MexaHi3M perynaoBaHHsI EKOHOMIKH

DOI: https://doi.org/10.32782/mer.2023.101.06
UDC 005.346:004.912]:005.52

PROBLEM AREA DIFFERENCES IN THE CONCEPTS
OF CUSTOMER CENTRICITY AND CUSTOMER ORIENTATION

Inna M. Repina', Olena V. Potienko’

In recent years, business literature has shifted its focus from customer focus to customer centricity, which is positioned as a
fundamentally new concept, a paradigm of doing business. The purpose of this article is to understand the correlation of these concepts
for the correct interpretation of the latter. A review of the scientific literature using the built-in analysis option of SCOPUS.com
showed that the main components of this concept (definition, genesis, prerequisites, consequences, differences from other concepts,
positives, barriers, etc.) were developed long ago — at the beginning of the 21st century. The To increase the validity and remove bias
in the interpretation of the distinctive features of the concept, a conceptual computer analysis of 2 arrays of information was carried
out: titles and abstracts of 270 scientific publications published in the SCOPUS scientometric database with the keyword "customer
focus" and 460 scientific publications with the keyword "customer centricity". The sample comprised 5,856 publications with one of
the possible terms describing the attitude towards the client (orientation, focus, focus) in the title or abstract. The text arrays were
processed using WordStat 2023.0.1, a special text analysis module developed by Provalis Research (Canada). The computer analysis
conducted with the help of the WordStat software allowed to establish a list of words that are most often found in scientific periodicals
(articles and abstracts) included in the relevant sample, a list of phrases that are most often found in scientific periodicals (articles and
abstracts) included in the relevant sample, leading topics that are considered within the formed samples (6 topics that characterise the
problem field of customer focus research and 10 leading topics of publications on customer centricity). The objective data obtained
proves that while at the level of words there is an identity of concepts, at the level of phrases and top topics there is a clear shift in focus
from marketing issues (customer focus, customer satisfaction, customer relations, customer requirements, customer-centric service,
customer-centric experience, customer relationship management, etc.). In addition to the traditional aspects (customer centricity,
customer relations), the leading aspects described in the literature on customer centricity are making the right decisions in all links of
the supply chain, the problems of developing appropriate information systems and technologies, creating and using social networks,
developing tools for empathy with the customer, and predicting his or her behaviour — as the basis for real customer centricity. It was
also found that customer centricity is recognised as a priority for the development of products and services in such new areas as energy
saving and electric vehicles. Thus, the conceptual computer analysis conducted with the help of the WordStat sofiware product allows
to interpret customer centricity as a qualitatively new level of development of the customer orientation concept, which implies the
extension of the concept § scope to all components and processes of the business model, the acquisition by organisations of a new status
of "customer-oriented"; recognition of the customer as the most important, central figure and driving force of business development.

Key words: customer centricity, customer-centric business model, customer-centric organisation, customer focus, comparative
analysis of concepts, conceptual computer analysis, WordStat, top topics of customer centricity research.
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Statement of the problem. Taking into account the
requirements and preferences of customers when develop-
ing products and services, organising their sales and after-
sales service has been considered an indisputable business
axiom for many decades. In the Ukrainian-speaking world,
this requirement has been argued and implemented within
the framework of the concept of customer focus and is at
the centre of research in marketing and customer relation-
ship management.

Over the past decades, leading academics and world-
class consulting agencies have conducted numerous in-
depth studies that have proven the importance of customer
focus and identified the benefits that come with it — higher

ROI: organisations that focus on customer solutions rather
than product promotion have demonstrated a 150 per cent
return on shareholder value, outperforming the Standard
& Poor’s 500 (S&P) Index by 14 per cent over the same
time period. Sales of such organisations grew by 143%
compared to 53% growth of the S&P [1]; a 1% increase
in customer satisfaction leads to a 2.37% increase in ROI,
while a 1% decrease in customer satisfaction leads to
a 5.08% decrease in ROI [2]. A report by Deloitte and
Touche [3] states that customer-centred companies were
60% more profitable than non-customer-centred ones.
In the case of a customer-centred CEO, this percentage
increases to 64%.
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Despite the perception and understanding of the unde-
niable benefits, the adoption of the concept of customer
centricity has slowed over time. According to a study by
the CMO Council [4], only 14% of marketers believe that
customer focus is a distinctive feature of their companies,
and only 11% think that their customers would agree with
this characteristic.

Recently, the concept of customer focus has been
replaced in business literature by the concept of customer
centricity. It is presented by business experts as a funda-
mentally new conceptual direction, a paradigm of doing
business. For example, [5] interprets customer centricity as
"a radically different approach" and gives a very interest-
ing analogy — "it offers a transition from hunting (which is
inherent in the concept of customer focus) to herding, from
disorderly relations to family life".

Is customer centricity really a new innovative concept?
Is it so different from customer orientation that it can be
considered a new business paradigm? And what are the
essential differences and advantages of this approach?
The desire to find answers to these questions prompted the
authors to conduct this study.

Analysis of recent research and publications.
According to the analysis of publications in the SCOPUS.
com scientometric database (built-in analysis option),
over the last 20 years in the English-language literature
various terms have been used to characterise the interac-
tion between business entities and consumers, taking into
account the interests of customers in planning and con-
ducting business, in particular marketing activities, sell-
ing products and providing services, such as "customer-
oriented", "customer-focused" and "customer-centric", as
well as other (derived) spellings of these words.

The results of the searches clearly confirm that the most
used term is "CUSTOMER ORIENTATION" — 2,821 doc-
ument results since 1974; the second place (1,177 docu-
ments, since 1980) is occupied by the term "CUSTOMER
FOCUSED" The least used term is "CUSTOMER CEN-
TRICITY", which appears in the titles and abstracts of
only 312 scientific publications since 2001. The trends for
publications with all terms are steadily increasing, con-
firming the relevance of this topic.

The terms under consideration are interdisciplinary,
and no differences (preferences) in their use in different
fields of knowledge have been identified. That is, it cannot
be stated that specialists in any field of knowledge prefer
one of the 3 terms considered.

It is also impossible to confirm the thesis that the term
"customer centricity" is new — it was introduced into scien-
tific circulation at the beginning of the 21st century, and is
not an innovation of recent years.

Over 20 years of use, the concept of customer centricity
has acquired all the necessary attributes.

The genesis of the development of this concept since
the 1950s is presented in [6]. Many publications provide an
interpretation of the term: both independent and focused on
a specific object — marketing, organisation, management
system and organisational structure, information system,

etc. (Table 1); identify the main challenges that prevent
organisations from becoming customer-centric and set
out a roadmap for such a transformation. In [7] the author
compares customer centricity with product and customer
orientation, identifies the advantages and disadvantages of
this approach, and describes in detail the barriers to imple-
menting the customer centric paradigm, such as organisa-
tional culture, structure, processes and financial capabili-
ties. The paper [8] argues that companies that build their
business model, product offering and business processes
around customer needs are more likely to meet those needs
and create better value for customers. Building loyalty and
partnerships with customers, involving them in the innova-
tion process, is recognised as the basis for building cus-
tomer capital, an asset that is difficult for competitors to
replicate. It is their presence that ensures long-term com-
petitive advantage and long-term business success.

Note the year of the cited publications: the first or early
second decade of the 21st century. It was then, according to
the authors, that the theoretical and methodological foun-
dations of this concept were laid, but recognition and dis-
semination came much later — only at the end of the 2nd
and beginning of the 3rd decade of the 21st century, i.e.,
in the last 5 years. The reason for the paradigm shift was,
on the one hand, the limited and insufficient effectiveness
of the marketing approach (customer focus of marketing,
sales and service, i.e., only processes related to customer
service) and, on the other hand, digitalisation, which cre-
ated software and technological possibilities for the imple-
mentation of the formed ideas and proposals — "placing"
the customer at the centre of the entire business model,
taking into account his/her needs, demands and interests
in the implementation of all business processes. This is
what made it possible to transform into a customer-centric
organisation.

Formation of the objectives of the article (task
statement). Reflecting on the above definitions, one can
agree with those experts who point out the differences
between customer focus and customer centricity. However,
the opinions of these experts and others may be subjec-
tive, and the publications cited may not reflect the com-
mon understanding of these concepts in scientific circles.
In view of the above, the purpose of this article is to find
objective evidence for this position using modern informa-
tion technologies, in particular tools for analysing complex
and unstructured textual information (titles and abstracts of
scientific publications).

Research methodology. In order to substantiate the
differences between the concepts of "customer focus" and
"customer centricity", the methodology of computerised
conceptual analysis of literature sources was used. As
argued in [10—12], for a meaningful review of the literature
on a given concept, and in particular to determine its dis-
tinctive features, it is sufficient to analyse the basic seman-
tics (the so-called "language units": words, phrases, topics)
of the debate that scientists use in the titles of articles and
develop in their abstracts. The titles and abstracts of scien-
tific articles are recognised as "relevant texts for analysis
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Table 1 — Definition of the concept of ""customer centricity" and derivative terms in scientific publications

Definition of customer
centricity

Definition

Sheth et al. (2000)

Customer centricity is an approach that "focuses on the needs, wants and resources of customers as
the starting point of the planning process".

Sheth, Jagdish N., Rajendra

Customer-centric marketing: understanding and meeting the needs, wants and resources of individual

S. Sisodia,
and Arun Sharma (2000) consumers and customers, rather than mass markets or market segments.
Bolton (2004) Customer centricity of business processes: all business processes and all employees are focused on

identifying and meeting customer needs.

Jayachandran et al. (2005)

Customer-centric management system: consists of structural aspects that ensure that organisational
actions are driven by customer needs rather than internal functional concerns.

Liang and Tanniru (2006)

Customer-centric information system: an information system that is able to configure the four main
components — customer, process, technology and product/service — to meet the customer’s needs.

Shah, D., Rust, R.T.,
Parasuraman, A.,
Staelin, R., & Day, G. S.
(2006)

Customer centricity: all decisions start with the customer and the opportunities to benefit.

Kumar, Venkatesan,

Customer-focused sales campaigns: displays sales campaigns in which salespeople coordinate their
contact strategy across product categories, salespeople, and time to meet the core needs of customers

and Reinartz (2008) that are changing dynamically.
Customer-centric marketing: refers to the practice in which "marketers evaluate each customer
Cheng and Dogan individually and decide whether to serve that customer directly or through a third party" and which
(2008) "focuses on the needs, wants and resources of customers as the starting point of the planning

process".

Burmann, Meurer,

Customer centricity: focusing all marketing activities and processes on the customer.

and Kanitz (2011)
Client-centric firm: manifested in constant interaction with clients aimed at obtaining information and
understanding of clients’ explicit and implicit needs; systematic involvement of clients in marketing
Lamberti (2013) and R&D decisions; a well-coordinated organisational structure that promptly collects and exchanges

client information and manages the interface at all stages of interaction; and a supply chain that is
aligned with the firm and is able to adapt to client requirements.

Frankenberger, Weiblen,
and Gassmann (2013)

Customer-centricity of the solution: the extent to which the company is customer-centric in its
co-delivery of solutions.

Lee et al. (2015)

Customer-centric structure: an organisational design that aligns each business unit with a specific
customer group.

Lee, Sridhar,
and Palmatier (2017)

Customer-aligned structural projects: structures that seamlessly align their internal departments with
external customers.

Crecelius et al. (2019)

Firm’s customer-centric structure: the extent to which a firm’s business units are focused on specific
client groups.

Habel, J., Kassemeier, R.,
Alavi, S., Haaf, P.,
Schmitz, C., & Wieseke, J.
(2020)

Perceived client-centricity: the extent to which the client perceives the firm to put the client’s interests
at the centre of all its actions.

Source: cited from [9]

because the terms appearing in them are key to describing
the article in terms of both its primary assumptions and its
fundamental results" [13].

Summary of the main research material. The advan-
tage of this type of computer-based analysis is that it "allows
a well-informed review of previous work, as it starts with
a systematic analysis of the main content of articles, which
is not filtered by the researcher". This not only reduces bias
during the review process (e.g., bias due to researchers’
prior knowledge of the topic), but also allows identifying
common discussions in existing studies by determining the
semantics used by researchers: words and phrases — phrases
that occur most often in a given text. This allows identifying
the main topics of ongoing discussions (debates).

Computer analysis of a set of publications does not pre-
clude further, more detailed familiarisation with the text
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of individual publications, critical analysis of their con-
tent and participation in the discussion contained in the
articles. However, at the preliminary stage of processing
a large number of scientific products, it allows to identify
and recognise the variety of semantics (language units)
used by researchers and thus to make an expert judgement
on the common and different content of the publications
presented in the publication samples — the names of the
concepts being compared. Computer analysis allows to
identify the leading clusters (research topics), publications
on which it is advisable to study together, keeping in mind
the main focus of these studies.

The information base for computer analysis was
formed in 2 stages:

— At the first stage, 5856 publications were selected
using the query TITLE-ABS-KEY ("customer-centric")
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or TITLE-ABS-KEY ("customer-oriented") or TITLE-
ABS-KEY ("customer-focused") available in the SCOPUS
scientometric database, i.e. publications with one of the
possible terms describing the relationship to the customer
(orientation, focus, centring) in the title or abstract;

— At the second stage, based on the initially formed data-
base of publications, 2 sets of publications were selected:
the first set of publications with the keyword "customer
orientation" (CO) — 270 articles, the second set of pub-
lications with the keyword "customer centricity" (CC) —
460 articles. In other words, scientific publications were
selected in which the terms "CO" and "CC" were indicated
by the authors as keywords.

Database preparation. Article title information and
abstract text were exported into separate CSV Excel files.
In Excel, the stored information was "columnised" and
unnecessary information was removed. This resulted in
2 Excel files containing 2 variables: the titles of all publi-
cations and the text of their abstracts (placed in the first and
second columns, respectively).

Database processing. The Excel files prepared
in this way were loaded (imported) into WordStat
2023.0.1 [14], a dedicated text analysis module devel-
oped by Provalis Research (Canada), a leading global
developer of text analysis software with 20 years of
experience and innovative programmes for qualitative,
quantitative and mixed methods.

Provalis Research has a 20-year history of excel-
lence in developing and bringing to market the tools that
researchers and data scientists need today. The company’s
clients include more than 6,000 institutions, including uni-
versities, governmental and non-governmental organisa-
tions, and corporations in more than 80 countries on all
5 continents. Provalis Research software products cover a
wide range of applications: political science, media analy-
sis, survey analysis, business intelligence, market research,
aviation security and international crime analysis, etc.

The software product allows the processing of large
amounts of unstructured textual information — the text
of articles, speeches, open-ended questions, interviews,
e-mail messages, etc. WordStat can be used to automati-
cally categorise text using a dictionary approach or various
text mining methods, to develop and test new categorisa-
tion dictionaries, and to detect differences in word usage.
WordStat includes numerous tools for data analysis, as
well as several graphical visualisation tools, which are
used to explore the relationships within the semantic field
(between selected language units).

Basic WordStat settings and procedures were used,
such as lemmatisation and extraction, which are performed
by default using the Universal English Dictionary (given
that the annotations/articles are written in English). The
topic modelling was also performed with the basic settings
suggested by WordStat to avoid any bias.

The results obtained allowed to perform both quantita-
tive and qualitative content analysis of the generated text
arrays. The statistical methods underlying thematic model-
ling in software analysis include topic extraction analysis

[15], hierarchical classification based on correspondence
analysis [10] and computational modelling [11]. On the
basis of these types of analyses, the occurrence of words
was quantified using a consistency test, and the frequency
of use of language units (words and phrases) specific to
each text mass was measured using factor analysis. The
information thus obtained was used to carry out a qualita-
tive analysis of each set of publications.

Research results. The WordStat program was used to
automatically generate:

— Lists of words that are most commonly found in sci-
entific periodicals (articles and abstracts) included in the
respective sample (Table 2);

—a list of phrases that are most often found in scientific
periodicals (articles and abstracts) included in the relevant
sample (Table 3);

— the leading topics that are considered within the
formed samples were identified: — 6 topics that characterise
the problematic field of CO research and 10 leading topics
of CC publications (Table 4).

A critical analysis of the information provided suggests
the following.

1. A comparison of the words used in the two sets of
textual material showed that they are essentially identical.
Most of the words are repeated. In particular, these are the
following words APPROACH, BASED, BUSINESS, CUS-
TOMER, CUSTOMERS, DATA, DESIGN, DEVELOP-
MENT, MANAGEMENT, MODEL, PAPER, PRODUCT,
QUALITY, RESEARCH, SERVICE, SERVICES, STUDY.
Only the following words were new for publications with
the keyword "CC": ANALYSIS CENTRIC INFORMA-
TION PROCESS SYSTEM(s). At the same time, it should
be noted that the frequency of use of certain words is chang-
ing: in particular, marketing vocabulary (decreasing) and
managerial (business) vocabulary (increasing).

2. The comparison of the most frequently used phrases
by the authors provided new arguments in favour of dif-
ferentiating the concept of customer centricity. Only 8%
of the phrases were found to be identical, but, as in the
previous case, the frequency of use varies: the frequency
of use of phrases corresponding to the managerial vocabu-
lary increases. An examination of the most frequently used
phrases suggests that publications with the keyword "cus-
tomer centricity" do not only deal with traditional market-
ing topics, in particular: customer orientation, customer
satisfaction, customer relations, customer requirements,
customer-centred service, customer experience, customer
relationship management, etc. New aspects that are being
studied are: a customer-centric approach to building a
business in general, creating a customer-centric business
model, customer-centric development of products and ser-
vices, adapting all business processes in the organisation
to meet the needs and requirements of customers, devel-
oping and implementing a customer database, developing
and implementing information systems and information
technologies that allow real-time changes in all aspects
of doing business in accordance with changing customer
needs, which is the key to long-term competitiveness.

N° 3 (101) 2023 | 43
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3. WODSTAT’s built-in artificial intelligence identified
the top topics of discussion common to the relevant series
of publications, which ultimately proved the fundamental
difference between the concepts of customer focus and
customer centricity.

The main topics of customer orientation were: general
issues of describing the concept of "CUSTOMER-ORI-
ENTED" (98.15% of cases), effects (efficiency) of customer
orientation (91.48%), product development (80.74%), sat-
isfaction with the quality of service (77.78%). Taking into
account the long existence of this concept, many publica-
tions are dedicated to empirical research, which is due to
the selection of topics such as : "APPROACH TO METH-
ODOLOGY DESIGN” (-52.22%) and "IMPLICATIONS
OF RESEARCH LIMITATIONS” (49.26%).

The range of issues addressed in publications on cus-
tomer centricity is much wider. They deal with issues such
as CUSTOMER CENTRIC (95.29% of cases) — interpre-
tation of the content, components, advantages, prerequi-
sites and problems of implementing customer centricity,
CUSTOMER RELATIONSHIP MANAGEMENT CRM
(76.23%) — the problems of creating and developing cus-
tomer relationships, which remain one of the fundamental
provisions and conditions for the growth of customer loy-
alty, DECISION MAKING SUPPLY CHAIN (51. 35%) —
customer centricity as a prerequisite for making the right
decisions in all links of the supply chain, DATA MINING
CRM SYSTEM (49.10% — the problems of developing
relevant information systems and technologies), SOCIAL
MEDIA BRAND COMMUNITY (34, 30%) — creation and
use of social communities for operational communication
and long-term partnership, HUMAN SENSATION SIMU-
LATION (19.28%) — development of tools for empathy with
the customer, prediction of his behaviour — as a basis for real
customer centricity. ENERGY EFFICIENCY (7.85%) is
one of the new perspectives — a new industry (field of activ-
ity), where the concept of customer centricity is recognised
as a priority for the development of products and services.

The conceptual computer analysis carried out by
means of Word Stat allowed to identify the frequency
and dynamics of use in the analysed arrays of text docu-
ments of the key term of the dissertation research ("ser-
vice design") conducted by the author of this article
(O. Potienko). This is an innovative tool for studying the
needs, pains, desires and interests of consumers (custom-
ers), the use of which makes it possible to develop truly
customer-centric products and services, design business
processes and implement a customer-centric business
model. The frequency of use of the phrase "SERVICE
DESIGN" increased from 10 to 22 cases, i.e., from 0.74%
to 1.79% of cases. The low but growing use of this term
indicates the insufficient development and relevance of
the topic of the dissertation research.

Conclusions. The conceptual computer analysis of the
set of academic publications, carried out using the Word
Stat software product, allowed to clearly understand the
conceptual context of the concepts of customer focus and
customer centricity by identifying the most frequently
used words and short phrases, as well as the leading areas
of discussion and research focus. This allows the differ-
ences between these concepts to be defined in an unbiased
and reasoned manner, as well as identifying the leading
areas of discussion and research within the concept of
customer centricity.

The authors’ further research is aimed at developing the
theoretical and methodological foundations for the design
of customer-centred innovations based on the use of ser-
vice design tools. The conceptual computer content analy-
sis carried out confirmed the innovative nature of this topic
and the growing attention of the scientific community to
the study of the practice of its use. WordStar made it pos-
sible to identify scientific publications in which the term is
used. Further efforts will be made to study them in detail in
order to understand the existing developments and to iden-
tify problems that are relevant and practically significant
for further research.

REFERENCES:
1. Ranjay G. (2010) Reorganize for Resilience: Putting Customers at the Center of Your Business Harvard Business Press

(January 19, 2010). 288 p.

2. Gupta S., Zeithaml V. (2006) Customer Metrics and Their Impact on Financial Performance. Marketing Science, 25, 718-739.

https://doi.org/10.1287/mksc.1060.0221

3. Wealth Management Digitalization changes client advisory more than ever before (2016). Available at: https:/www?2.
deloitte.com/content/dam/Deloitte/de/Documents/ WM%20Digitalisierung.pdf-
4. Mastering Adaptive Customer Engagementshttps (2014). Available at: https://www.cmocouncil.org/thought-leadership/

reports/mastering-adaptive-customer-engagements

5. The one who is in the centre of the world pays. Available at: https://carway.info/ru/magazine/issue/2020-04/platit-tot-kto-v-

centre-mira

6. Shah D., Rust R.T., Parasuraman A., Staelin R., Day G.S. (2006) The Path to Customer Centricity. Journal of Service

Research, 9(2), 113-124. DOI: 10.1177/1094670506294666

7. Bonacchi M., Perego P. (2011) Improving profitability with customer-centric strategies: the case of a mobile content provider.

Strategic Change, 20(7-8), 253-267. DOI: 10.1002/js¢.899

8. Moormann J., Palvolgyi E.Z. (2013) Customer-Centric Business Modeling: Setting a Research Agenda, in: Proceedings of 2013
IEEE International Conference on Business Informatics, Wien, 173—179. DOLI: http://doi.ieeecomputersociety.org/10.1109/CBI1.2013.33

9. Habel J., Kassemeier R., Alavi S., Haaf P., Schmitz C. Wieseke J. (2020) When do customers perceive customer centricity?
The role of a firm’s and salespeople’s customer orientation. Journal of Personal Selling & Sales Management, 40(1), 25—42, DOI:

10.1080/08853134.2019.1631174

L4y | 155N 1726-8699



EkoHoMika miznpuemcTBa Ta opraHisauis BUpOOGHMLTBA

10. Greenacre M. (1993) Correspondence Analysis in Practice. London: Academic Press.

11.Stephen T. (1999) Computer-Assisted Concept Analysis of HCR’s First 25 Years. Hum. Commun. Res., 25, 498-513.

12. Stephen T. Differentiating the US. regional communication journals: A computer assisted concept analysis. In Proceedings
of the Conference of International Communication Association. Washington, DC, USA, (24-28 May 2001).

13. Illia L. (2010) How Business Disciplines Discuss Multiple Identities in Organizations. Corp. Reput. Rev., 12, 327-344.

14. WordStat. Available at: https://provalisresearch.com/products/content-analysis-software/

15. Péladeau N., Davoodi E. Comparison of Latent Dirichlet Modeling and Factor Analysis for Topic Extraction: A Lesson
of History. In Proceedings of the 51st Hawaii International Conference on System Sciences, Waikoloa Village, Hawaii, US4, (2-6
January 2018), 615-623.

ITEHTA®IKAIIS BIIMIHHOCTE KOHIEN I
KJIEHTOLEHTPUYHOCTI TA KJIIEHTOOPIEHTOBAHOCTI

Inna MuxkonaiBHa Penina', Osiena BikTopisna IToTieHko?

B ocmanni poxu 6 6isnec-nimepamypi akyenm yeasu 3MiCmMUCcs 3 KIiEHMOPICHMOBAHOCI HA KAIEHMOYEHMPUUHICTNG, AKA NO3U-
YIOHYEMbCSL K NPUHYUNOBA HOBA KOHYenyis, napaouema eedenHs 6isnecy. Memoto niocomosku 0anoi cmammi cmano npacHeHHs:
agmopie po3ibpamucs 8 Cni6GIOHOWEHHI OAHUX KOHYenyill 0/l KOPEKIMHO20 MPAaKmy8aHts 0CmanHvoi. IIposedenutl 020 HayKosol
aimepamypu 3a 0onomozor 66yoosaroi onyii ananizy SCOPUS.com nokazag uo 0CHO8HI cK1a008i 0anoi KoHyenyii (6UsHauenus,
2EHE3UC CMAHOBNICHHS, NePedyMO8U, HACAIOKU, GIOMIHHOCMI 610 THUIUX KOHYenyill, no3umueu, bapepu mowo) 6yiu po3poieni oocmam-
HbO 0asHo — wje Ha nouamky 21 cmopiuua. Tepmin kaiieHmoyenmpuunicms HabY8 3aCMOCYBAHHS He MINbKU AK 3A2aNbHA HA38d, djle i K
npUKMemnuK (K1ieHmoyenmpuynull), aKutl Xapakmepusye ocoonugocmi mapkemuney, oiznec-wooerni, cucmemu ynpasiinis, opeanisa-
yii mowo. /[ niosuwyents 06epyHmo8anoCmi ma 3HAmms ynepeortceHoCcmi w000 mpakmyeaHHs IOMIMHUX 0COONUBOCmell KOHyenyii
0y6 nposedenull KOHYenmyaibHull KOMn 1omepHutl ananiz 2-x macugie inghopmayii: naze ma anomayiii 270 naykoeux nyonikayii, sSKi
posmiweni 6 naykomempuuniti 6asi SCOPUS, 3 knououm cioeom «KiieHmoopinmosanicmoy» ma 460 naykosux nyonikayiti 3 Kiouo-
BUM CNIOBOM «KIIEHMOYeHmpuuHicmsy. Bubipka 30iticnena 3 5856 nyb6nikayiil 6 nHazei abo anomayii’ AKUX GUKOPUCTNOBYEMbCS 0OUH
3 MOJICTUBUX MEPMINIG, U0 XapaKmepuszye 8iOHOueHHs 00 KaicHma — opicnmayis, ¢okycysanus, nocmanoska 6 yenmpi. Obpodxa
Mmacusie mekcmoeoi ingpopmayis 30iticnena 3a donomozoro npoepamu WordStat 2023.0.1 — cneyianoHo2o MoOyII0 ananisy mexkcmy,
pospobnenozo Provalis Research (Kanaoa). [lposedenuii komn tomepruii ananiz 3acobamu WordStat 0ozeonus ecmanosumu. nepenix
cnie ma ¢pas, AKi Hatlacmiwe 3yCMpivarmscs y Haykosii nepioouyi. Buokpemieni npogioni memu, ki po32na0armscs 6 Mexcax
chopmosanux eubipox: 6 mem, AKi xapaxmepusyloms npobiemue noie 00cIiodxceHs 3 Kiicumoopicumosanocmi ma 10 npogionux mem
nyb6nikayiu 3 kaienmoyenmpuunocmi. Ompumani Heynepeoiceni 00Kazu 00600y, WO AKWO HA PIGHI i@ MAE Micye MOMOICHICMb
KOHYenyill, mo Ha pieni ¢paz ma monosux mem 4imxo GUOHO NEPeHeceHHs YeHmpy yeazu 3 MapKemuHe06o0i npobremamuxu (opieH-
mayis Ha KAIEHMA, 3a00801eHICMb KIIEHMIB, GIOHOCUHU 3 KIIEHMAMU, 8UMOSU KIIEHMA; 00CTY208)Y8aHHA, OPICHMOBAHEe HA KIIEHMA,
KILEHMCOKUL 00CEI0, YNPAGNIHHS 6IOHOCUHAMU 3 KIIIEHMAMU MOWO0) HA MEHEONCEPCLKY (0i3Heco8y)- bizHec-Modelnb, npoyecu, OpeaHi-
3ayis, cmpykmypa ynpagiinus mowo. Iposionumu acnekmamu, sSKi po32naoarmuscs 6 iimepamypi 3 KAiEHMOYeHmpuuHOCmi CIarms.:
NPUTTHAMMA KTIEHMOYEHMPUYHUX PillleHDb 8 YCIX IAHKAX 102ICMUYH020 TAHYI0ZY, NPOOIEeMAmuKa po3gumKy 8i0nosionux ingopmayiti-
HUX cucmeM ma mexHoN02il, CIMEOPeH s Md GUKOPUCTIAHHSL COYIANbHUX MEPEC, PO3GUMOK [HCMPYMEHMapiio emnamii 00 KiieHma,
NPOCHO3YBAHHA 11020 N0GEOIHKU. KaicHmoyenmpuunicms U3HAEMbCs npiopumemom 0isi po3pooKu NPooyKmie ma cepsicié 8 maxii
HO8Ill cghepi OianbHOCMI AK enepeo30epedxceHHs ma elekmpoasmomooini. Takum 4uHom, nposedeHuUll 3 BUKOPUCTNAHHAM NPOZPAMHO20
npooykmy WordStat konyenmyanvrutl KoMn 10mepHuil ananiz 0036015€ MPAKMYSAMu KIEHMOYEHMPUUHICMb SIK SKICHO HOBUIL Pi6eHb
PO36UMKY KOHYenyii Kiienmoopienmosanocmi. Bin nepeddauae nowupents cgepu 0ii konyenyii Ha yci ckaadosi ma npoyecu OizHec-
Mooerni, nadymms op2anizayisamu H08020 CMamycy — «KJIi€HMOYEeHMPUUHAY, GUSHAHNS KAIEHMA HATIBAICTUBIULOIO, YeHMPATbHO picy-
POI0 Ma pywitiHoi CUn0I0 PO36UMKY Oi3HEC).

Knrwouoei cnosa: knienmoyenmpuunicmo, KIi€eHMoyeHMpuyHa OizHec-mooenn, KIiEHMOYEeHMPUYHA OP2aHi3ayis, KIIEHMOOPIEHMO-
6AHICMb, NOPIGHANILHUL AHATI3 KOHYenyill, Konyenmyanvhul, WordStat, monosi memu 0ocniodicens KIi€eHmMOYeHmMpUUHOCHL.

Cmamms naoituna 0o pedaxyii 09.08.2023
The article was received August 9, 2023
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