy poziari i santykiy mainy naudai jvertinti taikomus
determinantus.

Vartotoju sukuriama verté turi bati matuojama keliais kintamaisiais
i§ karto, todél modeliui sudaryti naudojami kintamieji traktuotini kaip
skirtingos dimensijos verte apibrézti.

Modelio rezultatas — apibréztas skaicius vertés grupiy, kurioms
priskiriami vartotojai pagal jiems apskaid¢iuota santykiu grazos
reitksme.

Taikomi metodai. Disertacijoje aprasomas vartotoju sukuriamos vertés
nustatymo modelis sudarytas remiantis trimis komponentais, kuriy visuma
atskleidzia moddliui badinga struktira:

1

Vartotojy sukuriamos vertes nustatymo metodas, nuo kurio priklauso
matuojami kintamigji santykiy naudai apskaic¢iuoti. Santykiu mainy
vertei nustatyti naudoti trys metodai: Vartotoju pelno (nuostolio)
(angl. customer profit), Pinigy srauty (angl. customer lifetime value)
ir Vartotojy vertingumo (angl. customer equity). Vartotojy
vertingumo metodas pasirinktas kaip budas, kuri naudojant galima
kompleksiskai jvertinti santykiy mainy nauda imonei.

Kintamyjy matavimo principai, kuriais nustatomas teoriniam
modeliui sudaryti naudojamy kintamyjuy detalumas. Nelygu, koks
pasirinktas bidas, kintamigji gali bati matuojami vartotoju segmento,
nisos ar individualaus vartotojo lygmeniu. Atliktu tyrimu pagristas
kintamyju skai¢iavimas individualiu abonento lygmeniu modeliui
sudaryti.

Laiko matmuo, kuriuo nustatoma ir parenkama laiko aplinkybé
(veiksnys) santykiu vertés rezultatui apskaic¢iuoti. Priklausomai nuo
laiko aplinkybés, kintamaisiais gali bati matuojama istoriné, esama ar
menama (bisima) santykiu graza. Atlikti tyrimai pagrindé faktiniu
vartotojuy el gsenos duomeny taikyma santykiy grazai matucti.

I$skirti komponentai yra neatsiejama kuriamo modelio dalis, kadangi jie:



a) turi jtakos, kaip bus matuojami santykiy verte imone apibréziantys
kintamigji;

b) padedaatskleisti atskirtj tarp modernaus ir postmodernaus marketingo
diskurso, pasirenkant santykiy marketingo koncepcijai budinga
pozitri.

I§skirti teoriniam modeliui sudaryti batini komponenta traktuotini kaip
metody rinkinys (instrumentarijus) vartotojy sukuriamos vertés imonei
nustatymo modeliui sudaryti, taikant postmodernistini vertés karimo diskursa
ir santykiy mainams budinas savybes.

Kintamyjy atrankos Kkriterijai. Teoriniame modeyje naudojami
kintamigji atrenkami remiantis dviem kriterijais pagal jiems badinga pozitri i
santykiu verte:

1. Tiesiogines mainy vertées kriterijus. Juo atrenkami moderniam
marketingo diskursui badingi kintamigji, kuriais jvertinama ekonomine
sandoriy (angl. transaction) nauda imone.

2. Netiesiogines mainy vertes kriterijus. Juo atrenkami  specifiniai
santykiy naudg apibiadinantys kintamieji, kurie retksmingi tik santykiy
mainy rezultatui matuoti.

Naudojami kintamieji. Teoriniam modeliui sudaryti naudotini kintamieji
atrinkti  remiantis teorine santykiy marketingo  koncepcijos andize,
atskleidziancia reiksminius itakos vertés karimui mainuose tarp imonés ir
vartotojy turincius santykiy mainy atributus:

- finangné sandoriy nauda, kuri reiskia kiekybine sandoriy naudg;

- vartotojo suvokta verte, kuri zymi ne tik ekonomine, bet ir

socioemocine vykusiy mainy nauda vartotojams,

- vartotojy paditikéjimas ir jsipareigojimas, kuriais atskleidziamas
vienas pagrindiniuy nataralius santykiy mainus skatinanciy veiksniy,
padedanciy jvertinti mainy formg ir santykiy brandg.

Naudojant isskirtus kintamuosius, matuojama ne tik tiesoginé finansine
nauda imonei, bet ir jai jtakos turintys antecedentai (vartotojo suvokta verte,
vartotojo pasitikéjimas ir isipareigojimas), kurie, badami vertés kiarimo
grandinés elementai, netiesogiai kuria pridéting verte imone ir skatina
santykiy mainy forma.

Kintamyjy skaidiavimas nustatant vartotojy sukuriama verte imonei.
I$skirti reiksminiai ekonominés mainy naudos, vartotojo suvoktos vertes bel
vartotojo padtikéjimo ir jsipareigojimo pozymiai naudojami kaip atskiros
dimensijos, kuriomis jvertinama skirtinga santykiy nauda imonei. Kuriamas
modelis atskleidzia teorini santykiy marketingo koncepcijos pagrinda, kadangi
jame naudojami kintamieji reikSmingi tik Siai postmoderniai marketingo
koncepcijai ir mainy nauda su vartotoju leidzia jvertinti santykiy mainams
badingais pozymiais. Vartotojy sukuriamos vertés imonei nustatymo modelis
sudaromastaip:
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1. Uztikrinant maksimaliai individualy pozidri | vartotoja jo sukuriamai
vertei matuoti, atrinkti kintamigji individualiu vartotoju lygmeniu.

2. Naudojamas kvartiliy metodas kintamujuy reitksmes isskiriant i 4 pagal
nagrinégjama vartotoju imtj apytiksliai lygias grupes, kuri viena nuo
kitos atskiriama kvartiliu reiksmiy suformuogjant intervalus [min, Xss),
[Xas, Xs0), [Xso, X7s), [X7s, max]™. Sis metodas pasirinktas siekiant
naudoti ne unikalias vartotojo kintamuju reiksmes, bet is anksto
apibréztas intervaly grupes. Marketingo vadybos kontekste $io metodo
taikymo privdumas yra tas, jog marketingo taktiniai velksmai
planugjami ir jgyvendinami ne individualaus vartotojo (kas verso
prasme néra ekonomiskai efektyvu), o vartotoju grupés lygmenyje.

3. Isskirtiems intervalams priskiriamos reitksmés nuo 1 iki 4: pirmajam
intervalui [min, Xgz) priskiriama relksmé 1, o [Xz max] — 4.
Intervalams priskirtinos reiksmés gali bati naudojamos ne tik vartotojo
sukuriamos vertés kintamagjam sudaryti, kuris naudojamas vartotojams
grupuoti pagal ju sukuriama verte, bet ir nudatyti naudojamo
kintamojo vieta apibréztoje reiksmiy skaléje.

4. Isskirti intervalal interpretuojami kaip atskiros grupes (reiksmeés nuo 1
iki 4), kurios sudaromos priklausomai nuo kintamojo intervalo
reiksmiy. Pazymétina, jog priklausomai nuo konkretaus kintamojo
reiksmés, vartotojas gali bati priskirtas skirtingoms kintamujy intervaly
grupems.

5. Vartotojo sukuriamos vertés kintamasis sudaromas, kaip visu
naudojamu kintamuyju reiksmiy svertinis aritmetinis vidurkis, kurio
galutiné reiksmé suapvalinamaiki sveikojo skaiciaus™:

VSVs =K,EN, +K,SV, + K, VP, + K,\VI , kur

VSV s— vartotojo sukuriamos vertés kintamasi's (indeksas)

EN,,— ekonominés mainy naudos kintamasis

SV, — vartotojo suvoktos vertés kintamasis

VP, — vartotojo pasitikéjimo kintamasis

VI, —vartotojo iSipareigojimo kintamasis

n —intervalo grupés numeris: kuo didesné kintamojo reiksmé, tuo
didesnis grupés numeris

K1 - K4 —kintamyjy santykiné svarba. Jy reiksmés pateiktos 1 lenteléje:

" Surasiavus vartotojy imtj didéjimo tvarka, pirmai grupei turi priklausyti vartotojai, kuriy
kintamojo reiksmé sudaro maziausia nagrinéjamos imties kintamojo reiksmg - 25% nuo visos
nagrinéjamos imties sumos. Antrai grupel — sekantys pagal dydj 25% ir t.t. Vartotojai, turintys
vienodas kintamyjy reiksmes priskiriami tai paciai vartotoju grupei. Tokiy vartotoju priskyrimas
aukstesnel ar zemesnei grupel priklauso nuo to, i kuria grupe papuola daugiau vartotoju, turinciy
tas pacias kintamujy reiksmes.

12 vartotojo sukuriamos vertés kintamojo (indekso) reikimés gali biiti nuo 1 iki 4.
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1 lentelé. Skaiciuojamy kintamyjy santykiné svarba.

Kintamigi Kintamyjy santykiné svarba
K 0,4
K, 0,3
Ks 0,2
Ky 0,1

Santykiniai svoriai naudojamiems kintamiesiems priskirti remiantis siais
teoriniais samprotavimais:

- didziaudas santykinis svoris priskirtas ekonominés naudos kintamajam,
kadangi nagrinétoje teorinéje marketingo literatiiroje ekonominés
naudos imperatyvas islieka aktualus nepriklausomai nuo taikomos
marketingo paradigmos ar diskurso;

- vartotojo suvokta verte santykiu marketingo kontekste tampa
pagrindinis nauda vartotojui reflektuojantis pozymis, kuris pagrindzia
naudos vartotojams nustatymo ir valdymo svarba, skatinancia plétoti
socioemacinius rysius tarp imonés ir vartotoju. Dél sios priezasties
vartotojo suvoktos vertés kintamajam priskiriamas antras pagal dydi
santykinis svoris,

- aukstesnj santykini vartotojo jsipareigojimo kintamojo svori lémé
teorinéje literatiiroje dominuojanti nuostata, kad imone vertingesni tie
vartotojai, kuriems badingas jdpareigojimo bruozas, ne tie, kuriy
atsakomybé vykstant santykiu mainams yraribota;

- Zemiausias svoris priskirtas vartotojo pasitikéjimo  kintamajam.
Nagrinéti poziariai neatskleidé vartotojo pasitikéjimo bruozo kaip
reiksmingos kategorijos santykiy mainy naudai vertinti vien dél to, kad
juo skatinamas santykiy stiprumas.

Atrinkti kintamigji turi bati vertinami kompleksiskai kaip vienas kita
papildantys komponentai, imonei atskleidziantys skirtinga vartotojy sukuriama
verte: ekonomings prasmeés kintamigji isryskina sandoriy su vartotoju naudg;
vartotojo suvoktos vertés — emocinius asmens pojicius, o pasitikéjimo ir
isipareigojimo kintamieji — santykiy tipg ir santykiy brandg. Sukurtas modelis
reitksmingas ir tuo, kad vartotoju sukuriama verté gali bati nagrinéjama tiek
individualiu vartotojo lygmenyje, tiek ir grupés, kuriai priklauso vartotojas,
lygmeniu. Tai reiskia, kad moddis leidzia spresti skirtingus savo prasme
uzdavinius, priklausomai nuo keliamo tikslo.
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EMPIRINIO TYRIMO PROCESAS IR JO REZULTATAI

Empirinis tyrimas irodo, kad teorinis vartotojy sukuriamos vertés imonei
nustatymo modelis gali bati praktiskai pritaikomas konkrecioje imonéje,
mainy rezultata matuojant santykiams badingy savybiy kintamaisiais.

Empirinio tyrimo aktualumas. Empirinis tyrimas moksline prasme
reiksmingas, nes leidzia praktiska pagridti, kad sukurtas modelis pritaikomas
vartotojy sukuriamos vertés klausimams spresti, ir atskleisti mobiliojo rysio
telekomunikaciju bendrovei badingus santykiu graza apibréziancius
kintamuosius, kuriais jvertinama tiesioginé ir netiesioginé santykiy nauda
imonei.

Empirinio tyrimo tikdas— praktiskai patikrinti sukurta teorini modelj
pasirinktos imonés vartotojy santykiy grazai apskai ¢iuoti.

Empirinio tyrimo objektas — teorinis vartotojy vertinimo moddlis,
sukurtas Lietuvos mobiliojo rysio telekomunikaciniy paslaugy sektoriaus
bendrovéje UAB ,,Omnitel”.

Empiriniotyrimo eiga

1. Apibréziami kriterijai, pagal kuriuos sudaroma vartotojy imtis
teoriniam moddiui patikrinti.

2. Nustatomi kriterijai rodikliams sudaryti ir aprasomi ju skai¢iavimo
principai. Atliekant empirini tyrima, rodikliai apskaiciuojami
remiantis konkretiais imonés vartotoju duomenimis, taikant
sKirtingus teorinius ir statistinius tyrimo metodus.

3. Remiantis teoriniais ir datigtiniais tyrimo metodais, atrenkami
reitksminiai rodikliai vartotojy sukuriamai vertei matucti ir praktiniam
moddiui sudaryti.

4. Nagrinéti modeliui sudaryti naudoti rodikliai su papildomais vartotoju
elgsenos rodikliais, siekiant patvirtinti sukurto modelio rezultatus
vartotojy sukuriamai vertei matuoti.

Disertacijoje  aprasytas  teorinis modelis  sukurtas  mobiliyjy
telekomunikaciju paslaugu sektoriaus imonéje UAB ,,Omnitel”, kuri pasirinkta
kaip didziausia vartotoju <Skaiciy Baltijos salyse turinti  mobiliyju
telekomunikaciju bendrove™, todél jos vartotoju elgsenos ypatumai gali biti
interpretucjami kaip reilkSminiai, Zzymintys S§iam sektoriui badingas
tendencijas. Empiriniam tyrimui atlikti naudoti 2007 m. rugséjo ménesio
vartotoju duomenys. Teorinis moddlis buvo tikrinamas statistine programinés
jrangos priemone — programa ,,SAS Enterprise Guide 4.0, kuri naudota
duomeny lenteléms sudaryti ir gatistiskai reiksminiams rodikliams atrinkti,

¥ Remiamas Lietuvos Respublikos rysiy reguliavimo tarnybos 2008 m. Ataskaita apie
eektroniniy rysiy sektoriy.
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taikant SAS programinés jrangos procediras (PROC VARCLUS, PROC
CORR, PROC UNIVARIATE ir SASRANK).
Empirinio tyrimo apribojimai

1. Moddlis gali bati tailkomas tik tose imonése, kurios savo mainus su
vartotojais rinkoje plétoja ne tik ekonominiais, bet ir socioemociniais
santykiy pagrindais. Modelio taikyma apriboja pasirinkta marketingo
koncepcija ir padétis rinkoje: dominuojant funkcing vartotojy
suvoktal vertei, mainy nauda imonel negali buti vertinama pagal
santykiams badingus pozymius.

2. Praktiskai teorinis modelis gdi bati pritaikytas tik vienoje imonéje,
kadangi jam sudaryti butini specialiai paruosti vartotojy duomenysir
sukaupta reikiama istorija.

Vartotojy imties nustatymas

1. Vartotojai priklauso reguliariam™* vartotojuy tipui.

2. Vartotojai priklauso privaciam® vartotojy segmentui.

3. Rodiklius skai¢iugjant nagrinéjami vartotojai (abonentai) turi bati
aktyviis™®. Sio kriterijaus taikymas uztikrino duomeny palyginamuma,
atrenkant vienoda vartojimo istorija turin¢ius abonentus bei
garantavo, kad empirinio tyrimo metu naudojami realiy vartotojy
duomenys.

4. Vartotojas (abonentas) per paskutinius 6 ménesius'’ (skai&iuojant nuo
rodikliy skai¢iavimo ménesio) naudojosi bent viena pad auga.

Remiantis siais kriterijais, empirinio tyrimo metu atrinkta n=270318

vartotojy imtis. Kadangi teoriniam modeliui patikrinti buvo naudotos SAS
programinés jrangos proceduros, leidzianc¢ios automatizuoti duomeny
apdorojimo procesa, todél empirinio tyrimo metu nagrinéta vartotojy imtis
atitiko vartotojy visuma. Dél Sios priezasties empirinio tyrimo metu nebuvo
nustatyta leistina paklai da tiriamosi os vartotojy imties dydziui.
Rodikliy atrankos Kkriterijai. Rodikliai, naudojami praktiniam
teorinio modelio pritaikymui, atrinkti paga Siuos kriterijus:

4 Reguliarus vartotojy tipas — tai imonés pasdaugomis besinaudojantys ir uz jas pagal pateiktas
saskaitas mokantys abonentai .

!5 Privagiy vartotoju segmentas apibréziamas kaip tiksine vartotojy grupe, kuriai priskirti visi
imonés abonentai, kurie imonés teikiamas pad augas naudoja asmeniniams poreikiams patenkinti.
16 Aktyvus abonentas apibréziamas kaip vartotojas, kuris konkregiu laiko momentu naudojosi ar
turéjo galimybe naudotis “Omnitel” teikiamomis padaugomis (kuriam néra nutrauktas padaugy
teikimas). Nagrinéjamoje imongje kiekvienas abonentas turi priskirta reiksminga koda, kuris
parodo, ar abonentas yra imonés vartotojas, ar jo sutartis su imone nutraukta (yra neaktyvus
vartotojas).

7 pasirinkus per trumpa laikotarpi, pavyzdziui, 3 ménesius, abonenty elgsena jmonés mobilaus
telekomunikacijy rysio tinkle bty nereprezentatyvi dél galimy sezoniskumo ar kity objektyviy
priezastiy jtakos.
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1. Rodikliai skai¢iuojami abonento lygmeniu ir atskleidzia kiekvieno
nagrinéjamos imties vartotojo elgsena mobiliojo rysio tinkle.

2. Rodikliai padeda apskaiciucti finansing sandoriy su vartotojais verte,
kuri atskleidzia vartotojy tiesiogiai sukuriama verte imonei. Rodiklis
turi atskleisti ne tik tiesiogines, bet ir netiesiogines imonés sgnaudas
vartotojui pritraukti ir islaikyti. Pasirinktas kriterijus grindziamas tuo,
kad jis padeda tikdiau jvertinti finansing verte imonei, nagrinéjant
skirtingas sghaudas, susijusias su vartotoju pritraukimu ir ju
islaikymu.

3. Rodikliai turi atskleisti vartotojo suvoktos mainy vertés rezultata,
nepriklausomai nuo dominuojanc¢io santykiu tarp imonés ir vartotojy
tipo. Rodiklis turi atskleigti ilgalaike emocine vartotojy basena, kuri
gali bati matuojama laike.

4. Rodikliai turi atskleigti vartotojuy pasitikéjimo ir jSipareigojimo
pozymiams budingas savybes, nuo kuriy priklauso btisima mainy
forma.Pagitikéjimo tipo rodiklis turi atskleisti santykiu stipruma tarp
imonés ir vartotojy. Isipareigojimo tipo rodiklis turi atskleisti galimus
asmeninius vartotoju sutarties su imone pazeidimo veiksmus
(atvgus), kurie didina rizika imonei ir skatina taikyti veiksmy laisve
ribojancias priemones.

Atliekant empirinj tyrima rodikliai atrinkti siais metodais:

1. Teoriniu tyrimo metodu, kuriuo nugtatyti imonés ekonominei naudai

ir vartotojy suvoktai vertei apskaiciuoti naudojami rodikliai.

2. Satistiniais tyrimo metodais, kuriais nustatomi vartotojy pasitikéjimo
ir isipareigojimo pozymiai. Siems rodikliams atrinkti taikomi kiasterines
analizes ir tiesines koreliacijos analizées metodai, naudojant SAS programinés
irangos procediras (SAS VARCLUS ir SAS CORR). Tyrime tiesioginiu
retksmingy velksniy paieskal naudotas faktorinés analizés metodas padéjo
sumazinti pirminiy rodikliy skaiciu ir rasti latentinius (padéptus) kintamujy
rysius. Siekiant is kiekvieno klasterio atrinkti reikSmingiauda, t. y. geriausiai
viso klasterio elgesi aprasantj rodikli, naudojama determinacijos koeficiento
santykio (1-R**?) statitika.

2 lenteléje pateikti skirtingais tyrimo metodais atrinkti reiksminiai
rodikliai, naudojami siekiant praktiskai pritaikyti model;.

Pazymétina, kad atliekant empirini tyrima ,reiksminiams' rodikliams
atrinkti buvo naudojamas skirtingas klasteriy skaicius (atliekant pirma
bandyma — 3, antra — 2). Siuo veiksmu noréta jsitikinti, koks klasteriy skaicius
yra tinkamiausias reiksminiams rodikliams atrinkti, atsizvelgiant | gautas
klasterizuojamy rodikliy reiksmes. Klasterizavimo metodu siekta atrinkti
verdo prasme skirtingus ta pati kintamaji (pavyzdziui, vartotoju pasitikéjima)
apibréziancius rodiklius ir parinkti reikSmingiausia konkrety Kkintamaji
apibadinantj rodikl;.
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2 lentele. Atrinkti reiksminiai rodikliai teoriniam modeliui patikrinti.

Rodiklis

Formulé

Taikytas rodiklio
atrankos metodas

Einamaji ménesi
suskaiciuotas 6
mén. pelnas
(nuostalis) is
abonento

g g

PNi= @ GR- @ ™, kur

i=t-6 i=t-6
PN, — eilnamaji ménes suskaiciuotas
6 mén. pelnas (nuogtalis) is
abonento,
GP, — einamaji ménesj suskai ¢iuotos
6 mén. grynosios pgjamosiis
abonento,
TNK; — einamaji ménesi
suskaiciuotos 6 men. tiesoginésir
netiesioginés sanaudos, kuriy
reikéjo abonento aptarnavimo ir
padaugy jam pardavimo veiksmams
atlikti,
t —elnamasis ménuo.

Teorinistyrimo
metodas, remiantis
nagrinéta santykiy
marketingo literatira.

Abonento
lojalumas

A=t, - t, - 1, kur

AL — abonento lojalumas,

ty —laikotarpio, kuriuo
skai¢iuojama, data,

t,— abonento pritraukimo data,

t, — abonento atjungty (atsijungusiy)
i§ bendrovéstinklo dieny skaicius.

Teorinistyrimo
metodas, remiantis
nagrinéta santykiy
marketingo literatira.

Abonento
paskutinés
sutarties trukme
(men.)

ST=SPab — SPr, kur

ST — abonento paskutinés sutarties
trukme,

SPab — abonento sutarties su imone
pabaigos data,

SPr — abonento sutarties su imone
pradzios data.

Abonentui
nustatyto kredito
limito dydzio
skirtumas po 6
meén.

KL =KL, - KL, kur

KL — abonentui nustatyto kredito
limito dydzio skirtumas,

KL, —kreditolimitas pries 6
mén.,

KL, - kredito limitas einamaji
ménes;.

Klasterines analizes
metodasir
determinacijos
koeficiento santykio
(1-R**?) statistika.
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Atliekant empirini tyrima, papildomai naudojant tiesinés koreliacijos
metoda (taikant Pearsono koreliacijos koeficienta) nagrinéta isskirty rodikliy
tarpusavio priklausomybé. Rodikliy priklausomybé analizuota siekiant
nudatyti, ar pasirinkti rodikliai néra tarpusavyje kordiuoti ir gali biti
naudojami teoriniam modeliui patikrinti. Rodikliy tarpusavio priklausomybé
tikrinta tokia seka:

1. Pasirinkta atliekant empirinj tyrima atrinkta privaciuy vartotojy imtis

(n=270318).

2. Tiesinées kordiacijos Kkoeficientas apskaiciuotas naudojant SAS
programinés jrangos ,CORR‘ procedirg, kuri automatizuoja
skai¢iavimo procesa, pasirenkant norimus koreliuoti rodiklius.

3 lenteléje pateikiami gauti nagrinéty rodikliy rezultatai.

3 lentelé. Nagrinéty vartotoju lojalumo, pasitikéjimo ir iSipareigojimo
rodikliy tiesinés koreliacijos rezultatai.

Faktorinis pozymis Rezultatinis Koreliacijos Rysio
pozymis koeficientas (r) stiprumas

Abonento Ab one_ntg . !

lojalumas paskutings sutarties | -0,14596 Silpnas
trukme (mén.)

Abonentui Abonento

nustatyto kredito paskutinés sutarties | -0,00325 Silpnas

limito skirtumas trukmé

Remiantis 4 lentelés duomenimis, galima teigti, kad atrinkty rodikliy
rysio stiprumas yra sdlpnas, todél jie gali bati interpretuojami  kaip
nepriklausomi pozymiai vartotojy vertei nudtatyti ir naudojami teoriniam
modedliui patikrinti.

Vartotoju sukuriamos vertés rodikliui apskai¢iuoti naudojamu papildomu
rodikliy reiksmés isskiriamos | 4 pagal nagrinéjama vartotoju imti apytikdiai
lygias grupes, naudojant SAS PROC UNIVARIATE procedira. Galutinis
rodiklis skai¢iuojamas kaip svertinisisskirty rodikliy vidurkis.

PAGRINDINIAI EMPIRINIO TYRIMO REZULTATAI

Pazymétina, jog praktiskai pritaikyto modelio rezultatai negdi bati
payginti su kity modeliy, skirty nustatyti vartotoju sukuriama verte imonei,
rezultatais. Nagrinétoje santykiy marketingo literatiiroje nebuvo nustatyta
egzistuojanciuy moddiy, leidzian¢iu matuoti vartotoju sukuriama verte imonei
santykiy mainams badingais pozymiais. Dél Sios priezasties empirinio tyrimo
metu gauti modelio rezultatai nagrinéti kartu su papildomais vartotojy el gsenos
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rodikliais, siekiant patikrinti pasirinkty reiksminiy rodikliy tinkamuma
santykiu mainy naudai matuoti.

ISorini modelio validuma pagrindzia pasirinkta vartotoju imtis
(N=270318), kuri reprezentuoja vartotoju visuma. Sis faktas rodo, jog atliktas
tyrimas yra validus dél pasrinktos vartotoju imties dydzio ir jos
reprezentatyvumo. Empirinio tyrimo metu pavyko patikrinti teorinio modelio
pritaikomuma, vartotojus priskiriant skirtingoms vartotojy sukuriamos vertés
grupéms — visa tai gali bati traktuojama kaip reitksmingas rezultatas tyrimo
kontekste. Teigtina, jog sukurto modelio validumas matematiniais —
statistiniais metodais negali biti vertinamas dél jam badingo teorinio modelio
tipo, modelyje naudojamus reiksminius kintamuosius atrenkant remiantis
teorine santykiy marketingo literatara.

Siekiant patikrinti  jgyvendinto teorinio modedio tinkamuma ir
pritaikomuma santykiy mainy naudai matuoti, pasirinkti papildomi vartotoju
elgsenos rodikliai, kurie nagrinéti kartu su moddiui sudaryti naudotais
rodikliais. Sis papildomas metodas patvirtino sukurto teorinio modelio taikyma
vartotojy sukuriamai vertel matuoti, remiantis isskirtoms rodikliy grupéms
priskirty abonenty elgsenos ypatumais.

1. Tyrimu patvirtinta, kad vartotojy pelno (nuostolio) rodiklis turi rysi su
naujuy paslaugy skai¢iumi. 4 lentelés duomenys rodo, jog EN4 grupéje yra
didziausas abonenty skaicius, kurie per 6 mén. nuo rodikliy skai¢iavimo
MéENesio {Sijungé nors vieng nauja padauga. Teigting, jog tokie vartotojai yra
vertingesni imonel ne tik dél ju pelno (nuostolio) rodiklio reiksmiy, bet ir dél
to, jog jie aktyviai naudojas naujomis imonés pasaugomis, jas bando.
Santykiy marketingo koncepcija leidzia daryti prielaidas, kad toks reiskinys
skatina ne tik ekonominius, bet ir socioemocinius saitus tarp imonés ir
vartotojy, vartotojams patenkinant savo informacinius, kognityvinius
poreikius. 4 lentelés duomenys suponuoja prielaida, jog vartotoju pelno
(nuostolio) dydis priklauso ne tik nuo paslaugy vartojimo apimciy, bet ir nuo
skirtingy paslaugy kiekio — kuo didesnis naudojamy padaugy skaicius, tuo,
tikétina, didesnis bus pelnasis vartotojo.

4 lentelé. Abonenty, kurie jjungé bent viena padauga per 6 mén. nuo
rodikliy skai¢iavimo ménesio, skaicius.

Abonento pelno (nuostolio) Abonenty, jjungusiy bent viena padauga,
rodiklio grupé skai€ius
EN1 5697
EN2 6604
EN3 7715
EN4 9599
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2. Tyrimas atskleidé (zr. 5 lentele) vartotoju naudojamu padaugy
skai¢iaus priklausomybe nuo vartotojy lojalumo trukmés. Si tendencija
patvirtino teorines nuostatas, kad teigiama vartotoju suvokta verté daro
tiesiogine itaka ju kuriamai vertel imonei naudojamy paslaugy skaiciumi.

5 lentelé. Abonenty naudojamy paslaugy skaicius skirtingose abonentu
lojalumo rodiklio grupése.

Abonento aktyviy Abonenty ,, Abonento lojalumo® rodiklio grupése
unikaliy padaugy skai¢ius

?ggl;laus per 6 mén. 1 V2 V3 sva
1-10 51610 53817 55520 58124
11-20 5892 8380 9352 13487

Gauti duomenys rodo egzistugjantj rysj tarp abonento lojalumo jmonei
trukmeés ir jo aktyviy unikaliy padaugy skaiciaus. kuo didesnis abonento
lojalumas (tai rodo abonento logjalumo rodiklio grupé), tuo jo vartojamy
pasaugu skaiciaus didéja. Remiantis Sia tendencija teigtina, jog abonento
lojalumas imonei naudingas tuo, jog jis skatina didesni paslaugu skaic¢iaus
vartojima, kuris jtakoja imonés gaunamas pajamas i§ vartotojo. Remiantis
santykiu marketingo koncepcija, abonento lojalumas imonel, kaip vartotojo
suvoktos vertés israiska reiksmingas tuo, jog skatina keisti vartojimo jprocius,
didinant naudojamu paslaugu skai¢iu. Pazymétina, jog gauti analizés rezultatai
nepaaisking, kas salygoja auksciausia abonenty lojalumo rodiklio grupe
priklausan¢ius abonentus plésti savo naudojamy paslaugy Skaiciu:
priezastiniam rysiui nustatyti reikty jvertinti naudoty padaugy tipa, jvertinant,
a padaugos buvo skirtos ekonominiams (abonentas naudojos tomis
pasaugomis, kurios mazina jo saskaita uz teikiamas paslaugas) ar
socioemociniams poreikiams tenkinti (abonentas naudojosi pramoginémis ar
pan. paslaugomis).

3. Tyrimas atskleidé (zr. 6 lentelg) mokéjimo plany keitimo skaiéiaus rysi
su abonento sutarties trukme. Priklausomai nuo paskutinio abonento sutarties
termino, jo pasitikéjimas imone gali buti vertinamas mokéjimo plany keitimo
skai¢iaus rodikliu, kuris parodo, kiek karty per 6 mén. abonentas keité
mokéjimo uz paslaugas plana.

Pastebima aiski tendencija - didéjant paskutinés sutarties terminui, mazéja
keiciamy mokéjimo plany skai¢ius. Nagrinéty rodikliy rysys rodo vartotojo
pasitikéjima imone, Kkuris priklauso nuo jo santykiy su imone trukme
(remiantis paskutinés sutarties trukmes rodikliu). Sis faktas pagrindzia teoring
nuostata, jog imonel yra vertingesni tie vartotojai, kuriu pasitikéjimas didesnis.
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6 lenteé. 6 ménesiy laikotarpyje keitusiy mokéjimo plano abonenty
skaicius,, Abonento paskutinés sutarties trukmés* rodiklio grupése.

Abonenty skai¢ius,, Abonento paskutinés sutarties trukmeés® rodiklio grupése,
kurie 6 mén. laikotar pyj e keité mokéjimo plana

VP1

VP2

VP3

VP4

72746

60910

60900

44690

4. Tyrimas atskleidé, kad per 6 mén. tik 14% visy nagrinétos imties
vartotojy dél savo isipareigojimy nevykdymo buvo uzblokuoti*® jmones. Sis
rezultatas jrodo tarp imonés ir vartotoju egzistuojancius santykius, nes beveik
86% nagrinétos vartotoju visumos abonenty budingas teigiamas vartotoju
isipareigojimo bruoza.

8 Uzblokuotas rysys reiskia imones reaktyvy veiksma j vartotojo jsipareigojimy nevykdyma,
siekiant apriboti vartotojo galimybes naudotis imonés teikiamomis paslaugomis tol, kol

neapmokama vartotojui apskaiciuota saskaita.
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ISVADOS

1. Vartotoju sukuriamos vertés nustatymas santykiy mainams
bidingomis savybémis reiksmingas kaip atskiras tyrimo objektas, Kkuris
marketingo moksle néra nagrinétas ir susietas su postmoderniai  epochai
reiksmingais paradigminiais mainy rinkoje pokyciais.

2. Atlikta mokdiniy s$altiniy analizé patvirtino, jog vartotoju
sukuriamos vertés imonei nustatymo klausimai, taikant postmodernyji
diskursa, siuo metu yra naujas reiskinys marketingo mokslo kontekste,
nesusigant siuolaikiniams vartotojams badingy savybiy su vartotojy vertel
matuoti  talkomais moddiais. Taikytas postmodernistinis  diskursas
reilkSmingas, nes atskleidé nauja poziari i manus ir ju naudai vertinti
naudojamus atributus, papildé juos socioemociniais mainy elementais.

3. Vartotojo sukuriamos vertés nustatymas imonei, taikant santykiy
mainams budingas savybes, yra palyginti nauja mokdiniy tyrimy gitis,
nagrinéjama fragmentiskai ir neturinti aiskaus identiteto santykiy marketingo
teorijoje, tai grindziant teoriniy santykiy mainy principu ir vartotojy vertinimo
metody bel ju pagrindu sukurty modeliy konceptualia takoskyra. Teoringje
santykiu marketingo literatairoje santykiy mainy atributai labiau konstatuojami,
nel tiesiogia ivedami i taikomus modelius, nagringjami tik kaip santykius
formuojantys elementai, o ne kaip pridéting verte imonel kuriantys mainy
pozymiai.

4. Nagrinéti egzistuojantys pelno (nuostolio) ir pinigy srauty vartotoju
sukuriamos vertés imonel nustatymo metodai ir jais kuriami modeliai
isryskino teorini ju taikymo ribotuma santykiy mainy naudai vertinti.
Nagrinétuose vartotojy sukuriamos vertés imonel nustatymo modeliuose néra
naudojami santykiu mainams badingi kintamigji, kuriais biity galima isreiksti
vartotoju polinki { santykiais grindziamus mainus ir jvertinti ju netiesiogiai
sukuriama verte imonei.

5. Vartotojy vertingumo metodas gali bati taikomas skirtinga verte
imonei apibréziantiems kintamiesiems skaic¢iuoti, taciau siuo metodu nagrinéti
sukurti modeliai neatskleidé santykiy mainams budingy socioemociniy
santykiy pozymiy ir remiasi sandoriy mainams badingais atributais.

6. Sukurtas teorinis modelis padeda kompleksiskai jvertinti santykius
tarp imonés ir vartotojy, matuoti ekonomine (funkcing) ir socioemocineg
(psichologing) mainy naudg imonei, ekonominés naudos pozymi isreiskiant
vartotojuy pelno (nuostolio) kintamuoju, socioemocing mainy nauda — vartotojy
suvokta verte, pasitikéjimu ir isipareigojimu.

7. Sukurtu teoriniu modeliu kei¢iama vartotoju sukuriamos vertés
imonel nustatymo paradigma, ekonoming verte imonel kuriancius santykiy
atributus interpretuojant kaip reiksmingas, bet ne esmines santykiy nauda
imonei apibréziancias kategorijas.
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8. Pazymétina, kad modelio taikymas labiau tinka padaugy sektoriuje,
kuriame vartotojai yra sudar¢ su imone padaugy teikimo sutartis, o uz
sutelktas padaugas atsiskaito pagal imonés uz konkrety vartojimo perioda
apskaiciuotas saskaitas. Visata leidziatikdiau jvertinti vartotojy pasitikéjimo
ir iSipareigojimo bruozus.

9. Metodologiniam modelio pagristumui uztikrinti batina atlikti daugiau
empiriniy tyrimy, pagrindzianciy $io modelio taikyma santykiy mainy naudai
matuoti. Sukurtas modelis veikiau jprasmina teorinius santykiy mainy vertés
karimo imperatyvus, nel paaiskina priezastinius rysius tarp modelyje
naudojamu kintamuyjy, kuriais matuojama santykiy nauda.
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