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AHHOTALUA:

KoHuenuusa MapkeTvHra BnevaTieHuit [OCTAaTOYHO LWMWPOKO packpbiTa B Hay4HoW nuTepaType, a Takxe
3HaKoMa MapKeTonoraM v NpYMeHsAeTCs B NpakTnyeckoin geatenbHocTn. O ToM, Kak BnevaTaeHns BAMSIOT Ha
notpebutensckoe nosegerne Ha B2C-pbiHkax, cyllecTByeT MHOIO UCCNe0BaHWiA, B TO BpeMs Kak cektop B2B
Ha 3TOT NpeAMeT UccnefoBaH HeJoCcTaTouHo. ABTOPOM NpoBeAeHO KaYeCcTBEHHOEe NCCNefoBaHme No U3y4YeHuto
npouecca norpebutensckoro Belbopa B2B-nokynateneit B chepe koMMepyeckoro TpaHcnopTa 1 NOCTaBAEHbI
cnepyole nccnefoBaTenbCkie BOMPOCH:: MPUMEHUMbI M UHCTPYMEHTB MapkeTWHra BrnevaTneHuin Ha
NPOMbILINEHHbIX PblHKAX, MU Kakoe BAWAHME 0Ka3blBaloT BnedyaTneHws Ha nosepeHune B2B-nokynatenein?
C6op faHHbIX NPOBOAMACS C NMOMOLLbIO MYBUHHBIX MHTEPBbIO, B KOTOPbLIX MPUHSAAN yHacTe CNeLmanucTbl no
3akynke KOMMepYecKoro TpaHcnopTa. B pesynbrate uccnefoBaHns BbiiBNEHa poib KIMEHTCKUX BNeYaTneHuni
Ha pa3Hbix aTanax B2B-caenku.

KJIKOYEBBIE CJIOBA: mapketuHr Bnedatnenuin, notpebutensckoe nosepeHue B2B-nokynatenen, amounm
B MapKeTUHre, MapKeTUHIOBbIe KOMMYHUKALIMW Ha NPOMbILLAEHHbIX PbiHKaX.

The role of impressions in the consumer choice of B2B buyers
(on the example of the commercial vehicles market)

Syumachenko-Drozdova Yu.N.
" The St. Petersburg State University of Economics, Russia

BBepeHue

M3B€CTHO, 9TO B BBIOOPE MOTPeOUTENS IPUCYTCTBYIOT KaK PAIjiOHATIb-
Hble, TaK ¥ SMOLOHATbHBIE KOMIIOHEHTHI. PaloHanbHOe oBefe-
HIle — 9TO IIOVCK BBITOJ IIOTPebNTe/IEM TyTeM CPAaBHEHMsI IPENMYILECTB U
XapaKTepUCTHK ToBapa. PanyoHanpHOe [OBefjeHNe OTPeOUTENS IEXUT B
OCHOBE TPAULIMOHHOTO MAapKETMHIOBOTrO ofxofa. OfHAKO ellje B cepefuHe
XX Beka yueHble 06paTmIn CBOE BHUMaHE HA 9MOLMOHAIbHBIE COCTABIISI-
IOII[Vie IOTPEONTENBCKOTO BHIOOPA, M YTO OHM TaK)XKe BIIVSIOT HA PEAKLINIO U
[IOBeJieHIe IOTPeOUTENelL.
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3MouMoHaNbHbIe acnekTbl NOTpebuTenbckoro NoBeaeHUs.
0630p nuTepaTyphl

OMoUMAM MOCBSAILIEHO OTPOMHOE KOMNYeCTBO paboT. YUeHble U3Y4aay SMOLUN U
UX BAVSHUE HAa MOBeJeHIe YeTOBEKa, B TOM YNC/IE ¥ Ha MMOTPEOUTENBCKOE MOBEfIEHNE.
Cy11ecTBYIOT OCHOBOIIOJIAraolllie TeOPUU SMOLNIL, KOTOPbIe IOMTY4MIN LIPOKOe IPU3HA-
Hue. T OCHOBHbIe paboTsl 6bpimu npegnoxensl K. Mzappom (Carroll E. Izard, 1977) n
P. ITnyrankom (Robert Plutchik, 1980), koTopble HoKa3bIBanu Po/Ib SMOLMIL B TOBEJIEHNN
4enioBeKa. VI3BeCTHBIN ONBIT, OIMCcaHHbII P. ILTyT4nkoM 0 MOIO#OM YeoBeKe, y KOTOPOTO
BCJIELCTBIE aBapyy OBUIN IIOBPEXIEHBI 30HBI MO3Ta, OTBeYaoLIe 3a GOPMIPOBAHIE IMO-
LVIT, ¥ KOTOPBIiT, HAXOMASICH B fylile, He MOT IIPUHSATD PellleHIe, JOCTATOYHO /U TIATeIbHO
OH CMBUT MBL/IO, TOBOPUT O TOM, 4TO /LS IPUHSTUS [aXKe CAMOTO IParMaTYHOTO pelleHNs
4e/I0BeKy HeoOX0AM aMoLoHanbHbln uMnyse [17] (Robert Plutchik, 1980). [Tospguee
ObUI paspaboTaHbl MOAXO/BI, OINCHIBAIOIINE IMOLINK [TOTPebIeHns. B yactHOCTH, M3Me-
psieMblit monxop K aMouusam Mexpabuana u Paccena (wukama amounit PAD) [1] (Mehrabian,
Russell, 1974), mkana amonuit norpe6nenus CES (Consumption Emotion Set) Marsha L.
Richins [11] (Marsha L. Richins), nuepapxndeckas Mofienb MOTpeOUTETbCKUX dIMOLNIT [4]
(Fleur J.M. Laros, Jan-Benedict E.M., 2005).

B pa60TaX y‘leHbIX 61)1)'[8. IIOKa3aHa BaAa>)XHOCTb BMOI_U/H‘/‘[ B IIOHVMMAaHUM ITOBEOCHMA HOTpe-
OuTesieit ¥ KaK OHM BIVSIIOT Ha TOTPeONUTEIbCKOE [TOBEAEHNEe. DMOLMS — 3TO B3BELIEHHAsI

ABSTRACT:

The concept of marketing impressions is widely disclosed in the scientific literature, as well as
familiar to marketers and is used in practice. There are a lot of researches on how impressions affect
consumer behavior in B2C markets, while the B2B sector has not been studied enough on this subject.
The author conducted a qualitative study on the process of consumer choice of B2B-buyers in the
field of commercial transport and raised the following research questions: are the tools of marketing
impressions in industrial markets, and what impact do impressions have on the behavior of B2B-buyers?
Data collection was carried out through in-depth interviews, which were attended by specialists in the
purchase of commercial vehicles. The study revealed the role of customer impressions at different
stages of B2B transactions.
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9MOLIMOHA/IbHAs peakuys Ha BocrpuaArye curyanuit (Clore, Ortony and Foss 1987, Ortony,
Clore and Collins 1988). Omo1uy XxapaKTepusyIOTCs KaK 3I1M30/bl MHTEHCUBHBIX YYBCTB,
CBSI3aHHBIX C KOHKPETHBIM pedepeHTOM, U IOATAIKNUBAIOT ClennduiecKoe MoBefleHue
orera (Cohen and Areni, 1991). OMoIuM UTPAIOT BaXXHYIO POJIb B ONIPee/ICHNN BIleYaTiie-
HUI ¥ BJIVSIHUM Ha MTOTPeOUTENbCKYE peakiuyu. MHOXXeCTBO MCCIefOBAHMIT B PAa3IMYHBIX
cepax moaTBEPIKAAIOT BIMAHIE SMOLIMII TOTPeb/IeHNs Ha I7I06aNbHbIe OlleHOYHbIE MEpHI,
TaKMe KaK y/JOBJIeTBOPeHNe I II0OBefeHuecKye HaMepeHys (IOBTOPHbIE IIOKYIKM Y TOTOB-
HOCTb PEKOMEHIO0BaTh TOBap) [4, 5, 10, 15, 16, 20] (Fleur J.M. Laros, Jan-Benedict E.M.,
2005; Jong-Hyeong Kim, 2014; Lynch Joanne, 2004; Prayag, G., Hosany, S., Muskat, B., &
Del Chiappa G., 2015; Rita Faullant, Kurt Matzler, Todd A., 2011; Simona Romani, Silvia
Grappi, Daniele Dalli, 2012).

B xoHIe 1990-X rofoB B nmuTepaType MOABUIOCH HOBOE IIOHATHE «BIledaT/IeHe». Tak,
B 1998 r. amepukanusl JIx. [Tarta u X. I'mnmop B cBoeit KHUTe «9KOHOMMKA BII€YaTIEHMIT»
OIIVCA/IN HBOIIOLIIO TOTPEOUTENBCKOI [IEHHOCT 1 TIOSIBIIEHIE€ HOBOJ 9KOHOMUK, B KOTO-
POV BIieYaT/IeHMs BO3HUKAIOT B CBS3Y C HOBBIM 9KOHOMUYECKVM IIPEfTIO’KEHIEM TOBAPOB
U yCIIyT. ABTOpPBI TOBOPMJIN, UYTO KOT/IA Ye/I0BeK IIOKyIaeT BIeyaT/IeHle, OH IUIATUT 3a He3a-
ObIBaeMble MUHYTBI CBOEII XXI3HM, TOATOTOB/ICHHbIE KOMITAHIEl, T. €. 32 COOCTBEHHbIE YYB-
ctBa u omyiienus [24] (Payn, Gilmor, 2005). HeMHOro cITycTst HeMeLKuit yYeHBlit 1 MapKe-
tosor b. IlIMuTT BB/ MOHATME MApKETMHIA BIIEYAT/ICHNIT M OIIpee/InI, YTO BIeYaT/IeH A
— 3TO IPOSIB/IEHM S YACTHOII KM3HY, BO3HMKAIOIIVE KAK OTBETHAsI peaKI[Ms Ha HeKVe BHeIll-
HUe CTUMY/IBI (HalpuMep, Ha MapKeTUHTOBbIe NeICTBIA, IpeANpUHIMaeMble 10 U IOCIe
nokynknu). [TepexxuBaHMA 3aTparnBaloT BCe aCIEKTHl Ye/I0BEUeCcKOoll HaTypsl. Hepenko onu
($OopMUPYIOTCS BCTIEACTBYE IPSAMOTO HaOMIOAEeHNA U (MIM) yIacTUs B KAKUX-TO COOBITUAX
[2] (Bernd H. Schmitt, 1999). [IIMUTT Tak>Ke BBILENN/I TUIIBI BIIEYAT/IEHUII HA OCHOBAHUU
uziey 0 HaIMYUM B MO3Te YeoBeKa (pyHKIMOHAIbHBIX 30H, OTBEYAIOLINX 32 BO3HIKHOBE-
HUe PA3INIHbIX TUIIOB [IEPEXMUBAHMIT: CEHCOPHBIE, SMOLVIOHAIbHbIE, KOTHUTUBHbIE, HU3M-
Jecke (IeATebHbIE) U BIEYATICHUA COOTHECEHNS (OIBIT B3aMOOTHOIIEHNUI], OLIyIIeHIe
[IPMHAJIIEKHOCTH K IpyIe, obutectsy, Kynbrype) [2] (Bernd H. Schmitt, 1999).

Tonkoswiit cnosapb C. V. Okeropa TpakTyeT MOHATHE BIleYaT/IeHMe KaK CTIef], OCTaBJIeH-
HBIl B CO3HAHMY, B JYIIEBHO >KM3HM YeM-HUOYAb MePEXUTHIM, BOCIIPUHATHIM; BIUSHNUE,
BO3JeliCTBIE Yero-1ubo Ha CO3HaHMe; KaK MHEHMe, OLIEHKY, C/IOXKMBIINECS ITOC/Ie 3HAKOM-
CTBa, CONPUKOCHOBEHMA ¢ KeM-H1Oynb, yeM-Hnoyns [23] (Ozhegov, 1990).
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V3 onpenenennit BUfHO, 4T0 GOPMMPOBaHIE BIIEYAT/IEHNUIT CBsI3aHO ¢ addeKTNBHBIMY,
4yBCTBEHHO-3MOLMOHA/IBHBIMY MIPOLIECCAMI B CO3HAHUM [OTPEOUTEIS, @ 3HAUNUT, OIUCHI-
BaeT SMOLMOHA/IbHBIN OMBIT IOTPEOIEHMS U [IPU STOM SBJAETCsL 60/Iee MMPOKUM TTOHS -
THEM, KOTOPO€e MIOMUMO 3MOLMOHAIbHBIX TEPEXUBAHUIT TOTPEOUTENS, UCTIBITHIBAEMbBIX
BO BpeMsI IIOTy4eHNs YCIyri/UCIIONIb30BAHMS TOBAapa, TaK)Ke BK/IIOYAET B CeOsl U Mpen-
BKYIIIeHNe [0 B3auMogeiicTBus ¢ npoaykroM [18] (Seppo K. Aho, 2001), a Takxe mamMsaTh
I0CTIe — KaK HEKOTOPBIII C/lefi B CO3HAHUY IIOTPeOUTEA, IIOC/IEBKYCHE», KOTOPOe OCTAeTCsA
B mamsaTu notpeburens [21] (Wing Sun Tung, Brent Ritchie, 2011). Vsy4enne cBoitcTB
[aMATH U CIIOCOOHOCTH BII€YAT/IEHWIT 3aTIOMMHATBCS HAJJONITO, IIPUBENIO YYEHbIX K paspa-
60TKe MOfe/ He3abbIBaeMOro BIiedaTIeHns. B yacTHocTH, B cdepe TypusMa — 3T0 MOJEND
MTE (Memorable Touristic Experiences — He3abbpIBaeMOe TypuUCTUUIECKOE BIIeYAT/IECHIIE)
[21, 22, 5] (Wing Sun Tung, Brent Ritchie, 2011; Yi-Ju Lee, 2015; Jong-Hyeong Kim, 2014).
[Tostomy OyneM cYnTaTh, 4TO:

K/IMEHTCKe BIIeYaTIeHNs — 9TO NpefIBKYIIeHMEe B3auMO/IeICTBIA C KOMIIaHMel/TIpOyK-
TOM JIO Haya/a B3aMOJIEVICTBUA + SMOLMI B IIPOLiecce B3aNMOZEICTBIUA + BOCIIOMIHAHNA
mocre.

[ToaTOMY BrIeqaTIeHMsI MOXKHO PacCMAaTPMUBATh KaK KaT€TOPHIO, OIIMCHIBAIOIYIO IMOLI-
OHAJIbHBII aCIIeKT KIMeHTCKOTO OIbITa IToTpebuTesneil, 00beMHAIILYI0 B cebe Bce 4yBCT-
BEHHO-3MOLIMOHA/IbHbIE PEAKIMN B CO3HAHUM IIOTPeONTE/IA 110 OTHOIIEHNIO K KOMIIaHNII
(IpOAYKTY) Ha BCex 9TAllaX B3aMMOMEICTBIS MOTPeOUTENsA C HUM ([0 IIOKYIIKM, BO BpeMs
HOKYIIKI/IOTpeO/IeHNsI IPOAYKTa, IOC/Ie TPUOOPETEHNU/UCIIOIb30BaHMA).

BnuaHue BneyatneHum Ha I'IOTpE6VITeJ'IbCI(Oe nopepeHue

OCHOBHBIM U Haubojee BaXXHBIM BOIIPOCOM SIB/ISIETCS TO, KaK BIUSIOT BIEYATIEHNS
K/IMIEHTOB Ha MX IOTPeOUTENIbCKOe MOBEfleHNe, KaK X TeHepUPOBaTh, KaKue NHCTPYMEHTHI
HpI/IMeHHTb, ‘{T06bl B/IVATH Ha peaKI_U/H/I K/IIMEHTOB. Beﬂb BO3HIKAA KaK Hpe,IIBKyI_HeH]/Ie oT
HOKYIIKY TOBapa/UCI0/Ib30BaHMsA YCIYTH, OHU MOTYT MOTUBMPOBATD OKYIIATe/IA K 3HAKOM-
CTBY C IIOCTaBIYIKOM WM IIOUCKY AOIIOTHUTENIbHON MH(OpMALMY O IIPOAYKTe; BHI3bIBAS
SIPKVe SMOLMY BO BpeMsi TOTpeb/IeHNs1, MOTyT pOpPMUPOBATh CUIbHYIO MOLMOHATBHYIO
CBSI3b C KOMITaHMEll; @ OCTaBasICh B IAMATY ITOCTIE B3aMOJEVICTBUS € IIPOAYKTOM (KOMIIa-
HI€I), IPUBOAUTD K HOBTOPHBIM IIOKYIIKaM ¥ )KEJTAHUI0 PEKOMEHIO0BATb.

O TOM, KaK BIIeYaT/IeHNs BIUAIOT Ha IOTpeOuTeNbCcKOe IoBefieHe Ha B2C-phIHKax,
CyLIeCTBYeT HOCTaTOYHO MHOTo MHpopmauuu [3, 6-8, 14, 19] (Fatmawati Martha
Wahyuningtyas, Fauzi Achmad, Arifin Zainul, 2017; Gentile Chiara, Spiller Nicola, Noci
Giuliano, 2006; Hosany Sameer, Prayag Girish, 2013; Isabella Soscia, 2007; Prayag Girish,
Hosany Sameer, Odeh Khaled, 2013; Sheng-Hshiung Tsaur, Yi-Ti Chiu & Chih-Hung Wang,
2007). Cextop B2B Ha 3TOT pefMeT MCCTIefOBaH MEHbIIlE, OfHAKO €CTh YIIOMUHAHYI O PO
9MOIVMOHAIbHBIX KOMIIOHECHTOB B HOTpe6I/ITeTIbCKOM BbI60pe HpOMbIIHHeHHOFO HOKYHa-
TeJlA, B YaCTHOCTY, YTO Ha IPOMBIIUIEHHBIX IOKYIIaTe/leil BAMAIOT KaK palyioHa/IbHbIe, TaK
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" aMoLMoHanbHble LleHHOCTH B2B 6penpa [9] (Leek Sheena, Christodoulides George, 2012),
[IOC/Ie[IHE U3 KOTOPBIX SBJISIOTCS MICXOXHBIMIU CTPOUTE/NIbHBIMU O/IOKaMU I Ha/lbHel-
IIeTO Pa3BUTUA OTHOLIEHUI 1 osyibHOCTY nokymatens [10] (Lynch Joanne, 2004), Taxoke
0 TOM, YTO 3MOLMOHaNbHbIe obpaiieHnst B B2B-pekmame MOryT 66T BBICOKO 3 EKTIBHBI
IUIsI IPUBJIEYEHNs] BHUMAaHMSI U MHTEPeca, sIB/SLCh OTIPABHOI TOYKOI ISt 60rtee panno-
HaJIbHOII IeAITe/IBHOCTH 110 ITOUCKY MHpopMauuy norpedbutenamu [12] (Mogaji Emmanuel,
Czarnecka Barbara, Danbury Annie, 2017), To ecTb 1CIIO/Ib30BaHUe MHCTPYMEHTOB MapKe-
TUHTA BIIeYAT/IEHNI [T03BOJLAET [IPUBJIeYb OOIbIlle BHYMAHN OTEHIMAIbHBIX TOTpebuTe-
JIelt ¥ MOTVBUPOBATD MX Ha [OVUCK Ja/IbHelIIelt MHPOpMALUL O IPOAyKTe. Takxke yueHbIMM
[IPM3HAETCS U IOATBEPXK/IEHO HA/IM4Ne BCeX IATH aClIeKTOB KIMEHTCKUX BIleYaTIeHuit —
CEHCOPHOT0, 3MOLMOHAIBHOTO, Pe/ISIIVIOHHOTO, TOBEJeHYECKOTO 1 KOTHUTUBHOTO BII€YAT-
nenus st B2B-cpepst [13] (Pandey Santosh Kumar, Mookerjee Amit, 2018).

I npomo/DKeHys M3y4eHNUs JAaHHOI TeMbl aBTOP MCC/Ie[0BaI IIPOLlecC MOTpeduTeNb-
ckoro BbIbOpa B2B-mokymarereii B cepe KOMMepPUYECKOTro TPAHCIIOPTA M IIOCTABUIL CTIEfy-
IOLIVIe VICCTIE0BATe/IbCKIE BOIPOCHL:

® TIpuMeHUMbI /I MHCTPYMEHTbI MapKeTVHI BIIEYAT/IEHNIT Ha IIPOMBIIIUIEHHBIX PbIHKAX?

® Kakoe BIusHME OKa3bIBAIOT BIIEYATIEHNs HA OBefeHre B2B-mokynareneit?

UccnepoBaTenbCckun meton,

[lis1 9TUX Uenelt OblTa MpOBeeHa cepysi [TyOMHHBIX MHTEPBbBIO. PeCIIOHieHTaMy CTayN
CITEL[UAINCTHI, KOTOPbIe 3aHUMAIOTCS IIOKYIIKOI KOMMEPYECKOTO TPAHCIIOPTA U OCYIIeCTB-
JSUIM BBIOOP TeXHUKM XOTs 6bI 1 pas 3a mpoienumit rog. Beibopka o BugaM TEXHUKY He
[IPOM3BOIWIIACH, B Hee MO/ Pa3/IMIHbIE BUAbI KOMMEPYECKOTO TpaHCIopTa (IIs macca-
JKVMPCKUX U TPY30BBIX [IEPEBO30K, CTPONTE/IbHAS TEXHNKA, CENIbCKOXO3SIICTBEHHASI TEXHNKA).

VHTepBBIO MPOBOAMIIICH C UCIIONb30BaHIEM HOMYCTPYKTYPUPOBAHHON aHKETHI, B IN4-
HoJT Oeceie. AHa/MU3 JAHHBIX IPOBOANIICS 11O MeTOAY 000CHOBaHHOI Teopun [25] (Strauss,
Korbin, 2001).

Haxooxa Ne 1

DyHKUMOHAT U LjeHa — OCHOBHbIE KpUTepUI BBIOOpA TEXHMKM 1 IIOCTABIINKA, OT KOTO-
PBIX OTTa/IKMBAETCS MOKyIIaTe b, [Ipy 9TOM 1ieHa MOXKET BapbIPOBATHCS B 3aBUCUMOCTH OT
[IPOZABIIa, IOTOMY Ii€Ha — MHCTPYMEHT BbIOOpa nocTaBiyka. OfHAKO IOTPeOUTENb MOXKET
[IPEIIOYeCTh MTOCTABIINKA C 60jIee BHICOKOI I{eHOIT Ha TOBAP B C/Iy4ae, €C/IU OH MpeJIaraet
06CTy>XMBaHMe TEXHUKM, B TOM YNC/Ie TAPAHTUIHOI, @ MIMEHHO OBICTPYIO ITOCTAaBKY 3amac-
HBIX 9acTell. BO3MOXXHOCTh MUHIMAIBHOTO IIPOCTOSI TEXHUKI — 3[1€Ch KTI0U€EBOIT (PaKTOp
BbI6Opa IOCTABIIMKA II0 KOMMEPYECKOMY TPAHCIIOPTY.

Haxooxa Ne 2

3HAKOMCTBO C TEXHUKOII, C MOZIe/IbHBIM PS/IOM ITOYTH BCErfa IPOMCXORUT BXXUBYIO, HA
BBICTaBKaX.

SApkocTb 9xkcnosuuny, opopmieHne creHa, 6ompume 3D-MOHUTOPDI C BU3yanusalueit
TeXHMKM, [UHaMMUIecKye IIPOTOTUIIBI TEXHUKM Ha JIEeMOCTeH/IaX, OpeH ] OCTaBIIMKa MOTYT
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[IpVBJIeYb BHMMaHME K KOHKpeTHOI KoMmmaHuy. Ho BaXHO, 4T0OBI HasibIie 3TOr0 AeCTBI
CIIe0BAJI TPAMOTHBII CIIEIIMATICT.

Haxooxa Ne 3

CrernuanucT npoiaBLia JO/DKeH ObITh KOMIIETEHTEH, BEXX/INB, 00asiTe/ieH, [oOpoxKetaTe-
JIeH, OTHOCUTCSI C YBaXKEHIEM, YMETb HAiTV KOHTAKT C MOTEHManbHbIM ToKymaTenem. OH
JOJDKEH OBITh XOPOILIMM CObeceTHIMKOM, YTOOBI ObIIO0 MHTEpecHO 061aThcst. Ho Ha TeMsl,
Kacarommecs gena. OH JO/DKEeH MHOTO 3HATh B CBOEN 06/1aCTH O TEXHUKE BOOO1IIe 1 06 MHTe-
pecyromeit Mozienut B 4acTHOCTH. OH [JO/DKEH yMeTb afleKBaTHO ¥ KOHKPETHO paccKasarth 1
[I0Ka3aThb BCe 00 MHTepecyoLlell TeXHMKe. BakKHO, YTOOBI OH 3HA/I CBOJI ITpefMeT.

CoTpysHMK, KOTOPBIIL He MOXKET Y€TKO OTBETUTD Ha BOIIPOCHI 1 JATh MCYEPIIBIBAOLLYIO
nHQpOpPMaIIO, BBI3bIBAET THEB, pasfpaxeHne. OTcyTcTBre MHGOPMALVM 10 He3HAYUTE/Ib-
HbIM BOHpO(:aM MO>XHO KOMHeHCI/IpOBaTb BHVMMATE/JIbHBIM OTHOIIIEHNMEM U BEXXKINBOCTHIO.
OTcyTcTBME KOMIIETEHIINM II0 KTI0UeBbIM BOIIPOCaM He JOIYCTUMO. DTO AB/IAETCS IPUYN-
HOJT OTKA3aThCsI OT SAHHOU KOMITAHUY U IIPOO/DKUTH OMCK MOCTABIINKA TEXHUKIL.

Haxooxa Ne 4

BakHO, KaK COTPYAHMK KOMITaHMY 0011jaeTcs ¢ mokynareeM. OT 3TOro MOXXET 3aBUCETh
npuHsTHEe GUHATBHOTO peIleHns M UCXOF, CieKu. Ecnm y HeCKOMbKMX MOCTABIMKOB TIPH-
MEpHO O[JIHAKOBOE NpeJJIOXKeHe, TO TMYHOE OTHOLIeHNe 6y/eT pelaimM GakTOpOM.
OueHb LjeHHO 001IleHe KaK CO CTApbIM JIPYrOM, Xopolilee 1 JoOpoe OTHOIIEeHHe.

SMouun, KOTOpble BOSHUKAIOT B IIPOLjecce pasroBOpa, MOTYT MOBIMATD Ha PellleHle O
MIOKYIIKe.

OTpuuaTenpHble 9MOLNNU OT OOIEHNMS C KOHKPETHBIM 4€/T0BEKOM MOTYT IIOB/IUATH Ha
OTKa3 OT ITOKYIIKY, HaKe IIPY YCIOBYUM, YTO II0 OCTA/IbHBIM ITapaMeTpaM (TeXHIKO-TeXHIYe-
CKVI€e XapaKTePUCTUKMY, LIeHa) 9TO OBUIO BBITOJJHOE IIPEIOXKEHIE.

Haxooxa Ne 5

PasroBopsl Ha OTBJIeYeHHBIE TeMBI B CTy4ae HaIN4us 00X MHTEPECOB, OOHApyXeHIe
061yX ipy3eil 1 3HAKOMBIX, 00lijee 3eM/ISTYeCTBO MOXKET BbI3BATh CH/IBHYIO SMOLIIOHAb-
HYIO CBSI3b MEX/Iy IIPOJJABL{OM I [IOKyIIATeJIeM M CTaTh peliariinM GakTopoM i COBEp-
LIEHNS CIENIKU.

Haxooxa Ne 6

Camble sipKye BOCIIOMIHAHMA O IIPOLIJIOM OIIbITe IIOKYIIKM TEXHUKY CBS3aHBI C YeIoBe-
KOM (MeHeXepoM KOMIIaHuM). VI ¢ 3TUM 4e/I0BEKOM MOTYT HO/iep>KMBATbCS OTHOLIEHI
[I0C/Ie TIOKYIIKY Ha fonrue rogsl. KoMmaHus MoskeT 3a0bIThCs, a Ye/IOBEK B ITAMSTHU OCTa-
erca. KoMImaHum 3al1oMIMHAIOTCA TIOIbMMA.

3aknoyeHue

PannonanbHble GaKTOPBI, TaKye KaK TEXHUYECKIe XapaKTePUCTUKY IIPOAYKTa U LieHa,
OCTAIOTCsI Ha TIEPBOM MecTe IIpU BeIOOpe KOMMepyecKoro Tpancnopra. Ho mecto amormo-
HaJIbHBIM KOMITOHEHTaM TaKXKe eCTb, U YIIOMUHaHMe O HUX QUTYPUPYET B OTBETAX PECIIOH-
JIE€HTOB.



POCCUWCKOE MPEANPUHUMATEJNIbCTBO Ne 4'2019 (anpens) 911

HCTOMHMKKM BNeYaTneHnid WCTOUHHKM BNeYaTneHHn HCTOUHHKH BNeYaTneHHA
- APHOCTE IKCMIOIMLMM - Pewenune Guanec-npofinem, 3agay - MHBaR KOMMYHHHALMA NOKYNATENa
- OdopmneHme crensa - PEanu3auua NpodeccHoHansHOTo W npogasua
- 30-3wparibi € spdexTamu NOoTEHLWANE NOKYNaTens, dupmbl
- [IMHaMHHECHHE NPOTOTHNEI TEKHHKN
Ha JIEMOCTEHAK
- BpeHy, Npogasya, NPon3soaMTEns

J

PaumoHansHan IMouMM KU

IMOLMH H

OUEeHKa BneuatneHuA
Bneuatnexma E
IMouMM MU NpepnomeHns, - - CeHCOpHbIE
BreyatneHua XapaKTepPUCTHKN- —ﬂe_a'renn;:::::;nai - 3MOUMOHANBHBIE
- Bnevatnexna
npen lecTBa-
- CeHcopHble penmyLy; BefjeHmA Du3Heca) COOTHECEHMA
- IMOUMOHANBHBIE BbIroabl
BO3HHKHOBEHHE C6op wH$opmaLmm, MpegeapuTensHoe ‘DHHaNBHOE
BHMMaHMA K OLEHKa NapamMeTpos U PELWIEHNE O NOKYNKe PELIeHHE 0 NOKYNKe
npopasLy BBITOf, NPeNOHEHHA

| ﬂ’ﬂpMHpUBﬂHHE He3abbIBaemMoro KIMeHTCKOTO BreyaeHms |

Pucynoxk 1. Mecro BrieyaT/ieHnii B IPUMHATUM PELIEHNS O IIOKYIIKe KOMMEPYeCKOTo TPaHCIOpTa
Hcmounuxk: cocraBieHo aBTOPOM.

B BbI6OpE KOMMEPUECKOTO TPAHCIIOPTA SMOLIMM U BIEYAT/IEHNSI, KOTOpble OHU (hopmu-
PYIOT, UTPAIOT C/IeAyIoliyie OCHOBHBIE POJIL:

1. ABJAIOTCA MpUBIEKAIOMUM (aKTOPOM, TIOMOTAIOT OOPAaTUTh BHIMAaHIE Ha [TOCTAB-
myKa (CEHCOPHBIE U MOIVIOHAIbHBIE BITEYAT/IEHISL);

2. Ha 9Talle OLEHKY IPeIIOKEHNs U IPUHATYS IPEBAPUTEIBHOTO PELeH sl O OKYIIKe
KITI04eBBIM (DaKTOPOM SIBIISIOTCS paliMOHaTbHbIe TApaAMeTPhI (XapaKTePUCTUKM, IPEUMY-
mIecTBa, BbII‘O}:[bI). O,I[HaKO KJIIMEHTCKME BIICYAT/ICHUA 3[1€Ch TaKXKeE MOFYT BO3HUMKATh, I CBA-
3aHBI OHI C paspelleHreM 6u3Hec-3a4ay, peannsanueil IpodecCoOHaTbHOTO OTEHIMANA
[OKymaTens (KOTHUTYBHBIE BIIEYaT/I€HN, [leATe/IbHbIe BIIeYaT/IeHN);

3. Ha 9Tane QUHANTBHOTO IPUHATHUSA PellleHNs] BIIeYaTIeHNs KIMEeHTa MOTYT CTaTh CITy-
CKOBBIM KPIOYKOM (TPUITEPOM), KOTOPBIiT PEIINT MCXOJ, CAENIKNU. DTH BliedaT/ieHus 06pasy-
FOTCSI B IIPOLiecCe >KMBOI KOMMYHMKALMY IPOfjaBLa 1 nokynaresnst. Ha ¢punHanpHoe pele-
HUe MOFYT IIOB/IUATH HpKI/Ie SMOIVMMOHA/IbHbIE Hepe)KI/IBaHI/IH, CBA3aHHbIEC C HA/IMYMEM O6HH/[X
MHTEPECOB, 3HAKOMCTB, OOILIMX MECT U CUMIIATHII (3MOL[MOHAIbHbIE BIIEYAT/ICHNS, BITeYar-
JIEHMSA COOTHECEHMA).

Mecro Brieyat/ieHuit B IPUHATUM PELIeHNsI O OKYIIKe KOMMEPYeCKOro TPaHCIopTa Ha
PasHBIX 3TAIaX CAENKI MOXXHO M300pasuTh crefyoumm obpasom (puc. I).

Takum 06pasoM, MbI BUMM, YTO BIEYATIEHVSI KIMEHTOB He 3aMEHSIOT PallYiOHaIbHBII
II0X0[ B HpI/IHHTI/H/I peIHeHI/IH o HOKYHKC, HO HpI/I 3TOM B/IUAKT HA HETO, AB/IAACDH HpKI/IM,
IIPUBJIEKAIOIIMM BHUMaHMe (PaKTOPOM Ha HavyaJbHOM Talle Ipollecca MOKYIIKM, a TaKXe
3¢ GEeKTUBHBIM TPUITEPOM JIIsI 3aBEPILEHNS CHEKL.
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Vcnonp3ays 3Ty MHPOpMALMIO B IOCTPOEHUY B3a¥MOJE/ICTBIA C K/IMEHTOM Ha BCeX 9Ta-
[ax CeNKM, KOMIIaHNA-TIPOAaBell, KOTOpas YIpaB/isieT BIeYaT/IeHUAMI KIVEeHTOB, H00b-
eTcs1 60j1ee BBIUTPBILIHOM ITO3UINMM IO CPAaBHEHUIO C KOMITAHUAMIY, KOTOPBIE alle/UTUPYIOT
TOJIPKO K CO3/JaHMIO PALiMOHATIBHO 3HAYMMBbIX aTPUOYTOB IOKYIIKIA.

s panbHeNIero M3y4eHns JaHHOM TeMbI, a TAKXKe C 1e/IbI0 IPAKTUYECKOTO NpUMe-
HEHVs KOHLIENIMM MapKeTVHIa BIIeYaT/IeHNII Ha IPOMBIIUIEHHBIX PbIHKAX OYLyT I0/Ie3HBI
MCCIeOBaHNA, CBSI3aHHbIE C aHAIM30M CYTH KIMEHTCKUX BIledaT/neHnit Ha B2B-pbiHkax: u3
4ero OHM COCTOST, KaK UX CpOpMMpPOBaTh, KaKye SMOLUY [TOTPeOIeHNs JIEXKAT B OCHOBE, a
TaK)Ke OIpefie/ieHNe aTpuOyTOB He3abbIBaeMOT0 KJIMEHTCKOTO BIIeYAT/IeHNS IPOMBIIIIIEH-
HOTO IIOKyTIaTeJIA.

NMCTOYHUKMU:

1. Mehrabian A., Russell J. A. An Approach to Environmental Psychology // Cambridge MA:
MIT Press. — 1974.

2. Bernd H. Schmitt. Experiential marketing: how to get customers to sense, feel, think, act,
and relate to your company and brands. THE FREE PRESS New York, 1999

3. Fatmawati Martha Wahyuningtyas, Fauzi Achmad, Arifin Zainul The effect of experiential
marketing on satisfaction and its impact on customer loyalty // Rjoas. — 2017. - Ne 1(61).
—p. 105-111.

4. Fleur J.M. Laros, Jan-Benedict E.M. Steenkamp Emotions in consumer behavior: a
hierarchical approach // Journal of Business Research. — 2005. — Ne 58. — p. 1437-1445.

5. Jong-Hyeong Kim The antecedents of memorable tourism experiences: The development
of a scale to measure the destination attributes associated with memorable experiences //
Tourism Management. — 2014. — Ne 44. — p. 34-45.

6. Gentile Chiara, Spiller Nicola, Noci Giuliano How to Sustain the Customer Experience:
An Overview of Experience Components that Co-create Value With the Customer //
European Management Journal. - 2007. - Ne 5. - p. 395-410.

7. Hosany Sameer, Prayag Girish Patterns of tourists’ emotional responses, satisfaction, and
intention to recommend // Journal of Business Research. — 2013. — Ne 66. — p. 730-737.

8. Isabella Soscia Gratitude, Delight, or Guilt: The Role of Consumers’ emotions in predicting
post consumption behaviors // Psycho. — 2007. — Ne 24(10). - p. 871-894.

9. Leek Sheena, Christodoulides George A framework of brand value in B2B markets: The
contributing role of functional and emotional components // Industrial Marketing
Management. — 2012. - Ne 41. - p. 106-114.

10. Lynch Joanne The power of emotion: Brand communication in business-to-business
markets // Brand. - 2004. — Ne 5. — p. 403-4109.

11. Marsha L. Richins Measuring Emotions in the Consumption Experience // Journal of
Consumer Research. — Ne 2. — p. 127-146.

12. Mogaji Emmanuel, Czarnecka Barbara, Danbury Annie Emotional appeals in UK
business-to-business financial services advertisements // International Journal of Bank
Marketing. - 2017. - Ne 1. - p. 208-227.



POCCUWCKOE MPEANPUHUMATEJNIbCTBO Ne 4'2019 (anpens) 913

13. Pandey Santosh Kumar, Mookerjee Amit Assessing the role of emotions in B2B decision
making: an exploratory study // Journal of Indian Business Research. — 2018. - Ne 2. —
p. 170-192.

14. Prayag Girish, Hosany Sameer, Odeh Khaled The role of tourists’ emotional experiences
and satisfaction in understanding behavioral intentions // Journal of Destination
Marketing & Management. - 2013. - p. 118-127.

15. Prayag, G., Hosany, S., Muskat, B., & Del Chiappa G. Understanding the relationships
between tourists’ emotional experiences, perceived overall image, satisfaction, and
intention to recommend // Journal of Travel Research. - 2015.

16. Rita Faullant, Kurt Matzler, Todd A. Mooradian Personality, basic emotions,
and satisfaction: Primary emotions in the mountaineering experience // Tourism
Management. — 2011. — Ne 32.

17. Robert Plutchik Emotion: A Psycho evolutionary Synthesis // New York: Harper & Row.
- 1980.

18. Seppo K. Aho. Towards a general theory of touristic experiences: Modelling experience
process in tourism // Tourism Review. — 2001. - Ne 3/4. — p. 33-37.

19. Sheng-Hshiung Tsaur, Yi-Ti Chiu & Chih-Hung Wang The Visitors Behavioral
Consequences of Experiential Marketing: An Empirical Study on Taipei Zoo // Journal
of Travel & Tourism Marketing. — 2007. — Ne 21(1). - p. 47-64.

20. Simona Romani, Silvia Grappi, Daniele Dalli Emotions that drive consumers away from
brands: Measuring negative emotions toward brands and their behavioral effects // J. of
Research in Marketing. - 2012. — Ne 29. - p. 55-67.

21. Vincent Wing Sun Tung, J. R. Brent Ritchie Exploring the essence of memorable tourism
experiences // Annals of Tourism Research. - 2011. - Ne 4. — p. 1367-1386.

22.Yi-Ju Lee Creating memorable experiences in a reuse heritage site // Annals of Tourism
Research. — 2015. — Ne 55. — p. 155-170.

23. Oxxeros C.J TonkoBblil c1oBapb pyccKoro sAsbika. / Pycckuii A3bIk., 1990.

24. Maitu B. [Ix., Tnnmop [Ix. X. OxoHoMuKa BriedatieHuit. Pabora — 310 Tearp, a KaXK/blil
6usHec — cueHa. - M.:Bunbsamc, 2005.

25. Crpaycc A., Kop6un JJx. OCHOBBI Ka4eCTBEHHOTO UCC/IeJOBaHMA: 000CHOBaHHAA TEO-
pus, IpoLeaypbl 1 TeXHUKN. - M.: auropuan YPCC, 2001. - 256 c.

REFERENCES:

Mehrabian A., Russell J. A. (1974). An Approach to Environmental Psychology Cambridge
MA: MIT Press.

Fatmawati Martha Wahyuningtyas, Fauzi Achmad, Arifin Zainul (2017). The effect
of experiential marketing on satisfaction and its impact on customer loyalty Rjoas.
(1(61)). 105-111.

Fleur J.M. Laros, Jan-Benedict E.M. Steenkamp (2005). Emotions in consumer behavior:
a hierarchical approach Journal of Business Research. (58). 1437-1445.




914 RUSSIAN JOURNAL OF ENTREPRENEURSHIP #4'2019 (April

Gentile Chiara, Spiller Nicola, Noci Giuliano (2007). How to Sustain the Customer
Experience: An Overview of Experience Components that Co-create Value With the
Customer European Management Journal. (5). 395-410.

Hosany Sameer, Prayag Girish (2013). Patterns of tourists’ emotional responses,
satisfaction, and intention to recommend Journal of Business Research. (66). 730-737.

Isabella Soscia (2007). Gratitude, Delight, or Guilt: The Role of Consumers’ emotions in
predicting post consumption behaviors Psycho. (24(10)). 871-894.

Jong-Hyeong Kim (2014). The antecedents of memorable tourism experiences: The
development of a scale to measure the destination attributes associated with
memorable experiences Tourism Management. (44). 34-45.

Leek Sheena, Shristodoulides George (2012). A framework of brand value in B2B
markets: The contributing role of functional and emotional components Industrial
Marketing Management. (41). 106-114.

Lynch Joanne (2004). The power of emotion: Brand communication in business-to-
business markets Brand. (5). 403-419.

Marsha L. Richins Measuring Emotions in the Consumption Experience Journal of
Consumer Research. (2). 127-146.

Mogaji Emmanuel, Czarnecka Barbara, Danbury Annie (2017). Emotional appeals in
UK business-to-business financial services advertisements International Journal of
Bank Marketing. (1). 208-227.

Ozhegov S.I (1990). Tolkovyy slovar russkogo yazyka [Explanatory dictionary of the
Russian language] (in Russian).

Pandey Santosh Kumar, Mookerjee Amit (2018). Assessing the role of emotions in B2B
decision making: an exploratory study Journal of Indian Business Research. (2). 170~
192.

Payn B. Dzh., Gilmor Dzh. Kh. (2005). Ekonomika vpechatleniy. Rabota - eto teatr,
a kazhdyy biznes - stsena [The experience economy. Work is a theater and every
business is a scene] (in Russian).

Prayag Girish, Hosany Sameer, Odeh Khaled (2013). The role of tourists’ emotional
experiences and satisfaction in understanding behavioral intentions Journal of
Destination Marketing ¢ Management. 2118-127.

Prayag, G., Hosany, S., Muskat, B., & Del Chiappa (2015). G. Understanding the
relationships between tourists’ emotional experiences, perceived overall image,
satisfaction, and intention to recommend Journal of Travel Research.

Rita Faullant, Kurt Matzler, Todd A. Mooradian (2011). Personality, basic emotions,
and satisfaction: Primary emotions in the mountaineering experience Tourism
Management. (32).

Robert Plutchik (1980). Emotion: A Psycho evolutionary Synthesis New York: Harper
& Row.




POCCUWCKOE MPEANPUHUMATEJNIbCTBO Ne 4'2019 (anpens) 915

Seppo K. (2001). Aho. Towards a general theory of touristic experiences: Modelling
experience process in tourism Tourism Review. (3/4). 33-37.

Sheng-Hshiung Tsaur, Yi-Ti Chiu & Chih-Hung Wang (2007). The Visitors Behavioral
Consequences of Experiential Marketing: An Empirical Study on Taipei Zoo Journal
of Travel & Tourism Marketing. (21(1)). 47-64.

Simona Romani, Silvia Grappi, Daniele Dalli (2012). Emotions that drive consumers
away from brands: Measuring negative emotions toward brands and their behavioral
effects J. of Research in Marketing. (29). 55-67.

Strauss A., Korbin Dzh. (2001). Osnovy kachestvennogo issledovaniya: obosnovannaya
teoriya, protsedury i tekhniki [Basics of qualitative research: grounded theory,
procedures and technology] (in Russian).

Vincent Wing Sun Tung, J. R. Brent Ritchie (2011). Exploring the essence of memorable
tourism experiencesAnnals of Tourism Research. (4). 1367-1386.

Yi-Ju Lee (2015). Creating memorable experiences in a reuse heritage site Annals of
Tourism Research. (55). 155-170.




916 RUSSIAN JOURNAL OF ENTREPRENEURSHIP #4'2019 (April)




