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METOJUYHI 3ACAJIU ®OPMYBAHHSA TOTAJBHOI
HIHHOCTI TOBAPIB

METOJIUYECKHUE OCHOBBI ®OPMUPOBAHUSA TOTAJTbHON
HEHHOCTHU TOBAPOB

METHODICAL FOUNDATIONS FOR THE FORMATION OF TOTAL
VALUES OF GOODS

AHoTanisgs. Y cmammi npeocmasneni pe3yivmamu OOCAIOHNCEHHS e8ONYil
CHPULIHAMMS YIHHOCMI MO08apie 8i0 il po3YMIHHA AK MIpuia Oas 0OMIHYy mosapamu
00 CYYACHOI KOHYenyii, o po3ensidac GUHAYEHHs 8eIUYUHU YIHHOCMI MOo8apie sK
OCHOB8Y 83A€MOOIi nionpuemcmea 3i cnodcusavamu. Benuuuny yinnocmi mooicha
BUMIDAMU  WIAXOM BUAGNIeHHS nobaxcanb [ nompebd cnooxcusavie. Busznaueno
KOMNOHEHmMU MOMANbHOI (3a2albHOL) CNOAHCUBHOL YIHHOCMI. MAMEPIaIbHA YIHHICMD,
Cep8iCHa YIHHICMb, eMOYiliHa YIHHICMb | coyianbHa yiHHicmo. Tomanvua yiHHiCMb
mosapie Oyna npedcmasiena aK CYKynHiCmy YCix HA38aHUX KOMNOHeHmis. J[osedeHo
HeoOXiOHicmb  (POpMYBaAHHS  MOMANLHOI  cucmemu  VAPAGINIHHA — AKICMIO  HA
NIONPUEMCIBI, a4 MAKOXNC HA NiOnpuemcmeax-napmuepax. Brkazano na neobxionicme
PO36UMKY JIOSILHOCIE CHONCUBAYIE 00 NPOOYKMIB ULISAXOM CMBOPEHHS eMOYIUHOL
yiHHocmi, nepeodycim Ha OcCHO8I Openouncy. QOOIPYHMOBAHO 0COOIUBY POJIb
CHOIHCUBHO020 00CBI0Y. AKYEHMOBAHO HA MOMCIUBOCE PO3BUMKY COYIAILHOL YIHHOCMI
3a805KU (POKYCYBAHHIO MeHeOH Ccepis He Tuule Ha eKOHOMIYHUX pe3ylbmamax, d U Ha
30epedicetHi HaABKOIUUHBbO2O CepedosUyd, y Mm.Y. WAAXOM BUKOPUCMAHHA MemoOi8
COYIanbHO-0pIEHMOBaH020 Mapkemun2y. Ilpeocmaesneno cymuicms momanvHoi
YiHHOCMI IK CUMOIO3 eKOHOMIYHOI YiHHOCMI 0151 OI3HECy ma 3a0080JIeHHS COYIANbHUX
nompeot cnoXCusayis.



KirouoBi cioBa: crnoxuB4a IIHHICTh TOBapiB, MaTepiajibHa I[IHHICTb,
CepBICHa IIIHHICTh, €MOIlIOHAJbHA IIHHICTh, COIllaJlbHA IIHHICTH, TOTaJbHA
(3arajibHa) I{IHHICTb.

AHHOTANUSA. B cmamve npedcmasienvl pe3yibmamvl UCC1e008aHUSA IBONIOYUL
BOCNPUAMUS YEHHOCTNU MOBAPO8 OM ee NOHUMAHUS KAK Mepbl 0Jisl 0OMeHa mosapamu
00 COBPEMEHHOU KOHYenyuu, paccmampusaroueli onpeoeietue 8eluiunbl YeHHOCmu
Mo8apos Kax OCHOBY 83AUMOOEUCMBUs npeonpuamus ¢ nompebumenimu. Benuuuny
YEHHOCMU MOJCHO UBMepUmMb NYmeM U3V4eHUus NodCcelanuti u nompebHocmeu
nompebumeneu. Onpeoenenvl KOMNOHeHmMbl MOMAIbHOU (00well) nompeoumenbCKoll
YeHHOCmU: MamepualbHas UYEeHHOCMb, CEePBUCHAS UYEHHOCMb, IMOYUOHANbHAS
YeHHOCMb U COYUANbHAs YeHHocmb. Tomanvuas yeHHOCMb mMO8Apo8 OblLia
npeocmasieHa KaxK COB0KYNHOCMb 8CeX NepeduCieHHbIX KOMNOHeHmO8. Jlokazaua
HeoOXo00UMOCMb OpMUPOBAHUS MOMATLHOU CUCTEMbl YNPABGLEHUsl KA4eCmeoM Ha
npeonpusmuy, a  makKxice HA — NpeOnpusmusx-napmuepax.  Yxazamo — Ha
HeobXo00UMOCmb  pa3sumusi J0SIbHOCMU nompeoumenel K HpoOyKmam nymem
CO30aHUS IMOYUOHAILHOU YEHHOCU, Npedcoe 6ce20 HA OCHO8e OpeHOuHaaq.
ObocHnosano 0cobyl0 poab  NOmMpeOUmMenbcko2o onvimd. AKYenmupoeaHo Ha
BO3MOJICHOCIU — PA3GUMUL  COYUANbHOU  YeHHocmu  0Oaazooaps — oKycuposke
MeHeOdcepos He MONbKO HA IKOHOMUUECKUX pe3yIbmamax, HO U HA COXPAHeHUU
OKpyxcarower. cpeodvl, 6 m.4. NYMeM UCHONb308AHUL MemOo008 COYUAILHO-
OpUeHmupo8anHo2o mapkemunea. llpeocmasgnena cyuwnocms momanbHol YeHHOCMU
KaK cUMOUO3 IKOHOMUYECKOU YeHHOCmU OISl Ou3Heca U y0081emeopeHUs COYUAIbHbIX
nompeonocmeti nompeoumereli.

KuroueBble cjioBa: noTpeOUTENbCKas LIEHHOCTh TOBApOB, MaTepualbHas
[IEHHOCTh, CEPBUCHAS IIEHHOCTh, YMOIIMOHANIbHAS IIEHHOCTh, COIMANbHAS IEHHOCTH,
ToTajbHas (00I11as) EHHOCTb.

Annotation. The paper studied the value of the good’s evolution from its
understanding as a measure for the exchange of goods to the views on the
investigated concept from the perspective of enterprise’s interaction with consumers
by identifying their wishes and needs. The components of consumer shared (total)
value were identified: material value, service value, emotional value, and social
value. The shared value of good was presented as a result of the formation of all the
aforementioned components. The necessity of forming a total quality management
system in the enterprise and its partners was proved. The need of development the
consumer’s loyalty to the product on the base of branding by creating the emotional
value was indicated. The special role of the consumer experience was proved. The
possibility of social value forming by focusing managers not only on economic
results, but also on the environment, and using methods of socially-oriented
marketing was accented. The essence of shared values as creating economic value for
businesses and meeting social needs was represented.



Keywords: the consumer value of goods, the material value, the service value,
the emotional value, the social value, the shared (total) value.

Introduction. A meaning “the consumer value of goods” has been the subject
of study for almost the whole period of research of the economic relations between
the entities of economic activity. In the early stages of economic science a major
problem was to determine the equivalent of the goods in their exchange, so the value
of the good was studied with the purpose of measuring the proportions between
goods, and a major achievement for the theory of the consumer value of goods is
considered to be a statement that the value of good is measured by the labor, required
for its production.

Later the question of improving good's properties showed up, which affected
the purpose of analysis of the examined meaning (it transformed into the study of
subjective parameters of the value and the ware utility for a specific entity), as a
consequence value of goods was associated with the satisfaction of consumers’ needs
and was correlated with the usefulness.

At the following stages it became urgent to create an additional value for the
consumer and maximizing the producer’s profit, which reflected in the marketing
approaches; analysis of the value's objective components, which were studied from
the perspective of the quality management; definition of subjective elements, which
the theory of perception is focused on, and also summing up all these mentioned
approaches.

A modern science, adapting to the business environment, considers the value
from the position of co-operation marketing and a total value creation with the
customers, which is a key subject of further consideration in the research.

The aim and research subject. On the basis of the above the aim of this
article is to define the structure of customer value of goods and to describe the
approaches of their development.

The research subject are the scientific and methodological issues and
praxeological aspects of creating the components of the customer value of goods.

The research methodology. The research methodology includes: the historical
method (to study the evolution of the understanding the term “consumer value of
goods”); desk review (to study the latest theoretical and practical developments in the
theory of value), system analysis (to determine the structure of the consumer value of
goods), morphological analysis (to describe the essential characteristics of the
consumer value components).

The study was conducted in 2011-2015 on the flexographic enterprises
materials by using MathCAD data processing.

Research results. Results of study regarding historic periods of creating a
value is the basis for the analyzing its components during the period of the good
evolution, and reflection of the modern consumer needs — the consideration of these
compounds today. Generalizing the theoretical approaches to the study of the



products value set out in [2; 3; 7; 10; 12; etc.], were identified the following
components of the consumer value of goods.

1. The material value is the ability of the material part of the good (wealth) to
meet the needs of consumers according to their expectations.

2. The service value is the ability of a good’s intangible part (intangible asset,
process, technology, service) to meet the needs of consumers according to their
expectations.

3. The emotional value is the ability of all levels of good (asset), including its
third level — a product with support, to generate a positive perception of the product
and the emotional attachment of consumers to it.

4. The social value is the ability of good (tangible or intangible assets) to meet
the needs of not only individual consumers according to their expectations, but also
the reference groups and a society as a whole, which will positively impact on the
competitive position of the company.

5. The shared (total) value is the ability of good to satisfy the needs of all
members of the chain formation according to their expectations.

Given that the material and service components of customer value of goods have
already been described in detail in our previous articles, the proposed paper will pay
more attention to the emotional, social and total value.

The emotional value is based on (1) the loyalty of the consumer to the product,
guided by the basic principles of branding, and (2) individual consumer experience at
the points of its interaction with the company.

Analyzing the methodology and the tools of branding, it was concluded about the
validity of statements contained in [11; 17] regarding the definition of branding as a
system and reasonable process, that involves an implementation a complex of
marketing activities and brand development technologies. It should be noted that
during the development of the brand company must take into account the existence of
advanced users, through which the role of brands as a factor in a product
differentiation reduces significantly in contrast to the rising importance of brands as a
source of authenticity, warranty and morality. This feature of the brand as reducing
the marketing risks gets less important, because under the conditions of modern enterprises
on the market it is difficult to gain the trust of consumers and easy to lose it.

In terms of studying consumer experience as part of the emotional value, a work
of foreign scientists K. Prahalad and B. Ramaswamy “The Future of Competition™ is
noteworthy to mention, and it refuted a traditional concept of value, including its
provision that companies create value and share it with consumers. Scientists have
proposed a new paradigm of value creation, according to which the joint efforts of
consumers and companies form together a value in the points of their interaction
through personalized, unique for each consumer experience. Based on this, they point
out the following principles of business:

eany company or industry can not create value individually;

evalue holders are only the products and services of the company (industry) [10,

p. 9].



The starting position of a new conceptual approach to the creation of value is
this statement: the consumer and the company create a value in a close interaction,
moreover the process of a mutual value creating focuses on the consumer and his
experience, which is the basis of a unique value for the consumer.

The value does not arise from the very product or an information network that
supports the system, and even not from the social network or experts, but it is
contained in the basis of the experience, that it is co-created with every customer at a
certain time in a certain place and in the context of a particular action. The joint value
creation reveals the gap between “company’s thinking” and “consumer’s thinking” in
the “touch points” of the company with consumers.

Agreeing with the conclusions of foreign scientists L. Berry and others [15],
regarding the management of the consumer experience, note that the basis of the
successful process of value creation in the company based on consumer experience
key is to determine keys it sends to its customers. Under the keys can be understood
these feelings and emotions that arise when customers use the product. These keys
authors divide into two categories: the first experience keys consumers are interpreted
by the consumers through the logic schemes of a brain, and are regarded to the actual
operation of the product. The second category relates to emotions and includes
smells, sounds, sights and the environment in which the product is offered. These
scientists interpret the value of the good as functional and emotional benefits, net of
financial and non-financial losses, moreover an emotional component becomes today
more significant. Therefore, from the perspective of the manufacturer it is important
to use their skills at the best for getting a positive consumer experience. To do this,
they can use such tools of managing the consumer experience:

1) implementation of the “experience audit” that involves the study of emotions
during the purchase, use and further communication with consumers;

2) in-depth interviews with consumers and employees of the company;

3) a support of “a motivation of positive experience”, that should be the basis of
management of values and branding strategy.

In the traditional process of creating value companies and consumers had
defined roles — production and consumption. Products and services contained value
and the markets carried their transfer — from producer to consumer. A creation of
value occurred outside the markets. However, during the joint creation of value
difference between these processes disappears. Consumers get involved in the
process each time more and more, as the definition, and as a creation of value.

Studying “touch points” with more details, the authors introduced the concept of
a “customer path”, which 1s defined as the total number of cumulative events, during
which the user “interacts” with the organization and, providing a satisfaction of his
desires and an occurrence of attachment of a consumer, it appears as a supporter of
the company and creates its attractive image. A “customer path” describes as a
consumer moves from one “touch point” to another, moving along the described
route. The main objective of the company is to determine ‘“critical” points of



interaction, and managing them in a such way, so that the products or services offered
in each of the mentioned points strengthened a gained consumer experience.

In addition to material and service value a product takes some extent part of the
socio-cultural life of the people, where it gets the social compound, a new quality and
therefore affect a consumers’ behavior. Manufactures, in their turn, form the socially-
oriented principles of work with the purpose, on the one hand, of offering the market
a product of higher value, and on the other hand — of increasing the level of social
culture, because they are themselves the members of society. Therefore, the
mechanism of formation of social responsibility is based on the interpreting the
society’s behavior as a reaction to work methods of manufactures [8; 9; 18].

During consideration of consumption value from the society’s perspective, a
special attention is given to the fact that the social value begins from the goods'
consumption and forming a consumer’s opinion about a product, which proceeds to
the social level while the process of communication and exchanging the experience.
A public opinion over a certain period of time forms the behavior of every member of
society and society as a whole, which became the subject of research of sociologists
and formed the basis of social construction. By definition of researchers in the field
of sociology, a social construction — is the process of transforming the way people
think about the product in relatively stable forms of behavior, associated with it. With
the purpose of studying its social conditionality are used a concept of consumption’s
image, which is defined as a model of consumer behavior, that is imposed and
dictated by the environment and is formed with the influence of economic, social,
political and cultural constraints [3; 6; 7].

That, an image of consumption identifies a social position of the individual, and
products appear as symbols of a social status. Under such conditions a consumption
value transforms into the degree of individual’s compliance to his position in the
society.

Social aspects of a consumption influenced the formation of the product value
and became the basis of a social responsibility of the company. According to the
research findings of the Ukrainian scientist L. Hrytsyna [1], a corporate social
responsibility of an enterprise is defined as its voluntary activity, which exceeds the
requirements set out in the legislation for the enterprise’s activity and includes
environmental, social, labor and economic spheres of responsibilities to the
environment and society in overall, local communities, employees, suppliers,
customers, shareholders.

Agreeing with the opinion of M. Carlin and V. Zvonar we note, that a social
responsibility focuses managers’ attention not only on the economic value, but also
on the environmental one [4]. Therefore, a core of a corporate social responsibility is
made of modern social trends that determine the social value of goods, and also the
understanding by company’s management the feasibility of studying and determining
their contribution to the creation of value. The last one includes the well-being of its
clients and consumers, improves their quality of life, counteracting an exhaustion of



Important business resources, maintaining the viability of key suppliers and
increasing the efficiency of the enterprise as a whole.

However, as it was already mentioned, objective and subjective values do not
match, that is not always the product that the manufacturer offers, even if it’s
ecologically the cleanest one, the most effective and the most convenient, is
perceived as such by the consumer. Therefore, enterprises need to strengthen a social
value by using the methods of social-based (socially ethic) marketing.

A deeper study of socially-oriented marketing was conducted by a scholar-
marketer L. Yuzyk [14], who determined that the core of the existence of a socially-
oriented marketing are the following elements: (1) a corporate citizenship; (2) social
investments, that are considered as a transfer from charity to focused social
investments of companies on the national and regional levels, directed to manage the
most pressing issues for the country in the sphere of employment, fighting poverty,
education, housing, health and safety; and (3) a social partnership, which is
determined as a revision of spheres of responsibilities concerning business,
government and society in solving socially important issues.

A creation of a shared (total) value is accompanied by a revision of traditional
views on managing the company. Based on scientific conclusions of M. Porter and
R. Kramer a shared value can be considered as the main way of rethinking the
interaction between society and corporate efficiency. This means that companies’
managers need to review their goals and use their potential not only to meet the
immediate needs (theirs and customers’), but also to develop new skills and
knowledge to solve the broader problems of society. Among them: a deeper
satisfaction of social needs, understanding the true foundation of company’s
performance and its capacity for cooperation through non-profit approaches, which
will lead to the next wave of innovations and productivity growth in the global
economy. Summarizing such components of a total value as creating an economic
value for businesses and meeting social needs, there were suggested three approaches
to creating total values [8; 16].

Three ways to create total values complement each other mutually. For example,
the construction of the cluster will provide an opportunity to carry out local purchases
in larger quantities and to reduce a supply chain. New products and services, which
meet social needs, will require a choice of new chains in such areas as production,
marketing and distribution. At the same time new chain configurations will create a
demand for equipment and technologies that save energy, resources, and also support
staff. Creation of total values requires specific and appropriate indicators for each
business unit in each of the three regions and includes new and more complex forms
of cooperation.

Total values stipulate an appearance of the next wave of innovations, business
and growth. They will also restore the company's success and the success of
customers in ways that were lost during the narrow approaches to the management,
short-term thinking and deepening the difference between the institutions of a
society.



Conclusion. The study of the term “a value of the good’s” sowed its evolution
from the explication the mentioned concept as a measure for the exchange of goods
to its interpretation as an important enterprise’s tool by meeting consumers’ needs.
The consumer total value of goods consists of the following components: the material
value, the service value, the emotional value, the social value, the total value.

The material value is the ability of the material part of the good (wealth) to meet
the needs of consumers according to their expectations. The service value is the
ability of a good’s intangible part (intangible asset, process, technology, service) to
meet the needs of consumers according to their expectations. The emotional value is
the ability of all levels of good (asset), including its third level — a product with
support, to generate a positive perception of the product and the emotional attachment
of consumers to it. The social value is the ability of good (tangible or intangible
assets) to meet the needs of not only individual consumers according to their
expectations, but also the reference groups and a society as a whole, which will
positively impact on the competitive position of the company. The total value is the
ability of good to satisfy the needs of all members of the chain formation according to
their expectations.

Following the main provisions we can affirm that a consumption value today —
is a comprehensive system, that includes components from the products’ quality and
to the coverage of important social issues and trends. Therefore, enterprises are
forced not only to meet the requirements set by the market, but also to predict them,
basing on their own needs, as the members of the society. We consider the
aforementioned as a perspective direction for future research.
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