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Abstract — Customer loyalty is one of the criteria which  product, brand or the factory to other people. Before
determine the efficiency of a modern company. To develop developing loyalty programmes it is necessary to obtain a
loyalty programmes, it is necessary not only to investigate the detailed portrait of a target consumer, based on the factors
style of consumer preferences, but also to reveal the power of shaping his/her preferences.
influence of the factors shaping it. The style of consumer ) ) ] )
preferences can be described with the help of a two-component The idea of consumer behaviour and the properties of its
model which includes basic motives of human behaviour and Manifestation are considered in the works of E. P. Ilyin [1], F.
strategies for their implementation. With the help of this model,  Kotler [2], O. T. Melnikov, Y. E. Shirkov, T. V. Folomeev [3],
two key consumer styles — constructive and adaptive (protective) O. S. Posypanova [4], A. T. Stephen [5], R. A. Peterson, U.
— were defined as well as their varieties. The next step of the N. Umesh [6], H. Hayakawa, Y. Venieris [7], B. Mittal [8], P.
research involved identifying factors which influence consumer Rodriguez-Torrico, R. S. J. Cabezudo, S. San-Martin [9], A.
choice, selecting a range of methods and techniques, creating a R, Kamaruddin, K. Kamaruddin [10]. The problems of
sample. Materials of the empirical study made it possible to forming loyalty were studied by LV. Arakelova, E.M.
assess the effect of these factors on consumer behaviour of the prasyan, L.S.Shakhovskaya [11]. Practice of describing
residents of the Volgograd and Astrakhan regions. The obtained  gjtations of making a purchase decision makes it possible to
results imply the fact that most consumers in the region are depict styles of consumer behaviour. Style of consumer
oriented towards keeping to constructive styles. It means that  popauiqyr is a combination of external (culture, mass media,
developing loyalty programmes should be performed with due ooty “aroup) and internal (values, attitudes, personal traits)
regard for both rational (those concerning functional attributes ts in th behavi del hich
of goods) and emotional arguments (prospects of self- components in theé consumer Dbenaviour model  whic
development by means of using goods, adhering to consumer determlne PeCU"f’”'“es and approaches_ tQ .perce|vable .and
values, communicating within a certain group of consumers). unconscious motives and wants of an individual. Including

socio-psychological factors in economic research is caused by

Keywords — loyalty, style of consumer behaviour, socio- Cross-disciplinary logic of scientific knowledge [12, 13].
psychological factors, consumer preferences, motives of human
behaviour Il. MATERIALS AND METHODS(MODEL)
The research paper displays a two-component model of
.~ INTRODUCTION consumer behaviour styles which includes basic motives of

Consumer loyalty based on the positive experience ofhuman behaviour and strategies for their implementation.

purchasing and using a product is one of the factors The basic motives are the needs to overcome existential

determining the efficiency of the company. At present, ther S .
are lots of approaches to defining the term “consume?ears (the fear of loss of affiliation, control and status). Coping

loyalty.” The most common is its interpretation in relationagat;egasd ?/;?Séss Ic?f 3’:\?‘ m?j}i/\fiaggl?séwgtgga(zsze?b a(l)sne (;egll,]
with consumes’ preference of a particular product (servicer)l| P

brand or a factory. The components of loyalty are satisfactio lnctioning of defense mechanisms).
devotion of a consumer, his/her eagerness to recommend the
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Consumer motives presented in table 1 have influence dactors on forming consumer loyalty. The research
strategies of consumer behaviour. Thus, the fear of loss &Psychological Structure of Consumer Behaviour Styles”
control, status or trust-based relations results in forming which was conducted on the territory of the Volgograd and
certain type of consumption aimed at giving the desired\strakhan regions in 2012-2016 has given rise to solving this
impression on the others, very often at the price of one’s owproblem.
interests and material welfare. This kind of behaviour is The following ind dent i iabl distinauished:
characteristic of the adaptive style whereas for the consumers € foflowing Independent invariables were distinguished:
with the constructive style objective qualities of goods andSYchological traits of a consumer (age, phases of consumer
services, their features and price are of utmost importancB.referenceS’ Persof‘a' traits an(_j ”ﬁ‘d!V'd“a' type, subjective
Styles of consumer behaviour are the very model which igeconomic well-being, perfectionistic _attitudes).  Also,

open to observation and, consequently, to forecasting ar%)n&deratmn of social roles thrOL_Jgh th‘? genderdlsaggrega_non
was completed. Dependent variable is consumer behaviour

control. style (as an indicator of the stable model which predicts and
identifies consumer behaviour). The research presents both
TABLE |. CONSUMERBEHAVIOUR STYLES total consolidated figure concerning constructive and adaptive
: : : styles and figures on every single scale.
Basic Strategy of implementation of motives
motives Constructive Adaptive (Protective) To evaluate psychological components, a psychodla.\gnos.nc
package was gathered up (The Myers-Briggs questionnaire
purchasing and using only | purchasing in ordernotto  (MBTI), test “Big five” (personality traits, thinking,
those goods and services | be a pariah, tryingto look  gqcializing); test by R. Assagioli (values), “Multidimensional
At which let it possible to more attractive (itis scale of perfectionism” (MSP) by P. Hewitt and G. Flett
iliation experience affiliation with estimated that LR -
other people, to make family] companionship and love (perfectionistic attitude).
'i?]ecnggf’;;'x‘ifhpﬁjaﬁﬁgzg'eg3 Cﬁge%eir?%lfg:é'rggﬁnlnss?a The sample group included 280 residents of Volgograd
and the Volgograd and Astrakhan regions, its formation was
_ con;ﬁ%ﬁ%ﬁsﬁfﬁé(gesire based on random strata-bound selection. The following criteria
consuming those goods and = "o~ nirol of other were taken into account: age (17 to 65 year-olds), sex (114
if]ecr‘éﬁ:; "Zg'nc(;‘itiegss”@ﬁﬁsj:y people, make value males and 166 females), level of material of material
Control regard to public policy; an Ju(;jgnrlqoe:sttsr,act:gtu:r!ze, prosperity _(below poverty level (6.628 rub.), medium income
individual takes responsibility manipulats other%é%ple,s for the region (up to 22.172 rub.), above-average earnings for
for his/her own life ; . the region (exceeding 22.172 rub.)
effectiveness lives be_lng unable to be
responsible for one’s own The obtained data were processed with the programme
— L il SPSS Statistics22. As a basic method of parametric data
Const‘ém'”g "’(‘j'm?d at_tr.ea"z'”g f'x‘?‘“o%on 3“0""'39 Oﬁl' analysis “ANOVA” (single-factor analysis of variance) was
evzlrlﬁiog fe(;;'e“éi u?g;gthga;gargoﬂobesinogny used. This method _helps to compare _three or more s_ample
Status recognition and care, excluded from elite group groups (characterizing the levels of mdependem variable)
meanwhile consumption living on a budget, low according to the mean values of the dependent variable and to
corresponds to actual status}, self-esteem; actual socia| reveal the power of factor (F). The higher this index, the
material well-being; self- | status doesn'tsatisfyan  stronger the influence of the independent variable on the
esteem is adequate individual dependent onesucumyo.
*be”, "use” — remain true to cor?SL?r?e’inpglijs;Stso I:Jok
Sene_ral_ onesellf, ngt to contradict one’s more successful and I1l. RESULTS ANDDISCUSSION
neosfcsr{)p,f'eo J;gfni}fg’; f,“y”;ﬂ;?cgﬁ ' hg?nri?d?:oe\éﬁgyg :Itvésn ~ The results of the research allowed us to point out the most
usefulness of goods or services being significant faptors determlnllng people’s |n<_:I|nat|0n for
preference either for adaptive or constructive styles of

The table has been composed according to [14, p. 7].  consumer behaviour.

Forming of consumer behaviour styles depends on the o )
following factors: social roles, types of activity, identity, ageA- Influence of age peculiarities on the style of consumption.
and gender peculiarities, attitudes, values and directions in The period of adulthood is essential for determining
thinking. Some of them (similarity with representatives of aconsumer loyalty. The age itself doesn’t dominate style of
certain subculture, type of professional occupation) haveonsumption, but it is closely connected with the individual's
outward appearances (for example, people doing professioriacome and personal traits, which is reflected in particular
sports prefer track wear; reveal devotion to rock music; theproperties of consumer behaviour. At the age of 17 to 23
often demonstrate presence of trappings of a given subcultueensumer preferences of an individual are developing
in clothing and hairstyle). Other factors can't be interpretedlthough the financial situation is not stable. Between the ages
without alternative and require empirical testing. of 23-45 a person is gaining professional skills, his career is
developing; his consumer preferences are getting settled.

Each of these factors determines to one extent or a”‘“gghring the period of late adulthood reduction of consumer

pOSS|b|I|t_y of consumer  choice. P_roblem number one . [eferences can be observed. In other words, the amount of
present is to assess the power of influence of psychologic
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consumption goes down, a person has a clear picture of what  TABLEIIl.  INFLUENCE OF GENDER ON CONSUMER STYLES
he r_eaIIy needs. And along with this, he focuses on routine The results of one-way ANOVA test
habitual consumption. Style :
o o of consumer Average values of | Indicator of
Our research showed at the level of statistic significance penhaviour Sex tendency towards power
(p<0, 05), that active consumers tend to reduce the range of choosing style | of influence
ey aracs conesonve anes ot oy Sy " 10 MM Copoae | Mo | 70 p00ey
' ' style Female 19,2373 p<0,000
TABLE II. INFLUENCE OF AGE PECULIARITIES ON CONSUMPTION STYLE Adaptive Male 9,3391 23,650,
style Female 7,1476 p=0,000
The results of one-way ANOVA test
Style Aveage _
of ;’a"&es of '“fd'camf The significance of this factor when identifying consumer
ckipiiel Periods of adulthood owarde | e style turned out the highest (F=23, 650 for adaptive style and
choosing | influence F=20, 662 for constructive style). Similar tendencies occur
style both in case of realizing needs of affiliation or high social
Development of consumer ;- o status and exercising control over other people.
preferences (ages 17-23) '
Construct | ki ation of consumer 3,646, C. Values are the factor of tendency towards choosing a
ve references (ages 23-45) 18,9200 0,005 icul i |
style p g p=0, particular consumption style.
Reduction of preferences In the context of the most significant values, one can talk
18,9603 e :
(ages 45-65) of seven individual types. These values have an impact on the
Development of consumer choice of consumption style (ref. table 4).
8,7873
preferences (ages 17-23)
Adaptive Fixation of consumer 74032 | 4278 TABLE IV. INFLUENCE OF INDIVIDUAL'S VALUES ON CONSUMPTION
style preferences (ages 23-45) ’ p<0,005 STYLE
Reduction of preferences
(ages 45-65) 7,5175 Style The results of one-way ANOVA test
of Avaage values | . yioaior of
consumer Individual types of tendency power
: ; behaviour towards of influence
The hlghest \(alue of tendency to choose constructive style choosing style
(18, 9603) is registered among respondents aged 45-65. On the Egocentric 15 8750
contrary, mean value of adaptive style rating is higher in the . .
. Socio-centric 19.8943
group of consumers under 23 years of age (8, 7873 with :
regard to a higher index F=4,278). At the stage of Pragmatic 18.0270
development of consumer preferences, young people are most Constructi . 6.064
- . . . . ve Creative 17.4769 ,Uo4,
often subject to the impulse purchase without taking into | ’ p<0,000
account theoretical frequency of pragmatic use of a newly S¥€ Theoretical 18,4773
bought thing, the use goods as means of raising their social —
. . Idealistic 17,9111
status in the eyes of others and ways of controlling other '
people. It manifests itself in the desire to gain friendship or Manipulative 20,1000
love through material resources. Egocentric 10,3875
B. Influence of consumers’ gender on consumer behaviour. Socio-centric 6,4357
Gender as a social construct also influences consumer Pragmatic 8.4444
style:\s. Woman'’s role in society is .normally associated with Adaptive | Creative 50077 6,420,
the image of a shopper. The_ majority of_goods are meant for syle , p<0,000
women either directly or indirectly (in this case a man buys Theoretical 7.9977
some goods seeking woman'’s attention or approval) (ref. table idealistic 6 404
3). '
. . . Manipulative
It is evident from the results that social stereotypes prove 6,4042

to be true in real life. Men appear to be inclined to adaptive
style (average value of adaptive style among men is higher

than that of women and is equal to 9, 391 while constructivgO

style is more common among women (19, 2373)).

Possession of a given value is rather significant when it

mes to manifestation of consumer behaviour. Socially

orientated individuals are focused on finding constructive
ways of co-operation with society. When searching and
buying goods they are mainly ruled by their utility, reliability
and performance and also ethic and aesthetic aspects. As for
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egocentric type, it is not the purchase itself that is important, The factor which affects greatly the choice of adaptive or
the purchased item is the way to gain recognition of theonstructive style is socially prescribed perfectionism (SPP).
society, avoid criticism, mockery or disapproval (egocentricConsumers who take the society through the similar attitude
type has got the highest index for the adaptive style (10, 3875ave got the highest values of adaptive style (9, 1674 with a
and the lowest index for the constructive style (15, 8750).  higher indicator F=6, 890). Consumers convinced that the
The conclusion that not only socio-centric type c)fsociety sets the bar too high and that it _is impossible for them
consumer (average value is 6, 4357), but also peopfo meet the .standards .of a “successive” person are more
. . i ' ! ; ficlined to using protective strategies in their behaviour (ref.
belonging to manipulative type (average value is 6, 4042) alg e 5)
inclined to use protective consumer strategies. Impulse '
purchase of goods or services can produce more stress andThe choice of goods, services and institutions for these
discomfort for the latter. They have communicative skillsindividuals will to a great extent be determined by the opinion
which make it possible for them to exercise control over otheof the majority and the influence of promaotion tools
people, use then as a means of achieving their wishes.
However, economic expenditures fall on the shoulders of thef. Specific aspects of thinking influence the choice of
colleagues, partners or friends. consumption style..

. . . . Commitment to the intuitive vein leads to strengthening
D. Attitudes influence the choice of consumption style. adaptive strategies. It is interesting to note that the more an
Fixation on being ideal, perfect (perfectionism) makesndividual is apt to cognitive perception of the world (thinking
people buy things which allow them to demonstrate theitype) and making adequate decisions, the greater the
prettified image to other people (fashion plate). The results giossibility of manifestation of protective styles of
statistical analysis prove this message: perfectionists have gainsumption (average value is 8, 8422).
the highest indicators of the tendency to adaptive style (9,

9020).
) TABLE VI. INFLUENCE OFSPECIFICS OF THINKING ON CONSUMPTION
STYLE
TABLE V. INFLUENCE OF ATTITUDES ON CONSUMPTION STYLE
The results of one-way ANOVA test
Style The results of one-way ANOVA test Style Average
of Average values of vaues of
consumer P . of tendency Individu consumer Specifics of thinking and tendency | Individua
behaviour Perfectionistic attitude towards al types behaviour making decisions towards | types
choosing style choosing
style
Low level of 6,8833 — — f
Adaptive perfectionism Thinking type of decision- 70586
style High level of 3,499, making is accentuated feebly ’
(related perfectionism 8,6485 p<0,005 ) Thinking type of decision-
to status) ™ perfectionistic Ad?pnve making is accentuated 8,1202 58?6%5
attitude 9,9020 style moderately p<0,
Thinking type of decision-
Low level of SPP 19,1824 making is accentuated 8,8422
Construct 5092 intensely
ive Average level of SPP 18,4788 N A Solving type (accentuated
0,005
style p< feebly) 17,5547
High level of SPP 17,3820 Construct | Solving type (accentuated 18.0614 6,348,
ive style moderately) ’ p<0,005
Low level of SPP 7,1804
Solving type (accentuated
. ; 19,5551
Adaptive 6,890, intensely) ’
style Average level of SPP 7,8294 p<0,005
High level of SPP 9,1674 Solving (Decision-maker) type determines constructive

styles (tendency to implementation of plans, completeness,
. L . . - structuredness enhances the possibility of using constructive
This tendency is likely to manifest itself within the group g jes of consumer behaviour). The average value on the scale

of those consumers who have high figures of perfectionisigf'tendency towards constructive consumption styles is equal
oriented to others. People of that type are convinced that socidl 19 5551

surrounding doesn’t meet their status, standards and ideals.

The markers of that differentiation can be “exclusive” goods,

brands or services which are not available to people from the IV. CONCLUSION

surrounding community (or those who disapprove of their The conducted research made it possible to consider the

purchase). effect of different factors on forming consumer loyalty. We
found a scientific evidence of the importance of human factors
for describing and predicting consumer preferences. These
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