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OcHoBHasi Wjesl ¥ 3a/1a4a MPoeKTa

B pamkax cucremaruzanumu M U3y4YeHHs CYLIECTBYIOIIMX HapaOOTOK B 00JacTH 3HAHHM
norpedurtesneil, NaHHBIA MPOEKT HaIpaBI€H Ha 3agady pa3pabOTKH OHTOJIOTUM 3HAHUU
noTpeduTenel MHHOBAIIMOHHBIX MPOAYKTOB M yciyr. /laHHas oHTonorus OyIeT COCTOSTh U3
HepapXUU MOHATUHN IpeIMETHONU 00J1acTH, CBA3EH MEXKIYy HUMU U 3aKOHOB, KOTOPbIE IEUCTBYIOT
B paMKax 3TOM MOJEIH.

3ajaya MHTErpalliyd HAy4yHBIX paboOT IMpenroJiaraeT perieHue MmpodsieMbl pparMeHTapHOCTH U
Pa3pO3HEHHOCTH TEPMUHOJIOIMYECKOW 0a3bl, pa3iMyuil B HCHOJB3YEMBIX TEOPETHUECKUX
OCHOBAHUSX U Pa3InyMsl B UCTOPHUUECKH CIOKHUBIIMXCS MOAX0AaX U METO0JIOTUU HCCIIEA0BaHUN
B YKa3aHHbIX 00JIaCTsX.

JlaHHBII TIPOMEKYTOUYHBIN OTYET MOJIHOCTHIO OCHOBAaH HAa (POPMYITMPOBKAX, MPEJACTABICHHBIX B
nokymente «OOOCHOBaHME 1IE€TIECOOOPA3HOCTH peanu3alii TMPOEKTa», MPHIOKEHHOH K
MEPBOHAYAIIBHOM MOJIEPKAHHOM 3asBKeE.

Peanusauus ueJieil 1 3a1a4 NpoeKTa

3a OTYETHBIN MMEPUO/I peaTu3aluy MPOSKTa KOMaH 101 MCCieIoBaTesel MPOBEIeHBI pabOTHI 10
peajM3anu 3a1a4, M3HAYAJIBHO CHOPMYITUPOBAHHBIX B paMKax 000CHOBaHUS
1eJ1ecO000pPa3HOCTH IPOBECHUS MPOEKTa:

1. Onpenenenue TpeboBaHMii k oHTONOTMU. CO3/]aHNE OHTOJIOTHH, KaK U JII0OOro APYroro
UCKYCCTBEHHOro  apredakra,  MpEANoJiaraeT  ONpEleleHHe  NOTEHIHAJIbHBIX
NOJIb30BaTENIel U CLIEHAPUEB UCIOJIb30BAHUS OHTOJIOTHH, BBIBICHHE (YHKIIMOHAIBHBIX
U He(YHKIIMOHAIbHBIX TPEOOBAHUN K OHTOJIOTHH.

IIposedennvie pabomul:

[TpoBenen 0630p IuTEpaTyphl, HA OCHOBE KOTOPOTO c(hopMyIupOBaHbl HAYAJIbHBIE
TpeOOBaHUS K OHTOJOTMHU (CM. IPUIIOKEHHUE K OTUETY). DTH HayallbHbIe TPEOOBAHUS K
OHTOJIOTHH MTO3BOJIWIIN CPOKYCHPOBATH NOCIEAYIONNI cOOp HH(OPMAIMK U CO3aTh
NEPBYIO BEPCUIO OHTOJIOTHH.

BrinonneHo o0Cyk/ieHre U yTOYHEHNE HAaYaIbHBIX TPeOOBAaHUN U TIEPBOI BEPCUU
OHTOJIOTMH B paMKax MPOBEIEHUS KPYTJIOro CTOJa C y4acTUEM IIpe/ICTaBUTeNIen
akageMudeckoi cpeabl u mpakTukoB (13.11.2020) B pamkax exeroqHoi KoH(epeHInn
EMC 2020. CpopmynupoBaHbl YCIOBUS ISl HCIIOIB30BAHMS OHTOJIOTHH (HAIpUMep,
HOBBIE CJIOKHbBIE TPOAYKThI UJIM CEPBUCHI, NHHOBAIL[MOHHBIE MPOTYKThI UM CEPBUCHI), a
Takxe c(hOpMyJIUPOBAHBI OCOOCHHOCTH «pa3pbIBa» B IMOCTAHOBKE 3a7a4y ¢ TOUKHU 3PEHUS
aKaJeMHU4YecKoro coolIiecTBa 1 MpakTUKOB. C TOUKH 3pEHHs aKaJeMUYECKOTO
coobuiecTBa ChOpMYIMPOBAH MEKIUCUUIUIMHAPHBINA Pa3phlB, HAIPUMED, MEKITY



UCCJICIOBAaHMSIMH B 00JIACTH MapKETHHTa, MOBECHHSI MOTpeOuTeNel u OusHec-
UH(POPMATUKH, YIIPABICHUS 3HAHUSIMH.

[TonyyeHne 3HAHWIA C MOMOINBIO aHAIM3a JOKYMEHTOB (ITyOJHKAIHiA, CYIIECTBYIOIINX
OHTOJIOTHH U T€3aypyCOB 110 CMEXHBIM BOIIPOCAM), & TAKXKE ITyTEM ITyOMHHBIX MHTEPBbIO
C DKCIepTaMu IpeIMeTHON 00IacTH.

IIposeodennvie pabomul:
[TpoBeneH cUCTEMHBIN aHaTN3 UCTOYHUKOB 110 OHTOJIOTMH 3HAHUN O MOTPEOUTEINAX U
3HaHMI TOTpeOUTENEH B 00JIACTAX UCCIETOBAHUN IO MEHEPKMEHTY, U B YaCTHOCTHU B
paszzenax mo MapKeTHHTY, TOBEICHUIO MOTpeOUTENe, TeOpruH HHHOBAIIH, OM3HeC-
UH(POPMATUKH.
BBII[CJICHBI OCHOBHBIC TCPMUHBI AJId UCIIOJIB30BAHUSA TP CO3JaHHUKU OHTOJIOTHU — CM. B
HNPWIOKEHUU K OTYETY.
[IpoBeaeH aHaJIU3 CYIIECTBYIOIIUX OHTOJIOTUM, B YACTHOCTH MOATBEPKICHO OTCYTCTBHE
OHTOJIOTUH 3HAHUN HOTpC6I/ITeHeI71, a TaK’KC BBIABJICHBI aKTYAJIbHBIC OHTOJIOTHH I10
CMCIKHBIM BOIIPpOCaM — CM. B IIPHUJIOKCHUHU K OTUCTY.
[To mToram mpoBeCHHS KPYTIIOTO CTOJIA COTIACOBAHO MPOBEACHUE HHANBUIY ATbHBIX
WHTEPBBIO C dKcTiepTamMu. B gacTHOCTH, CBOE coTrtacue MOITBEPIUIIH:
- HKOnpmamesa Okcana YpHIKOBHA, 1.3.H., Ipodeccop, 3aB. Kad. MapKETHHTA,
CII6I'DY, uldasheva2006@yandex.ru,
- Kpacrok Upuna AnaronbeBHa, 1.3.H., mpodeccop, [lomurex,
- Manspkenkos I1aBen BanepreBuy, nouent, HUY BIID (Huwxuuit Hosropon),
pmalyzhenkov@hse.ru
- Codponosa Onbra boprucoBHa, KOHCYJIBTAHT IO MAPKETUHTY,
dandylion@mail.ru
- Simonova Lara, Sr. Information Architect, Miro, larissasimonova@gmail.com.

KoHnenryanuzanus — KJIIOYEBOM ATam B pa3pabOTKEe OHTOJOTHM, B paMKaxX KOTOPOTO
OyIyT ompesieNieHbl MOHATHS, UX CBOWCTBA U CBSI3U MEXKIYy HUMH.

IIposedennvie pabomol.

brina IpoOBCACHA CUCTEMATHU3aAlNA TCPMUHOB, IMOJYUCHHBIX B PE3YJIbTATC OMNPCACICHUA
Tpe60BaHI/II\/'I K OHTOJIOTHH, a TAKXKXE TCPMHUHOB BBISABJICHHBIX IIPU aHAJIN3C JOKYMCHTOB.

B xone pa60TBI C OCHOBHBIMU BBIACIICHHBIMH KAaTCTrOPpHUAMHU W NOHATUAMU ITPOBCACHBI
OKCIICPTHBIC o6cy>1<)1eH1/m B3aHMOCBSI3CH MCXKIAY NOHATUAMHA, MOATOTOBJICHA OCHOBA IJIA
(I)OpMaJ'II/BaI_II/II/I oHTONOrHU. B YaCTHOCTH, BBISABIICHBI 0COOEHHOCTH TAKHUX MOHSITUH Kak
«3HaHUA», <<Y6C)K,Z16HI/I$I>>, «OTHOILICHUSA» B  KOHTEKCTC HX HCIOJb30BaHHUA B
CYHICCTBYIOIIUX UCCIICAOBAHUAX B o0yactu MAapKCTHUHTa U IOBECACHU A HOTpCGHTeHeﬁ.

bruta chopmupoBana nepBasi Bepcusi OHTOJIOTHH.

d)opManmaumI OHTOJIOTHHM C ITOMOIIIBIO CHGLII/IaHBHOFO/ -bIX S3BIKA U/HIIH (I)OpMaTOB
MMpEaACTaBJICHUA OHTOJIOTH.

IIpogedennvie pabomwi: Ha 3tamne ¢opManu3aiiuu OHTOJIOTUN pa3padoTaHbl (a) 6a3zoBas
BEpCHUs OHTOJIOTHH | (0) pacuiupeHHasi BEpCUsl OHTOJIOTHH.

JleMoHCTpalusi OHTOJIOTUH - TECTOBOE HAMOJHEHUE MOHATUM OHTOJIOTUU KOHKPETHBIMU
00BEKTaMU 1 3HaYEHUSIMH, KOTOPOE TIOMOKET B MOCJIEYIOMIEH anpodanuu 1 myOauKanuu
OHTOJIOTHH Ha TIPUMEpPE MOTPpeOnTEIel MHHOBAIIMOHHBIX MPOJTYKTOB M YCIIYT.
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IIpogeodennvie pabomoui: B pamkax mpoBeneHHOTO B HosiOpe 2020 r. kpyrioro croia
«ITpeononenne pasppiBa MEXKIYy HAyKOW M MpakTHKOW: UTO HaM HM3BECTHO O TOM, YTO
norpeOutenu 3Hao1? Kak onHu ydarcs? M kak MBI MOXeM 00yd4aTh HalIMX
notpebureneii?y mpoBeaeHa IEpBUYHAs JIEMOHCTpAIMsl OHTOJOTHMH, a Takxke coOop
00paTHOM CBSI3U U JIOTIOJIHEHUH, KOMMEHTapHUEB OT HKCIEPTOB B 00aCTH aKaJIEMUUYECKUX
UCCIIEIOBAaHUM U MTPAKTHUKOB.

6. AnpoOaiusi OHTOJOTHM JUIA TIOJyYeHHs OOpaTHOM CBSI3M W OLEHKM TOJYYCHHOU

OHTOJIOI'1H.

3annanuposannvie pabomvl. 3alUITAaHUPOBAHHBIE CIEAYIONIME IIArH 110 pPeaTU3aluH
HPOEKTa BKJIFOYAIOT B ce0s arpoOalifio OHTOJIOTHU B paMKaxX MyOJIMKAlUid, TOTOBSIIHXCS
K To/iaue B XKypHalbl, HHAeKcupyeMbie B 0aze PUHILI, a Taxke 6a3ax Scopus/Web of
Science. CoriacHO yCJIOBHSM Y4acTHs B IIPOCKTE, TaHHBIC ITyOnuKanuyu OyayT MMOJaHbl B
XKypHauibl B cpok 10 30.04.2021 r.

OcHoBHBIE HAY4YHbIC PE3YyJbTAThI IPOCKTA, IIOTYYCHHBIC K MOMCHTY IIOJa4H
IMPOMEKYTOYHOI'0 OT4YETA, B COOTBETCTBUHU C IICPBOHAYAIIBHO C(bOpMYJ'II/IpOBaHHHMI/I
pe€3yjabTaTaMi BKIIOYAIOT B cebs:

1.

Pa3paboTka OHTOJIOTUY 3HAHUI MOTpeOUTENIel MHHOBAIIMOHHBIX MPOJTYKTOB M YCIIYT Ha
OCHOBE MHTETPAIMH HAYYHBIX 3HAHUW U TIOCTHKEHUH B 00JIACTH yIIPABJICHHUS 3HAHHUSIMH,
MOBE/ICHUS MTOTpeOUTENeH, KOTHUTHBHOW TICUXOJIOTHH U TTOBEICHYECKON SKOHOMHUKH.

Tonyuennuwiii pezyromam: pa3pabOTaHbl ABE BEPCUU OHTOJIOTHH — (a) 6a30Bast OHTOJIOTHS,
(6) pacmmpeHHast OHTOJIOTHS B YaCTH 00J1acTeil 3HAHUN MTOTPEOUTENS — CM. TIPUIIOKEHNE K
otyeTy. Pa3paboTky OCHOBaHBI Ha CTHIKE UCCJIEI0BAaHUN B YIIPaBICHUN 3HaHUH, IOBEICHUI
norpeduresneil, KOCHUTUBHON NICUXOJIOTMH U MapKETHHTa.

[TomyuenHbIe pe3yabTaThl CTAHYT OCHOBHOM JIJIs1 MHTETPAllUK 3HAHUHN U TIOCTPOCHUS
MEXIUCHIUTUIMHAPHOTO TUAJIora, pe3ybTaThl KOTOPOro OyayT 00siagaTh TaKkxke
0O0IIeCTBEHHON 3HAYMMOCTBIO C TOYKH 3PEHHS 3aIIUTHI IpaB moTpedureneil, yuera
MHTEPECOB NMOTpeOuTeNeH MpH MIaHUPOBAHUU HOBBIX MMPOIYKTOB, YCIYT WM TEXHOJIOTHIA,
00s1ee KOMITJIEKCHOTO MOAX0/1a TPOU3BOIUTENEH MPOAYKTOB U YCIYT K MOJEIUPOBAHUIO
MOBE/ICHUSA MTOTpeOUTENEH;

Tonyuennulii pe3yromam: BbIACICHBI KATETOPUU 3HAHUH oTpeOuTenet, mpoBeaeH
CpaBHUTENbHBIN aHAIN3 UCIIOIb3YEMbIX B HAYUHBIX HCCIIEIOBAHUAX KATETOPUH, ClICIIaHbI
BBIBOJIbI O ()parMEHTAPHOCTH WJIM OJJHOCTOPOHHEM IOJIXO€ K aHAJIN3Y 3HAHUH O
NoTpeOUTENAX, 3HAHUH MOTPeOUTENeH U MX MCIIOJIb30BAaHUH B MOJICIMPOBAHUH MTOBEICHHS
notpeOuTenei.

- IpeIBapUTENIbHAS anpoOamys OHTOJIOTHH B c(hepe MHHOBAIIMOHHBIX MTPOAYKTOB U YCIYT Ha
IpuMepe N30paHHBIX KEWCOB U 3KCIEPTHBIX UHTEPBBIO;

Tonyuennwlii pezyromam: ipeiBapUTEIbHAS alipoOaIHsi OHTOJIOTHUH MPOBEICHA B PAMKax
Kkpyrioro crona «lIpeomonenue paspbiBa MeXIy HAyKOH U MPAKTUKOW: UTO HAM U3BECTHO O
TOM, 4TO TToTpeduTenu 3HarT? Kak onun yuarca? M kak Mbl MOkeM 00ydaTh HaITHX
notpeduteneii?», B paMKax KOTOPOTO MPUHSIIA y9acTHe 25+ HKCIEpTOB B 00J1aCTH
aKaJeMUYeCKHX MCCIIEIOBAaHUN U MPAKTUKH YIIpaBiieHus. bblia mpoBeeHa arnpoOanus Kak
000CHOBaHHUS HEOOXOJUMOCTH OHTOJIOTHHU, BBITOJI, 33]1a4 U PUCKOB CHUCTEMaTH3alluU 3HAHUI



(¢} HOTpe6I/ITeJ'I§IX JIIsL KOMHaHHﬁ, a TaKKC OCHOBHBIX «Pa3BHUJIOK», UCIIOJIb30OBAHHBIX B XO/IC
CO3aaHus OHTOJIOTHH.

- YTOYHEHHE METOA0JIOTUU CO3/IaHUSI OHTOJIOTUH Ha OCHOBE MEXIUCIUIUIMHAPHOTO
MOJIX0/1a, O0BETIUHSS JOCTHKCHHS B 00JIACTH YIIPABJICHUS 3HAHUSMH, TIOBEICHUS
notpedurtene, KOTHUTHBHOM IMICHUXOJIOTHU U TIOBEACHUYECKON SKOHOMHUKH;

Tonyuennulii pe3yiomam: BBHISIBICHBI U CHCTEMAaTH3UPOBAHBI PA3IMYHs B TTOIX0/1€ K paboTe
C KaTeropusiMU 3HAHHUH MOTPEOUTENCH B pa3HbIX 001aCTAX 3HAHUI, B PE3yJIbTATE
pa3paboTaHbl JBE BEpCUU OHTOJIOTHUH — (a) Oa3oBas u (0) paciupeHHasl.

- CHCTeMaTH3allus U BHICTPAaUBAaHUE MHTETPUPOBAHHON TEPMHUHOJIOTHUCCKOU U
METOO0JIOTHYECKOM 0a3bl A1 JadbHEHIIICH MPOrpaMMbl MEKIUCHITIITHHAPHBIX
HCCIICIOBAHUM;

Tonyuennwiii pezyriomam: pazpaboTaHHble TPEOOBaHUS K OHTOJIOTHH, A TAKXKE
pa3paboTaHHbIE BEPCUHU OHTOJIOTUH MOTYT OBITh MCIIOJIB30BAHBI [T JAbHEHIIETr0 pa3BUTHS
MEXIUCLUIUIMHAPHBIX UCCIIEOBAHUH.

- MOATOTOBKA PEKOMEHIANUS JUIS MPAKTUIECKUX MTPOTPaMM/CEMUHAPOB IS Pa3THYHBIX
3aMHTEPECOBAHHBIX CTOPOH, BKJIKOYAs MPEICTABUTEIICH PETYIUPYIOLIUX OPraHOB,
MIPOU3BOUTENICH IPOAYKTOB U YCIIYT, MOTPEOUTENCH, a TAK)KE PA3IMIHBIX KaTeTOpUid
norpedureneit (HarpuMep, YYCHUKH IIKOJ, CTyICHThI, IEHCHOHEPHI, TPEI01aBaTeIH u Ip.).

Ilonyuennvii pe3ynbmam: IOATOTOBIIEHBI IIEPBbIE PEKOMEHIAIIUY JIJISl IPAKTUKOB
yIpaBlieHus!, MPOU3BOAUTENEH MPOIYKTOB U YCIIYT, a TAK)XKE CaMUX MOTpeOuTeNel, KoTopble
OBLITM B TOM YHCIIEe aTpoOMPOBaHBI B paMKax Kpyriioro crona «[Ipeomonenue pa3preia
MeX/1y HayKOH U MpaKkTUKON: YTO HaM U3BECTHO O TOM, YTO NoTpeduTenu 3HatoT? Kak onn
yuarca? W kak Mbl MOXeM 00y4yaTh HAIIUX MTOTpEOUTENEH?»

- pe3yJbTaThI IPOEKTa OYIyT UCIIOIB30BaHbl B paMKaX MOJICPHHU3AIUN H OOHOBIICHHSI
cnenyromux yueOHbIX KypcoB: «Advanced Consumer Behavior and Market Researchy
(maructparypa), «IloBenenne morpedurenein» (6akanaspuar), «Quantitative Methods of
Research in Marketing.

Tonyuennulii pe3yromam: pe3ybTaThl UCCIEIOBAHUS HHTEIPUPOBAHbI B YU€OHBIE KYPChI
2020-2021 yuebnoro roga - «Advanced Consumer Behavior and Market Researchy
(maructparypa), «IloBenenue norpedureneit» (6akanaspuat), «Quantitative Methods of
Research in Marketing», a Tax>xe HOBBIHM pa3paOOTaHHbIN OHIANH-KYpC «MapKeTHHT»,
KOTOpbIi HaunHaeTcs B heBpainie 2021 roga Ha mnatdgopme «OTKpbITOE 00pa30BaHUE».

- pe3yJIbTaThl HAYYHOTO MPOEKTa OyAyT MPECTABIECHBI B paMKax HAy4HO-
HCCIea0BaTeNIbekoro cemunapa (1+) u kpyrioro crosna (1+), 4To MO3BOJIUT MPEACTABUTH
Pe3yJIbTaThl UCCIIEI0BAHUS MEXKIUCIUIUIMHAPHOIO HAYYHOTO COOOIIECTBA, a TAKXKE
3aNMHTCPCCOBAHHBIM IIPpAKTUKaM (HaHpI/IMep, cO31aTCiIAM U pa3pa60TthaM MHHOBAIITMOHHBIX
MPOJYKTOB U YCIYT, CO3/IaTENSIM PEKOMEHIaTeIbHBIX CUCTEM, OTBETCTBEHHBIM 32 MTPOLIECCHI
0 YIPABJICHUIO 3HAHUAMHU B OpraHU3alusaX U Jp.).



Tonyuennwiii pezyromam: B HossOpe 2020 r. mpoBeneH kpyribiit cron «IIpeogonenue
pa3pbIBa MEX/1y HayKOW U MPaKTHKOW: YTO HaM M3BECTHO O TOM, YTO MOTPEOUTENH 3HAIOT?
Kak onu yuatcs? U xak Mbl MOXeM 00yuyaTh HaIIUX MOTpeOUTENEi?», B KOTOPOM IPUHSIIN
ydactue 25+ 3KkcnepToB B 00J1aCTH aKaIeMUYECKUX UCCIEI0BaHUM (MapKETHHT, IOBEICHUE
notpeduTenei, Om3Hec-MHPOPMATHKA U YIIPABICHUE 3HAHUSAMH), & TAK)KE TIPAKTHKOB — KaK
CO CTOPOHBI MAPKETHHTA, TAK U YIPABICHUS 3HAHUSIMU U OM3HEC-MH(POPMATUKH.

Ilo umozam kpyenoeo cmona yuacmuuxkam OblIU HANPABGLEHbl MAMEPUATIbL, 4 MAKHCe
mamepuanvt 6viiu pasmeuervt Ha Youtube xanane BILIIM CII6I'Y u na catime:

- https://www.youtube.com/watch?v=2X_MLwib7Qk&feature=youtu.be,

- https://gsom.spbu.ru/all_news/event2020-11-17-01/ .

Pe?)y.]'II)TaTBI Hcciaca0BaHusA OBLIN TAKKE IMPEaACTAaBJICHEI

- pe3yJbTaThl IpoeKTa OyIyT NPEeACTaBICHbI B PYKOIMCH, IIOAAHHONW B MEXTyHaPOAHBIH
HaY4HbIH KypHaJl, MHJeKcHpyeMblid B 6a3ax Scopus miu Web of Science Core Collection, a
TaKXe B PYKOIMCH, IOAAHHON B )KypHaJ, HHAeKcupyemblil B 6aze PUHII.

Tonyuennviii pezyromam: IloaroToBieHHas K mojadye B KypHaia SCOPUS pyKOIUCH
«Consumer self-efficacy in the marketplace: who benefits?» Obu1a npencrasieHa Ha
koH(pepermuu EMC 2020, Ha ocHOBE 00paTHOI CBSI3H 3aIUIAHUPOBAH JOTIOJTHUTEIHHBIN
cOop manHbIX B 1ekadpe 2020 r. 1 mogaya 0OHOBICHHON PYKOITUCH B XKYpHAJ B SHBape-
¢berpane 2020 r. JlononHuTEeNBHO TUIAHUPYETCA K Toade B sxypHan PUHL nnu
Scopus/WoS pykomnuch Ha OCHOBE aHaIM3a Pe3yIbTaTOB SKCIIEPTHOTO MO3TOBOIO IITypMa B
paMKax Kpyrioro ctonia (pacmu@poBKa KPyIJIoro CToja K OTUETY HpUIaraeTcs).

- arrpoOanus pe3yabTaToB IPpOeKTa OyJeT MpeicTaBieHa Ha BETYIIUX MEKIYHAPOIHBIX
KoH(pepeHIusx (2+):

Tonyuennwiii pezyromam: Pe3yabTaThl IO TPOSKTY NMPEACTABICHBI Ha CIIEAYIONINX
MEXTyHapOIHBIX KOH(PEPEHIIHSIX:

- EMC 2020 (Marketing track), 12-14 noss6ps 2020, BIIIM CII6I'Y: Ksenia Golovacheva,
Maria Smirnova, Tatiana Gavrilova, Dmitry Kudryavtsev, Graduate School of Management,
SPbU «Consumer self-efficacy in the marketplace: who benefits?» (mporpamma
KOH(EpeHIIMH MpUjIaraeTcs); MaTepuaibl OyayT onmyOJuKOBaHBI B COOPHUKE,
unaexkcupyemom B PUHI;

- AMEC 2020, cenTts6ps — nexadbps 2020, HUY BIID: Ksenia Golovacheva, Maria
Smirnova, Dmitry Kudryavtsev, Tatiana Gavrilova «Toward an Ontology of Consumer
Behaviour: Fostering Academic Knowledge Utilization by Marketing Practitionersy,

- XXIII nayunas xondepenuus «Enterprise Engineering and knowledge management»
(EE&KM — 2020), nexadps 2020, POY um. I'.B. [lnexanosa, . Mocksa: Kynpsisues /1.B.,
I'aBpunioBa T.A., CmupnoBa M.M., I'onoBaueBa K.C. «O ¢hopmupoBanuu Moenu 3HaHUN
MOTpeOUTENS»,

- 24th International Conference on Knowledge-Based and Intelligent Information &
Engineering Systems — Kudryavtsev, D., Gavrilova, T., Smirnova, M., Golovacheva, K.
“Modelling Consumer Knowledge: The Role of Ontology” (Proceeding in Computer
Science, ScienceDirect, 2020) (uaaexcupyercs B SCOpUS).


https://www.youtube.com/watch?v=ZX_MLwib7Qk&feature=youtu.be
https://gsom.spbu.ru/all_news/event2020-11-17-01/

JlomoHuTenbHO ObLIa MOAroTOBIEHa pyKonuch «Consumer knowledge: Do we really
care?”, koropas He Obua npunsTa a5 yuactust B EMAC 2020 u 6yzer nopaborana s
NOJIa4YM B )KypHAJL.

- 110 UTOT'aM MPOEKTa OyJIeT MOATrOTOBJIEH U HalleyaTaH Hay4HbI TOKIa/l, IPUYyPOUYEHHBIHN K
MIPOBEJICHUIO HAYYHOT0 ceMuHapa B pamkax koHpepeniun EMC 2020, a Taxxe
MIOJIFOTOBJIEHBI MaTepuabl s uHTepHeT-caiita BIIIM CIIOI'Y.

Tlonyuennwiu pezynomam: Matepuaisl 111 UHTEPHET-CalTa pa3MEIICHBI:
https://gsom.spbu.ru/all_news/event2020-11-17-01/ . ITo utoram aHanu3a pacuuGpoBKH
MaTepHUaIoB KPYIJIOro cToa (CM. MPHIOKEHHBIN OTAENbHBIN (aiin) Oyner moaroToBieH
HAYYHBIH JTOKJIA.



https://gsom.spbu.ru/all_news/event2020-11-17-01/

IIpuiiosxkeHnst K NPOMEKYTOYHOMY OTYETy

1. TpeGoBaHusi K OHTOJIOTHH

Hus  onmcaHust TpeOOBaHWH K OHTOJOTMH OBLIM  MCIIOJIb30BaHBI
npezcraBicHuble B (Suarez-Figueroa, 2009). B ocHoBe ompeenenust TpeOOBaHUH K OHTOJIOTHH
JISKUT BBISBIICHUE IOTCHIMAIBHBIX II0JIb30BATENICH OHTOJIOTHMH, CIEHAPUEB HCIIOIb30BAHHS
OHTOJIOTHH, BOIIPOCOB IMPOBEPKH KOMIETEHTHOCTH OHTOJIOTHH (Ha KOTOpBIC OHA JIOJDKHA J1aBaTh
OTBETHI) M, B KOHEYHOM HTOTE, CIHCKAa TEPMHUHOB, KOTOpBIE JIOJDKHBI OBITH OTpPa)KEHBHI B

OHTOJIOTHH.

Taoua 1. IToTeHnmanbHbIE MOJIL30BATEIIM OHTOJIOTHH U peIacMbIC MU 3aaa4U.

IToan3oBaTean

PemaeMelie 3agaun

1.IlpakTUKH

1.1. Menemkepsl

[IponykT-MeHEIKEPHI

[Tpoueccel pa3paboTKu, CO31aHUS U
BBIBEJICHUS HA PHIHOK MPOAYKTOB U YCIYT

MeHekep 10 MapKEeTHHTY

[Tpoueccel MpoaABUKEHHS TPOTYKTOB/yCIyT
Y B3aUMOJICUCTBUS C KJIMEHTAMU

Menemxep no 3HaHUSIM

Pa3zpabotka u BHenpenue CY3
OpraHu3aIu

1.2. Pazpadorunku UT-pemennii

NHxeHeps! Mo 3HaHUSM U/WITH
pa3pabOTUYNKU MHTEIUICKTYaTbHBIX
CUCTEM JUIA B3aUMOJEUCTBUA C

Pa3paboTka Mojienu TaHHBIX WITH
OHTOJIOTHHU A1 CO3IaHUSI CUCTEMBI

KIMEHTAMUA
PazpaboTumnku cucrteM ynpaBieHUs Pa3zpaboTka cuctembl opranu3alii 3HaHum
3HAHUSAMU / nHGOPMAITMOHHON apXUTEKTYPhI CHCTEMBI
1.3. Peryaupyionye v 001ecCTBEHHbIE o

yaupyrom 1 [Tporeccel 3amuThI IPaB MOTpeOUTENEH
OpraHu3anuu

1.4. O0pa3oBaTebHbIC YUPEKICHUS

dopmupoBaHue THOKHUX Y4eOHBIX KypcOB
MIOJ1 Pa3HbIE Ay IUTOPUU C PA3HBIMU
3HaHUSMU

2.UccaexoBaresn

2.1. Uccnenosarenu B 00J1aCcTH
MapKETHHTA U TIOBEJICHUS TIOTPeOUTEICH

WuTerpanus 3HaHuil notpedurenei B
UCCIIEI0BAHMSI TOTPEOUTENIBCKOTO
NIOBE/ICHUS

2.2. UccnenoBarenu B 001acTH
UHGOPMAITMOHHBIX CUCTEM M OU3HeC-
UHPOPMATUKU

WHTerpanus 3HaHuii motpedureneii B
pelIeHre 3aja91 TPOSKTUPOBAHHS HOBBIX
ousnec- u U T-cepBucos, mudpoBu3auu
KITUEHTCKOTO OMBITA, IIYyTH KJIUEHTA U
MIPOIIECCOB B3aUMOJICHCTBUS C KIMEHTOM

2.3. UccnenoBaTenu B 001acTH
WHKEHEPUH 3HAHUM, OHTOJIOTHYECKOTO
I/IH)KI/IHI/IpI/IHFa nu I/ICKYCCTBCHHOFO
UHTEIUIEKTA

WuTerpanus 3HaHU#H noTpeduTene B
penieHue 3aa4u NPOEKTUPOBAHUS
UHTEJUIEKTYAJIBHBIX CUCTEM

HedynknuonajibHble TpeOOBaAHUS K OHTOJIOTHH

OHnTonorust 10JKHA OBITH MPEJICTABIICHA B BU3YAIILHOM U TAOJIWYHOM (HAIpUMeEp, ONpeesICHHs

MOHSATUI) BUJE.

PEKOMEHIallnH,




[IpeacraBieHne OHTONIOTUU B MAaIIMHOYUTaeMOM BHjI€ Ha A3bike OWL sBisieTcs xKenareabHbIM
(xopo1ias MpakTUKa), HO HE 00sI3aTENBHO.

DYHKIHMOHAIBHBIE TPEOOBAHNUS K OHTOJIOTHH

OXxBaT OHTOJIOTHHU

[TpoekT cyxeH 10 chepbl 3HaHUH OTPeOUTEICH HHHOBAIIMOHHBIX IPOAYKTOB U YCIIYT.

Br16op HamnpaBiieHHss HTHHOBAIITMOHHBIX IPOAYKTOB U YCIYT 00YCIIOBJICH TEM, YTO HMEHHO
pa3paboTKa, CO3/IaHNe U BBIBEJICHUE HA PHIHOK HHHOBAIIMOHHBIX TIPOJIYKTOB M YCIYT TPEOYIOT OT
co3zaareseii 0oJiee TiTy0OKOro MOHUMAHUS CHCTEMbI 3HAHUH M MTPEICTABICHHUH MOTpeOUTEINeH,
CJIOXHBIIIETOCS Ha PhIHKE OasilaHca MHPOPMAIIMK U 3HAHUK CO CTOPOHBI CIpOca M MPEII0KEHUS,
CO3/1aHMS HOBBIX 3HAHUH Y TOTpEOHTENCH, paciIupeHus UX 0a3bl CYyOBEKTUBHBIX U 00BEKTUBHBIX
3HAHWH, 329aCTYIO BOBJICKas MOTPEOUTEIIS B MPOLIECC CO3AaHUS MTPOIYKTA WIH YCIIYTH, CO3aBast
COBMECTHBIE 3HAHUS.

Bonpocs! npoBepku KOMIIETEHTHOCTH OHTOJIOTMU (OCHOBHBIE BOIPOCHI UCCIIEIOBAHUS) U
MpPUMEpBI OTBETOB HA HUX:

1. Kak onpenesitoTcsi 3HaHUs MoTpeduTeeii?

e UTro BXOJUT B MOHATHE «3HAHUA NOoTpeduTeneii»? [Ipumepsl 0TBETOB: yOEKICHMS,
YCTaHOBKH, MTPECTABIICHHS, CXEMBI U JIP.

e Kakue ecTh OJMM3KHE TOHATHUS TSl onipeesiennst 3Hanuii? [Ipumeps 0TBETOB:
familiarity, expertise, rpamotHOCTb / literacy u ap.

2. Kakue BUIbI 3HAHUI OTPedUTE/N€eH CYIIECTBYIOT?

e Kaxkue ObIBatoT 3HaHUA MOTpEOUTENEH C TOUKH 3peHus ux coaepxanus? [Ipumepnt
OTBETOB: 3HAHUS O MPOAYKTE/yCIIyre, 3HaHUS O LIEHE, 3HAHU O MPOLIECCE MOKYIIKH,
3HaHUS O TEXHOJIOTHUSIX, 3HAHUS O MAPKETUHTOBBIX HHCTPYMEHTaX BO3JEHCTBUS,
o0111e 3HaHUS IPEIMETHON 00JIaCTH.

e Kakue ObIBaIOT 3HaHUS C TOUKU 3pEHUSI 00BEKTUBHOCTU? [IpuMeph OTBETOB:
OOBeKkTUBHBIC 3HAHUS (YTO TOTPEOUTENH pealibHO 3HaeT), CyObeKTHBHBIC 3HAHUS
(4TO MOTPEOUTENH AYMAET UTO OH 3HAET).

3. Kak oueHuBarthb 3HaHusi noTpeduTesieii? [Ipumepbl OTBETOB: 0OBEKTHUBHBIEC TECTHI,
ncUXOMeTpHYecKue mKaiel, derived measurement u jp.

4. Kak npuoOpeTaroTcs U U3MEHSIIOTCA 3HAHUsI moTpeduTesieii? [Ipumepbl 0OTBETOB:
COOCTBEHHBII OTIBIT, OIBIT APYTHX MOTpeOHUTENeH, Menua, 00yueHne/o0pa3oBaHue, MOMCK
uHopmanuu u ap.

5. Kak 3HaHusl BIUSIOT HA OBeJeHUe noTpeduTeneii? [IpruMepsl OTBETOB: BIHMSIHAE HA
STanbl MyTH KIUEHTA: OCO3HaHHE NMOTPEeOHOCTH, MOUCK HH(OPMAIIUU, BEIOOD
NPOAYKTa/yCIIyTH, MPUOOPETEHHE POAYKTa/yCIIyTH, UCIIOIb30BAaHHE MTPOAYKTa/yCIyTH,
OIIEHKA Pe3yJIbTaTOB, PEKOMEHAAIIMN/aruTaIHsl.

6. Kak koMnanuu MOryT BJMATH HA 3HAHUSA noTpeduTesei? [Ipumepsr OTBETOB:
oOydeHue, co3lanne HHPOPMAIIMOHHO-CIIPABOYHBIX CEPBUCOB, KaHAJIbl KOMMYHHKAIIUH,
UHCTPYMEHTHI OOMEHa 3HaHUSIMU, BOBJICUECHHUE B ITPOIECChl, DOOSting u fp.

7. Koraa BaxHO yNnpaBJATh 3HAHUSIMH noTpeduTeeii? CrieHapuu UCTIOIb30BaHMS,
ATAIbl ¥ CTAUH Pa3pab0TKU WHHOBAIIMOHHBIX TPOJIYKTOB, THITHI HHHOBAIITMOHHBIX
MPOIYKTOB.



2. TepMI/leI AJIAA HCITOJB30BAHMUA MPHU CO3TaHHHU OHTOJIOIUM

true belief”

These conditions are
the following (Neta
and Pritchard, 2009).

- The truth condition. It
requires that if one
knows a proposition
then that proposition
must be true. If the
proposition is not true,

Ne | Bonpoc npoBepku Tepmun Murara HUctounuk (APA style)

KOMIICTCHTHOCTH

1 - Kak onpegensitores | Knowledge Knowledge - that Holsapple, C. W., &

3HaHUs MOTpeduTeNei? which is conveyed in  |Joshi, K. D. (2004). A

usable representations. |formal knowledge

management ontology:
Conduct, activities,
resources, and
influences. Journal of the
American Society for
Information Science and
Technology, 55(7), 593-
612.

Knowledge Knowledge —a fluid  |Davenport, T. H., &
mix of framed Prusak, L. (1998).
experience, values, Working knowledge:
contextual information, | How organizations
and expert insight that |manage what they know.
provides a framework |Harvard Business Press.
for evaluating and
incorporating new
experiences and
information. It
originates and is
applied in the minds of
knowers. In
organizations, it often
becomes embedded not
only in documents or
repositories but also in
organizational
routines, processes,
practices, and norms.

Knowledge Knowledge - human or |1SO 30401:2018
organizational asset Knowledge management
enabling effective systems —
decisions and action in |Requirements
context

Knowledge Knowledge - justified |Nonaka, I., & Takeuchi,

H. (1995). The
knowledge-creating
company: How Japanese
companies create the
dynamics of innovation.
Oxford university press.




Ne | Bonpoc npoBepku Tepmun Murara Hctounuk (APA style)
KOMIICTEHTHOCTH
then that person does
not know what he
claims to know. The
truth condition makes
the difference between
opinion and
knowledge.
- The belief condition.
That condition
demands that if one
knows a proposition
then he believes that
proposition.
- The justification
condition. That
condition requires a
practical way of
justifying that the
belief one has is true.
1 |2 - Kakue Buzbl 3Hanuii | Objective Obijective knowledge - |Park, C. W.,
CYIIECTBYIOT? knowledge accurate information | Mothersbaugh, D. L., &
about product class Feick, L. (1994).
stored in long-tem Consumer knowledge
memory. assessment. Journal of
consumer research,
21(1), 71-82.
2 |2 - Kakue Bujpl 3HaHmii | Subjective Subjective knowledge |Hadar, L., & Sood, S.
CYIIECTBYIOT? knowledge - decision (2014). When
makers’ beliefs about | knowledge is
their state of demotivating: Subjective
knowledge (Alba & knowledge and choice
Hutchinson, 1987, overload. Psychological
2000; Hadar, Sood, & |science, 25(9), 1739-
Fox, 2013). 1747.
3 |2 - Kakue Buzpl 3anmii |Marketplace | Marketplace Wright, P. (2002).

CYILIECTBYIOT?

metacognition

metacognition refers to
everyday individuals’
thinking about market-
related thinking. This
includes people’s
beliefs about their own
and others’ mental
states and processes
and their beliefs about
other people’s beliefs
on those topics as these
beliefs pertain to the
specific domain of
marketplace

Marketplace
metacognition and social
intelligence. Journal of
Consumer Research,
28(4), 677-682.
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cooperation and
manipulation.

2 - Kakune Buabl 3HaHUHA
CYIIECTBYIOT?

Marketplace
social
intelligence

Marketplace social
intelligence refers to
the cognitive routines
and contents dedicated
to achieving
marketplace efficacy
that are accessible to
individuals by virtue of
functionally
specialized
evolutionary processes
and the development of
this functionally
specialized expertise
over an individual’s
life span.

Wright, P. (2002).
Marketplace
metacognition and social
intelligence. Journal of
Consumer Research,
28(4), 677-682.

2 - Kakune Buabl 3HaHUHA
CYIIECTBYIOT?

Persuasion
knowledge

Persuasion knowledge
is a set of interrelated
beliefs about (a) the
psychological events
that are instrumental to
persuasion, (b) the
causes and effects of
those events, (c) the
importance of the
events, (d) the extent to
which people can
control their
psychological
responses, (e) the
temporal course of the
persuasion process,
and (f) the
effectiveness and
appropriateness of
particular persuasion
tactics.

Friestad, M., & Wright,
P. (1994). The
persuasion knowledge
model: How people cope
with persuasion
attempts. Journal of
consumer research,
21(1), 1-31.

2 - Kakue BuIbI 3HAHUH
CYyIIECTBYIOT?

Familiarity

Familiarity is defined
as the number of
product-related
experiences that have
been accumulated by
the consumer. Product-
related experiences are

Alba, J. W., &
Hutchinson, J. W.
(1987). Dimensions of
consumer expertise.
Journal of consumer
research, 13(4), 411-454.
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defined at the most
inclusive level. They
include advertising
exposures, information
search, interactions
with salespersons,
choice and decision
making, purchasing,
and product usage in
various situations.

2 - Kakune BuabI 3HaHUHA
CYIIECTBYIOT?

Expertise

Expertise is defined as
the ability to perform
product-related tasks
successfully. We use
the term consumer
expertise in a very
broad sense that
includes both the
cognitive structures
(e.g., beliefs about
product attributes) and
cognitive processes
(e.g., decision rules for
acting on those beliefs)
required to perform
product-related tasks
successfully.

Alba, J. W., &
Hutchinson, J. W.
(1987). Dimensions of
consumer expertise.
Journal of consumer
research, 13(4), 411-454.

2 - Kakue BuIbI 3HaHUH
CYIIECTBYIOT?

Confidence in
knowledge

Confidence in
knowledge refers to the
strength of belief
regarding the veracity
of the knowledge.
Traditionally, in
studies of
metaknowledge,
confidence is measured
for each specific
knowledge item. A
probability scale (0 per
cent[...][...] 100 per
cent) or a rating scale
(not at all confident
[...] very confident) is
often used to measure
confidence.

Pillai, K. G., Brusco, M.,
Goldsmith, R., &
Hofacker, C. (2015).
Consumer knowledge
discrimination. European
Journal of Marketing.
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KOMIICTEHTHOCTH
9 |2 - Kakwue Buabl 3Hanuil | Consumer Consumer self- Bearden, W. O.,
CYIIECTBYIOT? self- confidence is defined |Hardesty, D. M., &
confidence as the extent to which |Rose, R. L. (2001).
an individual feels Consumer self-
capable and assured confidence: Refinements
with respect to his or  |in conceptualization and
her marketplace measurement. Journal of
decisions and consumer research,
behaviors. As such, 28(1), 121-134.
consumer self-
confidence reflects
subjective evaluations
of one's ability to
generate positive
experiences as a
consumer in the
marketplace (Adelman
1987).
10|3 - Kak ouennBars Consumer Knowledge Pillai, K. G., Brusco, M.,
3HaHus notpeduteneir? |knowledge discrimination is an Goldsmith, R., &

discrimination

index of
metaknowledge.
Discrimination refers
to the “judge’s ability
to discriminate correct
from incorrect
judgments by
differentially assigning
confidence judgments
to accurate and
inaccurate judgments”
(Sharp et al., 1988, p.
272). Thus, in a set of
knowledge questions,
where confidence
rating of each answer
is also obtained, if a
person assigns 100 per
cent confidence to all
the correct answers and
0 per cent confidence
to all the wrong
answers, he/she has
perfect discrimination.

Hofacker, C. (2015).
Consumer knowledge
discrimination. European
Journal of Marketing.
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3 - Kak ouenuBarsb
3HAHHS TOTpeOUTEICH?

Knowledge
calibration

Knowledge calibration
is defined as follows:
“a judge is perfectly
calibrated if, over the
long run, for all
propositions assigned
the same probability,
the proportion true is
equal to the probability
assigned” (Lichtenstein
and Fischoff, 1977, p.
161). Thus, in a set of
knowledge questions,
if a person assigns 50
per cent to four
questions and gets two
(50 per cent) of them
correct, 75 per cent to
four questions and gets
three (75 per cent) of
them correct and 100
per cent to three
questions and gets all
(100 per cent) of them
correct, he/she is
perfectly calibrated.

Pillai, K. G., Brusco, M.,
Goldsmith, R., &
Hofacker, C. (2015).
Consumer knowledge
discrimination. European
Journal of Marketing.

12

3 - Kak orieHuBaThH
3HAHUS TOTPEOUTENCH?

Knowledge
calibration

the “calibration of
consumer knowledge,”
which we define as the
agreement between
objective and
subjective assessments
of the validity of
information—
particularly the
information used in
decision making. For
example, a shopper
might be very
confident that she has
found an item at the
lowest price available.
If she subsequently
finds that many other
stores offer the same
item at a lower price,
we would say her
knowledge is not well
calibrated.
Alternatively, if she

Alba, J. W., &
Hutchinson, J. W.
(2000). Knowledge
calibration: What
consumers know and
what they think they
know. Journal of
consumer research,
27(2), 123-156.
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finds that most other
stores have higher
prices, we would say
she is well calibrated—
even if one or two
stores have the item at
a slightly lower price.
Conversely, if she is
very uncertain about
her price judgments,
but is frequently
correct, she is also
poorly calibrated. That
is, calibration refers to
the match between
confidence and
accuracy, rather than
accuracy itself.

13

3 - Kak orieHuBaTh
3HAHUS TOTpEOUTENCH?

Dimensionalit
y

Though early research
treated consumer
knowledge as
unidimensional,
operationalized
through measures such
as frequency of
purchase (Kiel and
Layton, 1981), later
research acknowledged
the multidimensional
nature of knowledge.

Pillai, K. G., Brusco, M.,
Goldsmith, R., &
Hofacker, C. (2015).
Consumer knowledge
discrimination. European
Journal of Marketing.

14

6 - Kak koMmmauuu
MOTYT BJIUSATH Ha
3HAHUA?

Boosting

Boosts as interventions
that target
competences rather
than immediate
behavior. The targeted
competences can be
specific to a single
domain (e.g., financial
accounting; Drexler,
Fischer, & Schoar,
2014) or generalize
across domains (e.qg.,
statistical literacy). A
boost may enlist
human cognition (e.g.,
decision strategies,
procedural routines,
motivational
competences, strategic
use of automatic

Hertwig, R., & Grline-
Yanoff, T. (2017).
Nudging and boosting:
Steering or empowering
good decisions.
Perspectives on
Psychological Science,
12(6), 973-986.
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KOMIICTEHTHOCTH
processes), the
environment (e.g.,
information
representation or
physical environment),
or both. By fostering
existing competences
or developing new
ones, boosts are
designed to enable
specific behaviors.

155 - Kak 3nanus siusior |Subjective People with higher Hadar, L., & Sood, S.
Ha MOBE/ICHUE knowledge; subjective knowledge |[(2014). When
norpebuTencii? Infromation about a product knowledge is

search express less interest in |demotivating: Subjective
searching for product- |knowledge and choice
related information overload. Psychological
because they believe |science, 25(9), 1739-
new information will | 1747.
be redundant with their
current knowledge
(Urbany, Dickson, &
Wilkie, 1989; Wood &
Lynch, 2002).

16 |5 - Kak 3nanus Biausitor | Subjective People who feel Hadar, L., & Sood, S.
Ha MOBEIEHUE knowledge; unknowledgeable (2014). When
norpebuTeneii? Choice (low-SK people) ina |knowledge is

overload; certain domain are demotivating: Subjective
Willingness to |especially willingto  |knowledge and choice
purchase purchase when more  |overload. Psychological

choice options are
available, which is
consistent with the
notion of “more is
better.” This pattern is
reversed for people
who feel
knowledgeable (high-
SK people), which is
consistent with prior
evidence for choice
overload

science, 25(9), 1739-
1747.

17

4 - Kak npuoOpeTtaroTcs
U U3MEHSIIOTCS 3HaHU?

Observational
learning

Vicariously acquiring a
behaviour by
‘watching’ someone
else do it and by
watching what happens
to the person when that
person does do it
(outcome). After

McGregor, S. L. (2009).
Reorienting consumer
education using social
learning theory:
sustainable development
via authentic consumer
pedagogy. International
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watching, the person
enters the information
into his or her memory
for recall to guide his
or her behaviour in the
future.

Journal of Consumer
Studies, 33(3), 258-266.

18

2 - Kakune Buabl 3HaHUHA
CYIIECTBYIOT?

Self-efficacy

According to Kraiger
et al.(1993, p.320),
“self-efficacy refers to
one’s perceived
performance
capabilities for a
specific activity.”
According to social
cognitive theory, self-
efficacy is a major
determinant of an
individual’s task
performance (Bandura
1986, 1997). Self-
efficacy is theoretically
and empirically
distinct from
declarative knowledge
(Kraiger et al.1993,
Marcolin et al. 2000,
Martocchio 1994), and
is theorized to perform
self-regulatory and
motivational roles in
controlling behavioral
performance of
acquired skills
(Ackerman et al.1995,
Kanfer and Ackerman
1989, Mitchell et al.
1994).

Yi, M. Y., & Davis, F.
D. (2003). Developing
and validating an
observational learning
model of computer
software training and
skill acquisition.
Information systems
research, 14(2), 146-169.

19

2 - Kakue BuIbI 3HAHUM
CYIIECTBYIOT?

Skill-based
habits of use

Skill-based habits of
use are goal-activated
automated behaviors
that develop to
asymptotic
performance as a result
of repeated experience
(Newell and
Rosenbloom 1981).
Our central thesis is
that skill-based habits
of use that are specific
to a particular

Murray, K. B., & Héubl,
G. (2007). Explaining
cognitive lock-in: The
role of skill-based habits
of use in consumer
choice. Journal of
Consumer Research,
34(1), 77-88.
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alternative (product,
store, service, etc.)
create a switching cost
that can render
consumers locked in to
that alternative as long
as their consumption
goal is congruent with
the one that was active
when these habits of
use were developed.

20

4 - Kak nmpuoOperarorcs
Y U3MEHSIIOTCS 3HAHUs?

Trial-and-error
learning;
percieved ease
of use

Consumers who
initially struggle to
learn to use a product
will tend to perceive it
to be more difficult to
use. Furthermore, we
predict that this is true
even if, through
additional experience
with the product,
consumers eventually
become just as
proficient at using it as
those who never had
any difficulty with it.
That is, we propose
that the occurrence of
usage errors in
connection with an
incumbent product
reduces its eventual
perceived ease of use.
In addition, we argue
that this effect is
independent of the
product’s actual ease
of use, which is a
function of the amount
of experience (i.e., the
number of trials) with
the product. Repeated
product trials enhance
the actual ease of using
the product, which in
turn increases the
perceived ease of using
the product. In
addition, we predict
that errors made while

Murray, K. B., & Héubl,
G. (2007). Explaining
cognitive lock-in: The
role of skill-based habits
of use in consumer
choice. Journal of
Consumer Research,
34(1), 77-88.
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learning to use the
product reduce the
perceived ease of using
it. Finally, we expect
that, as an incumbent
product’s perceived
ease of use increases
(decreases), preference
for that product will
also increase
(decrease).

21

5 - Kak 3HaHus BIMAIOT
Ha TOBE/ICHNE
norpeduTenei?

Objective
knowledge;
Subjective
knowledge;
Information
search

The relative effects of
the two types of
knowledge on pre-
purchase information
search depend on the
type of information
source. Consistent with
prior research, this
study shows that self-
assessed knowledge is
strongly linked to the
consumer’s use of
personal sources of
information, including
internal memory
searches and word-of-
mouth communication.
Conversely, objective
knowledge seems to
have a positive impact
on the consumer’s
motivation to seek
external information
(e.g. newspaper
articles, mass media
sources) about the
service provider.

Mattila, A. S., & Wirtz,
J. (2002). The impact of
knowledge types on the
consumer search
process. International
Journal of Service
Industry Management.
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2 - Kakune Buabl 3HaHUNA
CYILLIECTBYIOT?

Cognitive
domain of
knowledge

The cognitive domain
of knowledge includes
the recollection and
identification of facts,
patterns, and concepts
that help the
development of
intellectual skills and
abilities. This domain
is connected with our
understanding of the
world; remembering
terms, facts, or
concepts; applying and
analyzing the
knowledge we receive;
and evaluating that
knowledge and
constructing more. The
cognitive domain is
related to a variety of
tasks, such as solving
mathematical
problems, setting up
our tablet, or flying a
rocket ship. It
encapsulates all these
complex processes that
require us to recall
ourexperience, filter it,
evaluate its
significance to a
specific situation, and
make a decision.

Kalmpourtzis, G. (2018).
Educational game design
fundamentals: a journey
to creating intrinsically
motivating learning
experiences. CRC Press.
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CYIIECTBYIOT?

Affective
domain of
knowledge

The affective domain
of knowledge
describes the way we
interact with the ones
around us. This means
that through the
affective domain we
develop our values and
the way we apply them
in our lives. The way
we respond to
comments, receive
feedback, internalize
our thoughts, and
interact with our
society is the result of

Kalmpourtzis, G. (2018).
Educational game design
fundamentals: a journey
to creating intrinsically
motivating learning
experiences. CRC Press.
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the development of our
affective skills.
24| 2 - Kakue Bujpl 3Hanuii |PSychomotor | The psychomotor Kalmpourtzis, G. (2018).
CYIIECTBYIOT? domain of domain of knowledge |Educational game design
knowledge is related to the fundamentals: a journey

mastery of our
movements. This
includes physical
movement,
coordination, and the
use of motor skills.
This domain requires
work and effort in
order to achieve high
precision, technique,
and speed in several
psychomotor skills.
These skills include all
areas from walking and
dancing to typing on a
keyboard or playing
the piano.

to creating intrinsically
motivating learning
experiences. CRC Press.
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U U3MEHSIIOTCS 3HAaHU?

Incidental
learning

We learn even when
we don’t try: We
recognize many brand
names and hum many
product jingles, for
example, even for
products we don’t
personally use. We call
this casual,
unintentional
acquisition of
knowledge incidental
learning.

Solomon, M. R. (2011).
Consumer Behavior:
Buying, Having, and
Being. Global Edition.
Pearson, 14(2), 116-124.
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