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Abstract

The paper is devoted to a comparative analysis of theoretical approaches to the formation of a value proposition and its understanding
by representatives of Russian companies. The existing theoretical approaches to the formation of a value proposition are considered,
as well as the main tools used in its formation in practice. To determine the theoretical approaches, more than 50 articles from leading
economic journals were analyzed. To analyze the understanding of the value proposition, Russian companies conducted in—depth
semi-structured interviews with managers of 84 Russian and foreign companies representing customer service departments, sales
departments, innovation activities, strategic management, marketing and brand management departments.

The analysis has shown that for most employees of companies, the concepts of a value approach in management and a value proposition
are limited to standard categories, such as price, quality, and direct satisfaction of needs. This is especially true for representatives of
Russian companies and firms that conduct their business only within Russia and CIS countries. While representatives of international
companies noted the importance of the entire range of value formation tools in one way or another evenly, respondents from Russian
companies clearly relied on product components and price in their answers. It should also be noted the leadership of product tools in
both cases, and if Russian respondents focused only on the quality of the product in their answers, then representatives of international
companies often noted the importance of the assortment and uniqueness of products.

The result of the study was to determine the importance and place in the process of forming a value proposition of such tools as joint
value creation with the consumer and the involvement of personnel in joint value creation.

The author's approach to the formation of value proposition by companies is proposed in the article. The proposed matrix model allows
you to quickly determine which factors and tools companies need to focus on first.
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Introduction

The current dynamics of macroeconomic indicators is
characterized by a decline in GDP, an increase in inflation,
a fall in real monetary incomes of the population and a
reduction in effective demand. Macroeconomic trends have
a negative impact on effective demand and, accordingly,
change consumer behavior. This, in turn, makes it necessary
to transform the value proposition of companies.

However, at the present stage there are no empirical
studies of how the concept of a value proposition is defined
by the management of modern companies, and what tools are
used for its formation. Such a study is especially relevant in
connection with the fact, that these are practitioners, who are
responsible for the implementation of the value generation
strategy and the choice of business models by modern
companies. The study of a value proposition formation
from the academic and practical point of view is significant
both for research scientists and for representatives of the
management in modern companies, as it allows us to develop
a unified platform for understanding management practices.
The results of this research will contribute to the mutual
study of management practices and their wide dissemination
among Russian practitioners and company management.
Unity in understanding of the value proposition and the tools
for its formation contributes to bridging the gap between
the theory and practice of strategic management. It is
especially important for companies operating in emerging
markets, including Russia, where companies apply theories
worked out for developed markets. Therefore, the study of
the opinions among management representatives in Russian
companies is of particular interest.

The purpose of this article is to identify differences in the
definition of a value proposition concept by researchers and
representatives of the management in Russian companies.
To achieve this goal, first of all, the points of view existing
in the academic literature were analyzed and current models
and tools for creating a value proposition were considered.
As part of the empirical study, in-depth interviews were
conducted with representatives of domestic and foreign
companies operating in the Russian market.

The structure of the article is as follows: in the first part,
the theoretical provisions related to the concept of a value
proposition, models and tools for its formation are given,
then the methodology of the study is presented, in the final
part the results are described and conclusions are drawn.

1. Theoretical review. Approaches to
understand customer value

There are quite a few different perspectives on value and
customer value creation [Windsor, 2017]. At the same time,
there is still no single approach to understand the value,
either in theory or among practitioners.

The first studies of value belong to A. Smith who used the
paradox of water and diamond as an example and showed the
importance of the difference between value in exchange, on
the one hand, and value in use, on the other. Subsequently, the
notion of value as exchange value introduced in “The Wealth
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of Nations” by Smith became the predominant definition of
value in economics [Vargo et al., 2010]. According to this
logic, value is created when the price consumers pay for
goods or services exceeds the production.

However, the changes taking place in the economy:
globalization, technological development, new methods of
competition have led to a transformation in the understanding
of value as an exchange value [Gummesson, Mele, 2010;
Vargo et al., 2010].

The most important turning point in the evolution of
the value concept was the shift in focus to a consumer. In a
rapidly changing competitive environment a business can no
longer consider a consumer only as a source of income and
a homogeneous mass of customers. A deep understanding
of customer value and, accordingly, the formation of an
effective value proposition by the company are coming to
the fore.

The development of marketing concepts has led to
the understanding that consumers do not receive value
directly from the product itself but rather from its use or
consumption, as well as from interaction with other entities
interested or involved in the value creation process [Katzan,
2008; Polese et al., 2017]. Later, this understanding initiated
the development of value co-creation theory [Akaka et al.,
2014].

M. Rokeach's theory of consumption values interprets the
term "value" as a belief that any form of behavior or final
state of existence for a person or society is more preferable
than the opposite one [Rokeach, 1973]. This allows us to
conclude that value predetermines consumer behavior model,
consumption style, lifestyle, the choice of certain services
and goods, on the basis of which it is possible to determine
the consumer's propensity for specific brands or values.

The article [Gallarza et al.,, 2011] identifies two
dimensions of customer value — economic and psychological.
The first is connected with the price and determines the
transactional value, the second relates to the value that can
have an emotional and cognitive impact on the choice of a
particular brand or product.

In the literature the use of the terms value proposition
or customer value is quite widespread. Value proposition is
a certain set of benefits that the seller can provide to the
consumer in exchange for any unit of value (in monetary
or other beneficial form). R. Kordupleski was the first to
use the concept of customer value in his writings: “value
proposition is a business or marketing statement (main
position) that describes why customers should purchase a
product or use a service” [Yar Hamidi, Gabrielson, 2018].
F. Kotler characterizes the value perceived by the buyer as
“the difference between the total value of the product for
the consumer and its total costs”. The total value for the
buyer is “the totality of benefits that he expects to receive by
purchasing a product or service”, and total costs are “the sum
of costs expected by the buyer when evaluating, receiving
and using a product or service” [Kotler, 2006]. According to
the theory of J. Narver and S. Slater, the concept of consumer
value is the result of comparing the benefits received by the
consumer as a result of the acquisition and use of a product
and the costs of getting this product [Narver, Slater, 1990].
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It is important to note that the above definition of consumer
value reflects to a greater extent its essence as a category that
ensures the unity of price and quality due to the fact that the
consumer compares the benefits that he receives from the
product with its price.

The work of Nagle and R. Holden mentions that the
economic benefit for consumers is the price of the best
alternative for users — the reference price and the value of
any differences between a product offer and an alternative
one, the value of differences [Nagle, Holden, 2002]. From
the point of view of J. Forbis and N. Mehta, the economic
attractiveness for the recipient is the winning amount that
the buyer will be willing to pay with a parallel complex of
the estimated value of the product offer and other available
offers [Forbis, Mehta, 1981]. M. Christopher also defines
value as "the amount of money representing the difference
between the monetary equivalent of perceived benefits and
the price" [Christofer, 1982].

V. Zeithaml noted that consumer value is “a buyer's
overall assessment of the usefulness of a product based
on the perception of what he receives and what he gives
in return” [Zeithaml, 1988]. This leads to the fact that
the basis of customer value is a comparative analysis
of the benefits and costs perceived by the consumer. A
significant number of researchers adhere to this point of
view. K. Monroe recommends using the value-benefit-
cost formula [Monroe, 1990]. Because of the fact that this

Trachuk A.V., Linder N.V., Tuayev V. .

approach is one-dimensional, it partially simplifies the
assessment of value and does not provide the opportunity
to obtain complete data for a subsequent analysis. For this
reason, other researchers adhere to the application of a
multidimensional approach in which economic, functional,
emotional and psychological aspects are distinguished.
After all, a complex value representing a multidimensional
object consists of the following elements: as the perceived
price, benefits and risks on the part of the consumer, quality,
brand, service, etc. Another interpretation was proposed by
P. Woodruff, ex-president of the Coca-Cola Company. In his
opinion, "customer value is the perceived advantage by the
consumer when evaluating the properties of the product, the
attributes of its presentation, as well as the consequences of
its use, which contribute to the achievement of the goals and
objectives of the consumer in relation to a particular case of
using this product" [Woodruff, 1997].

Key approaches to understanding customer value are
presented in Table 1.

It is important to note the fact that the process of
identifying customer value and creating a value proposition
can only be effective with the joint involvement of the
maximum number of participants, company divisions, as
well as with the unconditional involvement of consumers.
In addition, customer-focused companies are able not only
to produce goods and provide services in accordance with
needs, but also to influence the formation of needs, the

Table 1
Key aspects of understanding consumer value

Key aspects of understanding consumer value

A certain form of end state or behavior for a person (consumer) or society is more preferable than another form M. Rokeach, 1973

A value proposition is a business, statement, or positioning that helps the consumer understand why they should R. Kordupleski, 1980

buy a particular product or service.

Value is expressed as a monetary amount, being the difference between the price and the benefit that a product or M. Christopher, 1982

service actually brings.

Consumer evaluation of product or service benefits which is based on the perception of what a person gives and

what he receives in return

The result of comparing the benefits received after the acquisition of goods with material costs

W. Zeithaml, 1988

S. Slater, 1990

The feeling by the consumer of that advantage in evaluating a product or service, its attributes, as well as the

consequences of use, which contributes to the achievement of the original goals and satisfaction of a particular

need

The whole set of benefits that a consumer expects to receive by purchasing a particular product or service

R. Woodruff, 1997

F. Kotler, 2006

The economic dimension of value in the form of transactional value, as well as the psychological aspect of value M. Galarza et al., 2011

associated with the direct impact of a cognitive and emotional nature

Source: compiled by the authors.
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creation of value using all their experience and knowledge.

Woodruff in his work describes three key stages that
allow to understand the essence of the value perceived and
desired by the consumer [Woodruff, 1997]. At the first stage,
the consumer studies a particular product or service, as well
as the attributes associated with it. After purchasing and
using the product, the consumer has a set of emotions, desires
and preferences associated with a consumer experience from
using the product, which is the second stage. In the third
stage, consumers focus on achieving their specific goals with
the product and satisfying needs based on desired consumer
experience. This model describes desired and perceived
customer value, allows you to understand exactly how the
consumer evaluates a product or service, what goals he
pursues, as well as what feelings and emotions he experiences
in the process of consumer experience [ Woodruff, 1997].

J. Simova in her works studies consumer value based
on price and quality indicators, including the benefits and
risks that the consumer receives in the process of using
products, both tangible and intangible ones [Simova, 2009].
This structure of value based on value for money allowed
Simova to expand her concept by adding new elements
of value to it. The model describes the benefits that the
consumer receives in the process of using the product and the
risks that he may incur. Benefits can be represented by the
following elements of customer value: functional (product
or service quality), psychological (psychological, emotional,
cognitive), epistemic value, brand value, service process
value, and value associated with other secondary conditions.
The following aspects can be attributed to the risks: time,
price, transportation costs, ease of use, availability, resources
expended, maintenance costs, as well as other opportunity
costs that directly affect customer satisfaction.

Kotler describes one of the most effective types of modern
brand promotion — experience marketing — as “marketing
using positive life experiences and positive impressions

Formation of a value proposition for clients: Theoretical approaches and understanding of representatives of Russian companies

of consumers who are prone to searching for new, unusual
sensations. Sellers have to think more and more not only
about selling a product or service, but also about developing
and offering a positive experience to the consumer. It is
necessary to take into account positive impressions that
consumers already have when buying a product or service
and find a way to imitate such impressions” [Kotler, 2008].

J. Pine and J. Gilmore consider impressions as the
fourth economic proposition and believe that this is the key
factor in effective business growth [Pine, Gilmore, 2005].
Firms claiming leadership positions in the industry simply
have to use the tools of experience marketing in the current
market conditions. The process of customer value evolution
proposed by Pine and Gilmore is shown in Fig. 1.

Obviously, all previous types of economic proposals and
approaches to value affected the inner world of a person, his
emotions, while impressions are individual to a lesser extent;
they are the result of indirect interaction with the buyer at an
intellectual, emotional and physical level. Kotler notes that
“modern companies need to understand that they produce
experience, not products, and add value to customers rather
than provide services. Consumers crave experiences and
wish for paying money for them” [Kotler, 2006].

Despite the fact that the economic proposal is increasingly
taking on an intangible form, its value is becoming more
significant and tangible. Pine and Gilmore in their work note
that "people save on goods to buy more services, so they
save time and money on services in order to acquire more
valuable experience for them" [Pine, Gilmore, 1998]. That is,
companies setting themselves the goal to achieve the greatest
possible satisfaction of consumers should offer exactly the
experience, strive to form an emotional attachment to the
brand along with rational preferences, which mainly affects
the degree of need satisfaction.

Table 2 presents the key elements of the consumer value
category.

Fig. 1. Evolution of consumer value

Competitive position -

Customer needs

differentiated - are taken
Impression :
setting into account
Supply
of services
Production
of goods
Extraction
of raw materials
Customer
/ needs are
Competitive position - ) ntot taken .
i i . , n n
undifferentiated Market Price Market margin into accou

Source: [Pine, Gilmore, 2005].
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Table 2
Key elements of the “Consumer value” category

Trachuk A.V., Linder N.V., Tuayev V. .

The elements of consumer value Authors

Consumer value is utility, price and quality

Consumer value is the best balance between price and quality of a product.

Value for the consumer is an exclusively emotional perception of the product which is formed under the
influence of consumer experience and product characteristics, the consequences of consumption, and the
consumer's personal values.

Consumer value is the functional, utilitarian, physical satisfaction of the consumer.

Value for consumers is not only the functional conformity of the product but also the satisfaction of some social

norm (“successful person”, “business”, etc.)

Value for consumers is the functional, social and aesthetic satisfaction of consumption

Value for the consumer consists of the ratio of four elements: emotional satisfaction, satisfaction of social
needs, quality, price

Value for the consumer is emotional satisfaction, satisfaction of social needs, quality, price, brand possession.

Value for the consumer is new, the possibility of obtaining new knowledge, new information, possession of
something new

Customer value is the added value between the benefits and costs of using a product.

[Lapierre et al., 1999]

[Day, Crask, 2000]

[Brunso et al., 2004]

[Pura 2005]

[Sweeney, Soutar, 2001]

[Wang et al., 2004]

[Spiteri, Dion, 2004]

[Zeithaml, 1988]

Customer value is dynamic and situational. The consumer perceives value in many ways depending on

different settings and contexts

Value for the consumer depends on the preferences and assessments of the consumer, including the degree to
which his goal is achieved, the value received and further opportunities and consequences.

Source: compiled by the authors.

Fig. 2. A. Osterwalder’s model of value proposition formation

Benefit creation Benefits
.
Product
features
7 S
Pain control
PRODUCT CLIENT

Source: [Osterwalder et al., 2017].
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[Sweene, Soutar, 2001]

[Woodruftf, 1997]

2. Models of forming
a value proposition

A value proposition is most often understood
as the totality of those benefits and advantages a
business is ready to offer to a consumer. Examples
of such benefits include novelty, customization,
performance, convenience, uniqueness, design,
brand, price, and many other factors.

One of the most common models for forming
a value proposition is the model of value building
proposed by A. Osterwalder [Osterwalder et al.,
2017]. A template for the complex construction of
a value proposition is shown in Fig. 2.

The model consists of two understanding
blocks — a product and a client, all of which are
divided into three segments corresponding to each
other, with mutual consideration and comparison
of which one can come to the construction of an
effective value proposition. When compiling a
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Fig. 3. Structure of the process of creating value
for the consumer by Yudin and Yuldasheva

These elements are of particular importance in
the process of creating a value proposition, since
cach of them is necessary to form customer value.
It is easy to imagine that the absence or low level

— Management system of a value creation process —— of at least one of them can significantly destroy the
(planning, organization, control) whole complex of a value proposition and turn the
consumer away from the company's offer.
2 Advances 3 3
5 :j%lég]l?rr::es Finances | in technology | Logistics Marketing 8 YUd%n and Yuldasheva offer in some way a more
3 and R&D § | modernized and complex model of value creation,
2 > . . .
L —N 2 taklpg into accgur}t ngtwprk commupltles (Elg. ‘3).
£ —/ Business process organization taking into account maximization —/ 2 An important distinguishing feature is the division
X of consumer value and cost minimization S| of the model into four levels arranged according
Customer service to the degree of their impact on a value creation
Provision . Sales (consumer service) before,
and Production and in the act and after process.
- purchasing distribution | purchasing (in the process - According to Yudin and Yuldasheva, this
of consumption)

model is of particular importance in the process of
forming a value proposition, since "these are the

Source: [Yudin, Yuldasheva, 2012].

Fig. 5. The value creation model in the interaction of the company
and the client, Prahalad and Ramaswamy

consumer profile and a value map as well as with
further qualitative comparison of segments to each
other, it seems possible to build an effective value
proposition that allows you to meet the needs of
the customer base and, if possible, even exceed the
consumer's expectations from the offered products
or services.

O. Yudin and O. Yuldasheva identify six key
elements in the formation of a value proposition
[Yudin, Yuldasheva, 2012]:

e product, service (key features);

e information characteristics
positioning);
after-sales service;
terms of payment and purchase;
offer price;
product consumption technology.

Client
(a participant in the value
creation and a competitor
in the achievement

of an economic value)

Market
(experience

in the creation

of a unique value)

Company
(a participant in value
creation and a competitor
when achieving

an economic value)

Source: [Prahalad, Ramaswamy, 2004].

(recognition, brand, arcas that provide long-term competitive advantages and
the development of the company's competencies" [Yudin,
Yuldasheva, 2012].

The value creation model proposed by A. Slivotsky and
D. Morrison is shown in Fig. 4. Here the chain is built in the
direction from the consumer to the company, where the main
source of forming a value proposition is the
behavioral characteristics of the consumer,
his decisions and preferences.

Thus, in this model, processes such
as production, resources, transportation,
management, distribution channels, etc., are
secondary. The source of forming a value
proposition is the consumer himself, and

everything else only serves his interests.

Fig. 4. The value chain according to Slivotsky and Morrison

Shopping criteria >

)
)

Consumer
dissatisfaction

Preferences

/

Influence, power As part of a value proposition creation,

Inventory Assets/ the quality interaction between the
Decision-making Consumer Channels ) Offers and Egr)rllpe- company and customers is of undoubted
process priorities rawt al tencies importance. According to K. Prahalad
Opportunities materiais and V. Ramaswamy, in the context of the
for shopping current market competition, the key link in

value formation is precisely the partnership
between the consumer and business,
where the market is a kind of platform
for the implementation of this interaction
[Prahalad, Ramaswamy, 2004].

The authors believe that the client is
able to be actively involved in the process
of forming a value proposition and identify

13

Customer behavior

Functional needs

NN UN
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Source: [Slivotsky, Morrison, 2003].
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Fig. 6. The ladder of increasing the value
of the product for consumers, P. Doyle

High level . High
Innovation
1\ for consumers /I'\
| |
1 Providing consumers 1
1 with economic value 1
1 1
Market Value added
competition Quality product with excellent value
1 1
1 1
| |
: High quality product :
v v
Low level Goods that meet consumer needs Low

Source: [Doyle, 2001].

two important principles underlying the proposed model
[Prahalad, Ramaswamy, 2000]:

1. Interaction is an important component in value creation

for the company and the client.

2. Shared experience is the basis for value.

Prahalad and Ramaswami also note in their papers
that “customers are part of the ecosystem, they create
and extract business value; customers are co-producers of
personalized experience; the company and consumers should
have common goals in education, formation of impressions
(experience) and in joint creation of company recognition in
the market of goods and services” [Prahalad, Ramaswamy,
2000].

K. Gronros and P. Voima also consider the consumer as
the main partner in value creation, calling him a key resource
in the successful development and growth of the company
[Gronroos, Voima, 2012]. In their opinion, the company is
capable of producing only potential value, but the client
himself can have a direct impact on what exactly the final
product should be.

In turn, A. Helkkula and K. Kelleher also believe that
“the client not only determines the value, but holistically
forms it in the process of his experience” [Helkkula,
Kelleher, 2010]. In their opinion, value is a fairly dynamic
category and directly depends on changes in public
sentiment and consumer preferences. Voima et al. in their
papers say that “consumer experience is a constantly
evolving process that contributes to the formation of value,
taking into account past, present and future experience”
[Voima et al., 2010].

According to Ramaswamy, “value is increasingly being
formed together with the firm and the client, and not just
within the framework of the firm” [Ramaswamy, 2011].
Today's client is looking for freedom of choice when
interacting with a company through a large number of events
and experiences. The market, in turn, considers the customer
not as the ultimate goal for its offer, but as a key source
of value creation [Ramaswamy, 2011]. Following this,

14

Ramaswami notes:

1. Value is a function of customer experience.

2. The experience of the company is born in the process
of interaction with the consumer.

3. Any firm should contribute to the value creation based
on the experience.

4. Theresult of value creation is influenced by the process
of effective and meaningful customer experience
[Ramaswamy, 2011].

V. Ramaswamy and F. Gouillart in their work note that
while the network economy is gaining momentum, it is
extremely important to involve customers in the process
of creating value and gaining experience [Ramaswamy,
Gouillart, 2010]. To build trust, companies should be
transparent and accessible to their customers, which helps
them clearly identify the strengths and weaknesses of a
company's value proposition.

1. Lipsits in his work distinguishes three levels of value
creation factors together with the consumer [Lipsits, 2007].
The first level is related directly to the product or service
including packaging, features, price, design, performance,
features. The second level consists of services that
accompany the product or service such as pre-sales or after-
sales service, regular updates and upgrades, etc. The third
level defines various intangible factors directly related to
the company and product: reputation, positioning, feedback
from other consumers, image, brand strength, and others
[Lipsits, 2007].

The level of value for the consumer of a particular product
or service directly affects the efficiency of the business, its
resulting indicators such as sales, revenue, profit. A similar
relation is presented by the ladder of the increase in product
or service value for consumers proposed by P. Doyle [Doyle,
2001]. It is shown in Fig. 6.

The left side of the figure reflects the degree of
competition effect on business, the right side shows the
level of business value added. As can be seen from the
figure, the higher the product or service is placed in this
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Fig. 7. The position of companies in the international market

MARKET

Local;
10.8%

International;
47.3%

Source: compiled by the authors.

hierarchy, the more significant benefits
the company can receive. Accordingly,
the more steps the proposed product
corresponds to, the more effectively
the value proposition realizes itself and
the better the company achieves in the
framework of conducting business. It
is also important to note that reaching
a higher stage on the value ladder
also entails certain difficulties for the

The Russian
Federation;

41.9%

CAPITAL

Mixed;
10.8%

The Russian
Federation;

58.1%

Foreign;
31.1%

Fig. 8. Industry structure of the study sample

Sectoral structure

Other
Education
NPO
e-Business

21.1%

Medical services
FMCG

company in terms of responsibility and
a significant contribution of additional
resources. However, if all stages are

Financial services
Consulting and business — services
Wholesale and retail trade

successfully overcome, the subsequent
benefit for the company is able to cover
all intermediate costs through real
growth in revenue as well as business
margins.

IT and telecommunications 16.7%

o '

0.0% 5.0% 10.0% 15.0% 20.0% 25.0%

Source: compiled by the authors.

When building an effective offer, it is important to
consider the key factors of a successful value proposition.

Of course, it is difficult to talk about the existence
of such universal factors for each specific case.
However, in our opinion, it is necessary to have, in a
certain sense, support in the form of factors and signs
of a successful value proposition in its construction.
One of these most comprehensive lists was proposed
by A. Osterwalder in his work “The development of
value propositions. How to create goods and services
that consumers want to buy. In his opinion, a good
value proposition:
e [s a part of a successful business model;
e is focused on unrealized tasks, unresolved
problems and outstanding benefits;
e is focused on those tasks, problems and benefits
that are most significant to the consumer;
e corresponds to the understanding of success by
the consumer;
e is not limited to functional tasks and takes into
account emotional and social tasks;

Online www.jsdrm.ru

Fig. 9. Age structure of the sample
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Table 3
Category “Value for consumers” elements

Frequencies of mention

Research
Russian Foreign
. ef Total %
companies companies

Consumer value is utility, price, and quality [Lapierre et al., 1999]. 15 12 27 23.9
Consumer value is the best correlation between price and quality [Ulaga, Chacour, 1 10 1 18.6
2001]. :
Consumer value is a purely emotional perception of a product, formed under the

influence of consumer experience and product characteristics, the consequences of 1 8 10 88
consumption, and the consumer personal values [Baker et al., 2004; Brunso et al., :
2004].

Consumer value is a functional, utilitarian, physical satisfaction of the consumer 3 6 9 8.0

[Wang et al., 2004].

Consumer value is not only the functional conformity of a product, but also the
satisfaction of some social norm ("successful person," "business person," etc.) 1 4 5 4.4
[Sheth, Parvatiyar, 1995].

Consumer value is the functional, social and aesthetic satisfaction of consumption D) 3 4 35
[Spiteri, Dion, 2004]. :

Consumer value is composed of the correlation of four elements: emotional 0 2 2 1.8
satisfaction, satisfaction of a social need, quality, price [Sweeney, Soutar, 2001]. :

Consumer value is emotional satisfaction, satisfaction of a social need, quality, price, 1 7 3 71
the possibility of having a brand [Wang et al., 2004]. :

Consumer value is something new, an opportunity to gain new knowledge, new 5 7 9 8.0
information, to have something new [Spiter, Dion 2004]. :

Consumer value is added value between the benefits and costs of using a product 1 2 3 27
[Zeithaml, 1988] :

Consumer value is dynamic and situational. The consumer perceives value 1 3 4 35
differently in different settings and contexts [Woodall, 2003; Zeithaml, 1988] :

Consumer value depends on the preferences and assessments including the degree
of achieving the goal, the value received, further opportunities and consequences 5 6 11 9.7
[Woodruff, 1997]

Total 43 70 113 100

Source: compiled by the authors.

16 Online www.jsdrm.ru



Strategic Decisions and Risk Management, 2022, 13(1): 1-84

Trachuk A.V., Linder N.V., Tuayev V. 0.

Table 4
Common and differing components of value for the consumer,
identified among researchers and practitioners

Company
Elements Research workers representatives -
practitioners

Physical value of the product
Functional compliance of the goods
Emotional satisfaction

Dynamism of value

Common Value for money
Satisfaction of social needs (norms)
Company reputation (brand)
Opportunity to gain new knowledge
Possibility of owning a brand
Incremental value -
between benefits and glr; pgs;g%f;zlrue on
costs from using goods
G g Targeting consumer
Situational value segments
Differin,

- The sum of the
Personal values of the components:
consumer usefulness and

guarantee

Evaluation and use
of the company's
existing experience

The consequences of
consuming a product
(service)

Source: compiled by the authors.

Fig. 10. Value formation tools according to representatives
of Russian companies

Product
49.9%
Personnel Price
30.1%
4.0%
0
10.0% 6.0%
Brand Service

Source: compiled by the authors.
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Table 5
Tools for creating a value proposition for customers

‘of mention | " of respondents

Research

Y Russian Foreign
(1) . .
companies | companies

Improving

product (service) A 5 L
quality 118 223 75 96
Product range 46 8.7 47 63
uniqueness 25 4.7 14 30
ongl“;g}(g)cﬁllgtpme 127 240 88 86
Improving service 57 10.8 26 69
ease of choice 14 2.6 6 14
risk reduction 14 2.6 8 12
ease of purchase 25 4.7 20 27
ease of use 4 0.8 0 7
Brand building 81 153 46 88
uniqueness 6 1.1 2 10
acceptance 75 14.2 46 81
Staff 75 14.2 56 70
professionalism 33 6.2 23 37
relations 18 3.4 6 20
customer focus 10 1.9 4 16
personal qualities 14 2.6 10 10

Source: compiled by the authors.

Fig. 11. Value formation tools according to representatives
of international companies

Product
27.5%

Personnel Price
17.1% 15.9%
21.3% 182%
Brand Service

Source: compiled by the authors.
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Table 6
Tools for involving customers in joint value creation

Frequencies of mention

Research Examples of respondents' answers

Russian Foreign
companies companies

Feedback — filling Questionnaires, online surveys, reading consumer
reviews; The opinion of consumers has always been

important to us, therefore, when creating a value
proposition, we in most cases interact with customers 17 30 47 362
areview on the Internet (surveys, reviews, wishes); Each client can use the :
by the consumer, efc phone number listed on the site as well as at each
[Piller, Thl 20091 : retail Qutlet; Qpestlonneures, online surveys, ratings of

> blacklist suppliers

out a questionnaire
by the consumer developed
by the company, writing

“Co-production”

is characterized

by the participation

of a consumer in creating
joint value with the company
at the final stages of

creating a service (service
consumption) [Shaw et al.,
2011; Chathoth et al., 2013]

We involve clients in the process of discussing

prepared reports and memorandums, adjust our

own opinion and conclusions based on the client's 3 5 3 6.2
comments; Collaborative development of a product :
that would meet the needs of this particular customer

contributes to the creation of a value proposition

The use of innovation, creation of an integrated offer,

“Service innovation” expansion of services; High-quality service is the
[Lawer, 2006; Shaw et al., basis of our company's work, we pay close attention 3 7 10 7.7
2011; Chathoth et al., 2013]  to training our employees in customer interaction

techniques

The client is first offered a range of planned values,
“Customization” after which his opinion is listened to and something is
[Piller, Ihl, 2009; Shaw et al., added depending on the need; Each problem, as a rule, 5 6 11 8.5
2011; Chathoth et al., 2013] s individual, and its solution is applicable to a specific

object with given requirements.

Participation of consumers in various events within
the framework of event-marketing, promotions;
Companies willingly participate in our research, which
we regularly conduct, and then publish the results; 10 15 25 192
events initiated by both the EVTr}(’i mor(litih yvei' run a large nu}rlx}bﬁr_ of plromotlons q
company and consumer including digita car(;lpalgps, W th involve n&oge an
himself [Vivek etal, 2012]  OIe consumers an motivate them to try and buy our
products more often

The interaction

of a consumer with the
company as well as his
participation in promotions/

We have official accounts on social networks where
communication takes place, mainly with potential
future employees, but nevertheless, I think their
“Virtual brand community” wprk can be qalled effective; In additioq to the
[Brodic et al., 2011] virtual reception, there are pages on social networks, 10 19 29 223
" where work is also carried out to track complaints
and suggestions; In social networks there are groups
("VK", "Facebook"), as well as promotions on forums
visited by the target audience

Total 48 82 130 100%

Source: compiled by the authors.
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Table 7
Common and different signs of a successful value proposition, highlighted among researchers and practitioners

Company representatives — practitioners

Poorly copied

Orientation specifically to problems and benefits that are significant for most people, and for which they are willing to

pay

Outperforms competitors in at least one aspect

Accounting for emotional and social aspects

Solve problems significantly better than competitors

Orientation to the most important and essential needs of a client

Elements Research workers
Common
Part of a successful business model
Differing Aligns with the consumer's understanding of success

Orientation to unsolved problems and consumer

problems

Source: compiled by the authors.

e is focused on those tasks, problems and benefits that
are significant to many people or for which some are
willing to pay a lot of money;

e outperforms competitors in at least one aspect;

e solves the problems of consumers much better than the
proposals of competitors;

e is difficult to copy [Osterwalder et al., 2017].

Thus, adhering to the described features, the company
significantly increases the chances of building a successful
value proposition — after all, each of them is a fundamental
aspect of effective business in most areas. With the
development of the economy and society as a whole, it is
important for companies to understand that at present the
key factor of success is precisely the construction of a
successful value proposition and its competent integration
into the business model. This fact constantly imposes
new requirements for determining and creating value that
correspond to the current level of the society development
and competitive environment in the economy.

Therefore, value having gone through various stages
in its evolution is currently the basis for the formation of
organizational culture and value proposition, business
modeling and the overall functioning of the organization.
However, it is important to note a significant difference
in approaches to define and understand value and a value
proposition.

Ability to compete on price based on successful cost
minimization by optimizing production processes

Great potential in terms of life cycle, i.e. it will be in
growing demand for a long time

Taking into account the concept of sustainable
development

3. Methodology
of sample study and description

To collect the opinions of company representatives on
what they mean by a value proposition, an in-depth interview
method was used on the basis of a semi-structured guide. The
guide included questions that were aimed at understanding
of a value proposition and its formation in companies, for
example: “What do you understand by a value proposition?”,
“What components of a value proposition are most important
for the company?”, “What tools does the company use to form
a value proposition?” suggestions?" In addition, questions on
the activities of the company in which the respondent works
were added to the guide.

Respondents were selected based on their best knowledge
of product management and value proposition building.
Since the design of the study involved the participation of
one or two representatives from the company, a total of 113
in-depth interviews were conducted with representatives
from 83 companies. The interview took place from October,
2021 to March, 2022. The duration of the interview ranged
from 25 minutes to 1 hour, the average interview time was
40 minutes'.

An analysis of the market in which the respondents work
showed the following: 43.2% of the companies included in

! The authors express their gratitude to the students of the Master's program "Innovation Management and Entrepreneurship”, Graduate School of Management of the Financial

University, for their help in conducting interviews with respondents.
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the sample operate in the B2B market, 37.8% — in the B2C
market, 18.9% — in both markets. 31.1% of the companies
offer their customers goods, 54.1% — services, and 14.9% —
both goods and services. The data allow us to state that the
sample is quite representative and all types of companies are
proportionally represented in it according to the specified
parameters. In capital structure, 58.1% have only Russian
capital, 31.1% have only foreign capital, 10.8% have mixed
capital, of which 47.3% work on the international market,
10.8% on the local market and 41.9% — at the national level
(Fig. 7). The sectoral structure of the sample is shown in
Fig. 8.

The study presents a wide range of companies from
various industries to exclude the influence of a particular
industry on the results of the study.

The sample is divided into two equal parts according to
the threshold value of 20 years. A large number of young
companies are represented — up to 5 years of activity, the
total share of which is 17.6% (Fig. 9).

Thus, in the presented sample, companies of various sizes
and organizational designs are proportionately represented,
covering most types of organizations operating in the
Russian market.

4. The results of the empirical study

After transcribing the in-depth interviews, the materials
were studied by using content analysis. The elements of
value for the consumer highlighted in the respondents'
answers to the question "What do you understand by value
for customers?" are presented in Table 3.

The results presented in the table allow us to determine
the most common characteristics of consumer value: price,
quality. Also, in a significant number of cases, respondents
emphasized such value characteristics as emotional
perception and benefits for the consumer. In some ways,
this is due to stereotyped and formulaic thinking towards the
creation of a company's value proposition.

At the same time, characteristics of customer value, such
as the dynamic nature of value, the social mission of the
brand/company, added value were mentioned once or not
mentioned at all.

Thus, the analysis of "value for the consumer" concept
allows us to conclude that for most employees of companies
from various business areas the concepts of a value approach
in management and a value proposition are limited to
standard categories, such as price, quality, direct satisfaction
of needs. This is especially true for representatives of
Russian companies and firms that conduct their business
only within our country. As can be seen from Table. 3,
the number of responses from representatives of Russian
companies exceeds or is equal to similar responses from
representatives of international companies only in the first
two cases, when it comes to the price/quality ratio or the
direct usefulness of the product, that is, the most standard
and primitive understanding of a value proposition. In other,
more non-standard elements of a value proposition, Russian
respondents are represented in a relatively insignificant
manner.
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Table 8
The degree of influence of factors on the formation
of a successful value proposition

Degree
of importance

%

Factors that form a successful

value proposition

Focused on unmet tasks, unresolved 23.4
problems and unrealized benefits :

Solve consumer problems significantly 19.6
better than competitors' offerings :

Outperforms competitors in at least 12.8
one aspect ’

Focused on those tasks, problems
and benefits that are most significant 10.6
to the consumer

Part of a successful business model 8.4

Focuses on those tasks, problems
and benefits that are significant to many
. o 8.2
people or for which some are willing
to pay a lot of money

Goes beyond functional tasks and takes
) ! . 6.5
into account emotional and social tasks

Hard to copy 6.0

Corresponds to the consumer's 44
understanding of success ’

Source: compiled by the authors.

The analysis allows to compare common and different
characteristics in determining value for customers.

Tools of value creation most frequently named by
respondents are presented in Table. 5.

According to the respondents, the most significant value
creation tools are quality, acceptance and price. At the same
time, tools such as ease of use and brand uniqueness are
almost never used in the practice of Russian companies,
which can be explained by the insufficient level of Russian
personnel’s knowledge of the entire spectrum of creating a
value proposition, and especially its most complex tools. It
is even more interesting to see the distribution of answers
from representatives of Russian and international companies
(Figures 10 and 11).

As can be seen from the figures, the distribution is very
different in the first and second cases. While representatives
of international companies noted the importance of the
entire range of value-creating tools more or less evenly,
respondents from Russian companies clearly relied on
product components and the price in their answers. In this
case, we see arepetition of the importance of the price / quality
indicator on the part of practitioners — representatives of
Russian business, while in international companies the price
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Table 9
Matrix model of value proposition formation

Value pr tools

Improving Improving v
the product service Brand Personnel Additional tools

Factors to form a successful value
proposition

Price regulation
(lowering the price)

Ease of use
the staff

ease of choice
Attitude

Uniqueness
Reduced risks
Ease of purchase
Communication
Professionalism
Personal qualities
development

Quality / functionality
Product offering
Focus on customer
Co-creation of value with
Involving the consumer
in the co-creation of value
The concept of sustainable

Oriented at unsolved problems,
unrealized tasks and benefits

2 Solves the tasks of consumers much
better than competitors

3 Outperforms competitors in at least one
aspect

Oriented at those tasks, problems and
4 Dbenefits which are more important for a
consumer

5 Isapart of a successful business-model

Oriented at those tasks, problems and

6 benefits which are important for many
people or for which people are ready to pay
more

7 Is not limited by functional tasks and takes
into account emotional and social tasks

8  Hard to copy
9 Corresponds to the consumer's
understanding of success

Direct influence

Indirect influence

Minimum/no connection

Source: compiled by the authors.
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indicator plays a smaller role and the distribution is almost
uniform. The leadership of product instruments in both cases
should also be noted, and if the Russian respondents in their
answers focused only on the quality of the product, then the
representatives of international companies often noted the
importance of the range and uniqueness of products.

When asked about value creation together with their
staff, most Russian companies admitted that they rarely
involve staff in this process. In foreign companies, on the
contrary, personnel is one of the key sources of forming a
value proposition. Companies often develop and encourage
internal entrepreneurship, when each employee can put
forward their own innovative ideas, and after the analysis
and approval from managers these ideas can be turned
into real projects with full support and resources from the
company.

When asked about co-creating value with customers,
most companies admitted that they involve customers
whenever possible using mostly questionnaires and surveys
that help learn about customer preferences, desires, and
customer satisfaction. At the same time, it is important to
note that a greater variety of tools and methods of interaction
with consumers is found in foreign companies. However,
in recent years, Russian companies have been increasingly
focusing on business development through interaction with
customers.

The most common tools for involving customers in joint
creation of value are presented in Table. 6.

It can be seen from the data in the table that the most used
tools for engaging consumers in joint value creation are such
standard methods as the analysis of reviews, questionnaires,
telephone surveys as well as a virtual brand community
and participation in promotions and events jointly with the
company. Note that absolutely all of the presented tools are
used more often in international companies. At the same
time, it is important to note that most of the non-standard
tools for involving the consumer in the joint creation
of value were also offered by international companies,
which could be seen in the process of content analysis of
the real answers from the respondents. All this indicates a
significantly deeper involvement of the consumer and the
use of the entire range of tools by foreign companies and the
backlog of Russian companies in this aspect. Also, during
the analysis, it was possible to notice that it is precisely
those companies that use the maximum number of tools
for interacting with their customers and consumers in their
arsenal that actually have the greatest market success at the
moment (Microsoft, Unilever, P&G, EFES, IBM, Reckitt
Benckiser, Citi and others).

Signs of a successful value proposition for customers
from the perspective of researchers and practitioners are
presented in Table. 7.

Here, to a greater extent, [ would like to note the frequent
mentioning about the concept of sustainable development
by representatives of Western companies. This fact is
extremely rarely referred to in the theoretical literature while
nowadays, especially in developed markets, this aspect is a
key link in the formation of a successful value proposition.
It is also important that, statistically, brands with a social
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mission that support the concept of sustainable development
have higher rates of growth and development, which, in turn
has a positive effect both on the owners of these brands and
on the society and the environment as a whole.

Table 8 presents a ranked list of factors in the formation
of a value proposition in terms of their importance and
influence on a successful result.

As can be seen from the results, the key factors in a
successful value proposition, according to the respondents,
is the ability to solve customer problems and satisfy their
needs, as well as to do it better than their main competitors.

5. Discussion of the research results

A comparative analysis of the respondents' answers made
it possible to see the correlation between the thoroughness
and complexity of the use of tools and methods to form a
value offer and the company's position in the market and
the success of its financial and economic results. Thus,
representatives of Russian companies that are in the position
of “catching up” often use only a part of the most obvious
and simple tools, while their key competitors — market
leaders — approach customer value with greater efficiency.

An analysis of the concept of "value for the consumer"
allows us to conclude that for most employees from
various business areas, the concepts of a value approach in
management and a value proposition are limited to standard
categories, such as price, quality, direct satisfaction of
needs. This is especially true for representatives of Russian
companies and firms that conduct their business only within
Russia and CIS countries.

The key feature and result of the study was to determine
the importance and place in the process of forming a value
proposition of such tools as joint value creation with the
consumer and the involvement of personnel in joint value
creation. If in the most successful companies these tools are
considered critically important, then in catching up and more
often Russian companies they are used rather pointwise — or
even “for show” in some cases.

The differentiation described above is especially
pronounced when it comes not to standard tools for
involvement, but to various innovations. Thus, most of the
non-standard tools for involving consumers and staff in
the joint creation of value were proposed by international
companies, which could be seen in the process of content
analysis of the real answers of respondents.

Another important result of the study was that the factor of
taking into account the concept of sustainable development
is mentioned quite often by respondents-practitioners, while
in the theoretical literature it is indicated very rarely. Here
we see a situation where it is the theoretical provisions that
need some refinement and revision of factors and tools. And
here, to a greater extent, I would like to note the frequent
mention of the concept of sustainable development, again by
representatives of the most successful Western companies.

Animportantresult of the study was the ranking according
to the degree of importance and influence of various factors
of a successful and effective value proposition, according
to the respondents. It was found that the most important
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and key factors in a successful value proposition, according
to practitioners, is the ability to solve customer problems
and satisfy their needs, as well as to do it better than their
main competitors. It should be noted that in this case, the
opinions of representatives of Russian and international
companies often converged. True, representatives of
international companies often put in a high place in terms
of the degree of influence such a factor in the formation
of a value proposition as “is part of a successful business
model”, which, of course, corresponds to most theoretical
provisions, especially the works of A. Osterwalder.

6. Practical application
of the obtained results

Summarizing the results of the study, we can draw key
conclusions: the use of tools and models for the formation
of a value proposition is limited or temporary; in the
approaches to building a business model and an offer there
is often no complexity in the aspects of value management.
In other words, business representatives and especially
newcomers or small players in the market often simply do
not understand what specific tools need to be used to develop
one or another factor of a successful value proposition.

References

Formation of a value proposition for clients: Theoretical approaches and understanding of representatives of Russian companies

Thus, a significant need has been identified to bring
together the factors of a successful value proposition and
the tools for its formation into a single model. A feature
of our model is that it clearly indicates what specific tools
should be used to form and develop the key factors of a
successful value proposition, taking into account the priority
and importance of a particular tool in relation to the selected
factor. The model presents both a classic set of tools to
form a value proposition proposed by A. Osterwalder, and
additional tools the need for which was identified in the
course of the study. The convenience of the proposed model
also lies in the fact that the factors for creating a successful
proposal in it are arranged in the order of importance and
influence on the final result, so that the practitioner — the
user of the model can quickly form the sequence of specific
steps to improve the business model and a value proposition.
The proposed model is presented in Table. 9.

Thus, this matrix can help a business adjust or create a
successful value proposition for its company or a particular
product / service. By identifying the most important
tools for developing a particular value proposition driver,
the practitioner can compare the level of their use or
development in their business and take appropriate measures.
The proposed matrix model allows you to determine quickly
which factors and tools companies need to focus on first.

Doyle P. (2001). Cost-oriented marketing. Transl. from Eng. St. Petersburg, Piter. (In Russ.)

Kotler F. (2008). 300 key marketing questions.: Philip Kotler answers. Moscow, Olymp-business. (In Russ.)

Kotler F. (2006). Marketing management. Transl. from Eng. St. Petersburg, Piter. (In Russ.)

Lipsits 1. (2007). Marketing for top managers. Moscow, Eksmo. (In Russ.)

Osterwalder A., Pinier Y., Bernarda G., Smith A. (2017). Development of value propositions. How to create goods and services
that consumers will want to buy. Moscow, Alpina Publisher. (In Russ.)

Pine J., Gilmore J. (2005). The economics of impressions. Work is a theater, and every business is a stage. Moscow, Williams.

(In Russ.)

Slivotsky A., Morrison D. (2003). Marketing with the speed of thought. Moscow, Eksmo. (In Russ.)
Yudin O.I., Yuldasheva O.U. (2012). Modeling of the chain for creating consumer value. Problems of Modern Economy, 1. (In

Russ.)

Akaka M. A., Corsaro D., Kelleher C., Vargo S. L. (2014). The role of symbols in value cocreation. Marketing Theory, 14(3):

311-326. DOI: 10.1177/1470593114534344.

Baker S., Thompson K.E., Engelken J. (2004). Mapping the values driving organic food choice: Germany vs the UK. European

Journal of Marketing, 38(8): 995-1012.

Brodie R.J., Hollebeek L.D., Juric B., Ilic A. (2011). Customer engagement: Conceptual domain, fundamental propositions, and
implications for research. Journal of Service Research, 14: 252-271. doi:10.1177/1094670511411703.
Brunso K., Scholderer J., Grunert K.G. (2004). Closing the gap between valuesand behavior - a means-end theory of lifestyle.

Journal of Business Research, 57(6): 665-670.

Chathoth P., Altinay L., Harrington R.J., Okumus F., Chan E.S.W. (2013). Co-production versus co-creation: A process based
continuum in the hotel service context. International Journal of Hospitality Management, 32: 11-20.

Online www.jsdrm.ru

23



Strategic Decisions and Risk Management, 2022, 13(1): 1-84

Formation of a value proposition for clients: Theoretical approaches and understanding of rep| ives of Russian companie: Trachuk A.V., Linder N.V., Tuayev V. 0.

Christofer M. (1982). Value-in-use pricing. European Journal of Marketing, 16(5): 35-46. DOI: 10.1016/j.tourman.2010.05.020.
Day E., Crask M.R. (2000). Value assessment: The antecedent of customer satisfaction. Journal of Consumer Satisfaction,
Dissatisfaction and Complaining Behavior, 13: 52-60.

Forbis J. N. (1981). Mehta Value-Based Strategies for Industrial Products. Business Horizons, 24: 32-42.

Gallarza M.G., Gil-Saura 1., Holbrook M.B. (2011). The value of value: Further excursions on the meaning and role of customer
value. Journal of Consumer Behaviour, 10, 179-191. http://dx.doi.org/10.1002/cb.328.

Gronroos C., Voima F.P. (2013). Critical service logic: Making sense of value creation and co-creation. Journal of the Academy
of Marketing Science, 41(2), 133-150.

Gummesson E., Mele C. (2010). Marketing as value co-creation through network interaction and resource integration. Journal
of Business Market Management, 4(4): 181-198. doi: http://dx.doi.org/10.1007/s12087-010-0044-2.

Helkkula A., Kelleher C. (2010). Circularity of customer service experience and customer perceived value. Journal of Customer
Behaviour, 9(1): 37-53.

Katzan H. (2008). Service science: Concepts, technology, management. iUniverse.

Lapierre J., Filiatrault P., Chebat J.C. (1999). Value strategy rather than quality strategy: A case of business-to-business
professional services. Journal of Business Research, 45(2): 235-246.

Lawer C., Knox S. (2006). Customer advocacy and brand development. Journal of Product & Brand Management, 15: 121-129.
Monroe K. B. (1990). Pricing: Making profitable decisions. New York, McGraw- Hill.

Nagle T.R. (2002). Holden Strategy and Tactics of Pricing. Englewood Cliffs, NJ, Prentice Hall.

Narver J.C., Slater S.F. (1990). The effect of a market orientation on business profitability. Journal of Marketing, 54: 20-35.
http://dx.doi.org/10.2307/1251757.

Piller F., Thl C. (2009). Open innovation with customers foundations, competences and international trends. Aahen: Technology
and Innovation Management Group, RWTH Aachen University.

Pine I B.J., Gilmore J.H. (1998). Welcome to the experience economy. Harvard Business Review, July-August: 97-105.
Polese F., Mele C., Gummesson E. (2017). Value co-creation as a complex adaptive process. Journal of Service Theory and
Practice, 27(5): 926-929.

Prahalad C.K., Ramaswamy V. (2004). Ramaswamy co-creation experiences: The next practice in value creation. Journal of
Interactive Marketing, 19: 9-11.

Prahalad C.K., Ramaswamy V. (2000). Co-opting customer competence. Harvard Business Review, 78(1): 80.

Pura M. (2005). Linking perceived value and loyalty in location-based mobileservices. Managing Service Quality, 15(6): 509-
538.

Ramaswamy V., Gouillart F. (2010). The power of co-creation. New York, Free Press, forthcoming.

Ramaswamy V. (2011). It’s about human experiences... and beyond, to co-creation. Industrial Marketing Management, 40:
195-196.

Rokeach M. (1973). The nature of Human Values. New York, Free Press.

Schmitt B., Simonson A. (1997). Marketing aesthetics: The strategic management of brands, identity and image. New York:
The Free Press: 172-185.

Shaw G., Bailey R., Williams A. (2011). Aspects of service-dominant logic and its implications for tourism management:
Examples from the hotel industry. Tourism Management, 32(2): 207-214.

Sheth J.N., Parvatiyar A. (1995). The evolution of relationship marketing. International Business Review, 4(4): 397.

Simova J. (2009). Conceptual models of customer value: Implications for clothing retailing. Ekonomie a Management, 18(1):
88-97.

Spiteri J.M., Dion P.A. (2004). Customer value, overall satisfaction, end-userloyalty, and market performance in detail intensive
industries. Industrial Marketing Management, 33(8): 675-687.

Sweeney J.C., Soutar G.N. (2001). Consumer perceived value: The development of a multiple item scale. Journal of Retailing,
77(2): 203-209.

Ulaga W., Chacour S. (2001). Measuring customer-perceived value in businessmarkets: A prerequisite for marketing strategy
development and implementation. Industrial Marketing Management, 30(6): 525-540.

Vargo S.L., Lusch R.F., Archpru M.A., He Y. (2010). Service-dominant logic: A review andassessment. Review of Marketing
Research, 6: 125-167.

Vivek S.D., Beatty S.E., Morgan R.M. (2012). Customer engagement: Exploring customer relationships beyond purchase.
Journal of Marketing Theory and Practice, 20: 122-146.

Voima P., Heinonen K., Strandvik T. (2010). Exploring customer value formation - a customer dominant logic perspective.
Working paper. Publications of Hanken School of Economics, 552.

Wang Y., Lo H.P,, Chi R, Yang Y. (2004). An integrated framework for customervalue and customer-relationship-management
performance: A customer-based perspective from China. Managing Service Quality, 14(2-3): 169-182.

Windsor D. (2017). Value creation theory: Literature review and theory assessment. In: Wasieleski D.M., Weber J. (eds.).
Stakeholder Management (1): 75-100. Emerald Publishing Limited.

Woodall T. (2003). Conceptualising “Value for the customer”: An attributional, structural and dispositional analysis. Academy
of Marketing Science Review, 12: 1-42.

24 Online www.jsdrm.ru



Strategic Decisions and Risk Management, 2022, 13(1): 1-84

Trachuk A.V.,, Linder N.V., Tuayev V. 0. Formation of a value proposition for clients: Theoretical approaches and understanding of representatives of Russian companies

Woodruff R.B. (1997). Customer value: The next source for competitive advantage. Journal of the Academy of Marketing
Science, 2: 139-153.

Yar Hamidi D., Gabrielson J. (2018). Chairpersonship and board strategy involvement in small and medium-sized enterprises.
Journal of Leadership Accountability and Ethics, 15(2): 86-99.

Zeithaml V.A. (1988). Consumer perceptions of price, quality, and value: A means-end model and synthesis of evidence.
Journal of Marketing, 52(3): 22.

About the authors

Arkady V. Trachuk

Doctor of Economic Sciences, Professor, Dean of Faculty “Higher School of Management”, Financial University under the
Government of the Russian Federation, General Director of “Goznak” JSC (Moscow, Russia). https://orcid.org/0000-0003-
2188-7192.

Research interests: strategy and management of the company’s development, innovation, entrepreneurship and modern business
models in the financial and real sectors of the economy, dynamics and development of e-business, operating experience and
prospects for the development of natural monopolies.

ATrachuk@fa.ru

Natalia V. Linder

Doctor of Economic Sciences, Professor, Head of Department of Management and Innovations, Deputy Dean of Faculty “Higher
School of Management” of the Financial University under the Government of the Russian Federation (Moscow, Russia). https://
orcid.org/0000-0002-4724-2344.

Research interests: strategy and development management companies, formation of development strategy of industrial
companies in the context of the fourth industrial revolution, innovation transformation of business models, dynamics and
development of e-business development strategies of companies in the energy sector in the fourth industrial revolution, exit
strategies of Russian companies on international markets.

NVLinder@fa.ru

Valery O. Tuayev

Brand manager of the «Unilever in Russia» JSC (Moscow, Russia).

Research interests: formation of the valuable offer for clients, marketing practicians in Russia, creation of brands by the
Russian and foreign companies.

t.valera.o@mail.ru

The article was submitted on 27.01.2022; revised on 02.02.2022 and accepted for publication on 24.02.2022. The authors
read and approved the final version of the manuscript.

Online www.jsdrm.ru 25



