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Formation of consumer value of a product under conditions
of digitalisation and sustainable development

M Abstract. The relevance of this study was driven by the transformation of consumer value formation under the
influence of economic digitalisation and the growing importance of sustainable development principles. The aim of
the research was to identify the key determinants of consumer value and to develop an integrated model of their
interaction. The study was based on a survey of 210 respondents aged 18-45 who regularly made online purchases. The
results showed high average evaluations of key variables: digital experience (4.25), perceived consumer value (4.18),
personalisation (4.12), brand trust (4.05), and environmental sustainability (3.89). Correlation analysis revealed the
strongest relationship between brand trust and consumer value (r = 0.72), followed by personalisation (r = 0.68) and
digital experience (r =0.65), confirming the critical role of intangible factors. The regression model demonstrated
strong explanatory power (R?=0.62). Brand trust had the greatest impact on consumer value (8=0.36, p<0.01), followed
by personalisation (8=0.31, p<0.01), digital experience (3=0.28, p<0.01), and environmental sustainability (3=0.19,
p <0.05). Additionally, the combined effect of personalisation and environmental sustainability increased perceived
value by 18% compared to their individual effects, indicating a significant synergistic effect. The findings provided
empirical evidence that consumer value was a multidimensional construct shaped by the interaction of digital and
sustainable factors, with trust acting as a key mediating variable. The proposed model could be applied to improve
product policy, enhance competitiveness, and strengthen long-term consumer relationships

M Keywords: consumer behaviour; product policy; customer experience; brand trust; environmental responsibility;
personalisation strategies; marketing analytics

H INTRODUCTION

In contemporary market conditions, firms faced increas-
ing challenges in creating and delivering value that cor-
responds to rapidly evolving consumer expectations. The
rapid development of digital technologies, the expansion
of online platforms, and the growing importance of envi-
ronmental and social responsibility have fundamentally
transformed the mechanisms of consumer decision-mak-
ing. As a result, traditional approaches to consumer value
formation, primarily based on functional characteristics
such as price and quality, are becoming insufficient. In-
stead, consumer value is increasingly shaped by a combi-
nation of digital experience, personalisation, emotional
engagement, and sustainability-related attributes.

At the global level, digitalisation has been recognised as
a key driver of transformation in marketing theory and prac-
tice. Y.K. Dwivedi et al. (2021; 2023) analysed the evolution
of digital and social media marketing, focusing on changes
in consumer-firm interactions. These studies demonstrate
that technological progress leads to more interactive and
data-driven marketing models. However, the authors pri-
marily concentrated on communication processes and did
not sufficiently examine how digital product attributes con-
tributed to consumer value formation. S. Verma et al. (2021)
emphasised the growing role of artificial intelligence and
data-driven technologies in marketing, highlighting their
impact on personalisation and consumer decision-making.
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Formation of consumer value of a product...

Recent studies indicate that digital environments
significantly enhance customer participation and value
co-creation through interactive and personalised expe-
riences. In particular, influencer-driven and digitally me-
diated interactions stimulate consumers’ active engage-
ment and contribution to value creation processes (Bu et
al.,2022). Furthermore, the growing integration of artificial
intelligence into service systems enables more adaptive and
responsive interactions, thereby strengthening customer
engagement and perceived value (Huang & Rust, 2021). As
a result, digital technologies not only facilitate communi-
cation between firms and consumers but also transform
consumers into active participants in value co-creation.

At the same time, sustainability has become an in-
creasingly important determinant of consumer behaviour.
Recent research demonstrates that sustainability attributes
significantly influence purchasing decisions, although po-
tential trade-offs with functionality may still occur (Qala-
ti et al., 2024). The influence of sustainability on consumer
behaviour has also been actively explored in recent studies.
F.Riva et al. (2024) demonstrated that sustainability-relat-
ed brand positioning and green brand associations play an
important role in shaping green brand trust, particularly
under conditions of sustainability skepticism. This study
supports these conclusions but further demonstrates that
sustainability has both direct and indirect effects on per-
ceived value, particularly through trust formation. This
highlights the importance of integrating sustainability into
broader value creation strategies rather than treating it as
an isolated attribute.

Sustainability attributes significantly influence con-
sumer behaviour and purchasing decisions, particularly
depending on how consumers perceive and accept sus-
tainable innovations (Giacalone & Jaeger, 2023). However,
existing research predominantly examines digitalisation
and sustainability as separate domains. Recent studies em-
phasise the need to integrate these perspectives, as digital
transformation plays a crucial role in enabling sustainabil-
ity while also revealing significant research gaps (Feroz et
al., 2021; Guandalini, 2022).

Despite the significant body of research, the existing
literature revealed an important gap. Most studies analysed
digitalisation and sustainable development as separate di-
rections, without sufficiently exploring their interaction
and combined impact on consumer value formation. In par-
ticular, the mediating role of trust and the synergistic effect
of combining digital and sustainability-related product at-
tributes remain insufficiently investigated. The relevance
of this study is therefore determined by the need to develop
an integrated approach to consumer value formation that
reflects the interaction between digital and sustainable
factors. Addressing this issue is essential for improving
product competitiveness and ensuring long-term consum-
er relationships in the context of digital transformation.

The aim of the article was to identify the key deter-
minants of consumer value formation in the context of
digitalisation and sustainable development and to sub-
stantiate their integration into firms’ product policy. To
achieve this aim, the following objectives were defined:
to analyse contemporary approaches to consumer val-
ue formation and to identify key digital and sustainable
factors influencing consumer value; to empirically assess
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the relationships between these factors; to develop an
integrated model of consumer value formation. The sci-
entific novelty of the study lies in the development of a
comprehensive model that integrates digital and sustain-
able determinants of consumer value while incorporating
brand trust as a mediating variable and accounting for
their synergistic effect.

B MATERIALS AND METHODS

This study was based on a combination of theoretical and
empirical research methods aimed at ensuring the validity,
transparency, and reproducibility of the results. The re-
search design included several stages, namely the concep-
tualisation of variables, data collection through an online
survey, and statistical analysis of the obtained data. The
methodological approach was grounded in contemporary
frameworks of quantitative marketing research and data
analysis (Sarstedt & Mooi, 2019; Hair et al., 2022; En-
holm et al., 2022). The empirical study was conducted using
a structured online survey administered via Google Forms.
Data collection took place between March and April 2025.
Respondents were recruited using a non-probability con-
venience sampling method through social media platforms
and online communities. The inclusion criteria required
participants to be between 18 and 45 years old and to have
prior experience with online shopping, ensuring the rele-
vance of responses to digital consumption contexts. A to-
tal of 210 valid responses were collected. Participation was
voluntary and anonymous.

The study adhered to established ethical standards for
social research, including informed consent, confidentiali-
ty, and the right to withdraw at any stage. Ethical consid-
erations were guided by established principles for research
involving human participants (American Psychological
Association, 2020; The Declaration of Helsinki, 2024). In
addition, broader ethical principles related to digital tech-
nologies and data use were considered (European Com-
mission, 2019). All respondents were informed about the
purpose of the study and provided consent prior to par-
ticipation. The questionnaire consisted of several blocks
designed to measure key constructs: personalisation, dig-
ital experience (UX), environmental sustainability, brand
trust, and perceived consumer value. All variables were
operationalised using multi-item scales adapted from re-
cent empirical studies in digital marketing and consumer
behaviour (Bleier et al., 2019; Huang & Rust, 2021) and
measured on a five-point Likert scale (1 = strongly disa-
gree; 5 = strongly agree).

Personalisation was assessed through items reflecting
the degree to which products and services met individual
preferences. For example, respondents evaluated state-
ments such as: “The products I purchase online are tailored
to my personal preferences” and “Online platforms provide
recommendations that match my needs”. Digital experi-
ence (UX) was measured based on usability, interactivity,
and ease of navigation, including items such as: “The web-
site or application is easy to use” and “I can quickly find the
information I need”. Environmental sustainability includ-
ed perceptions of ecological product characteristics and
responsible production practices, with statements such as:
“I prefer products that are environmentally friendly” and
“I consider the environmental impact of products when
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making a purchase”. Brand trust was operationalised as the
level of consumer confidence in the brand’s reliability and
integrity, for example: “I trust the brands I purchase from
online” and “These brands keep their promises”. Perceived
consumer value was defined as the overall assessment of
product usefulness and benefits, measured through items
such as: “The products I purchase provide good value for
money” and “Overall, I am satisfied with the benefits I re-
ceive from these products”.

The dependent variable in the study was perceived
consumer value. Independent variables included personal-
isation, digital experience, and environmental sustainabil-
ity. Brand trust was treated as a mediating variable, as it ex-
plained the mechanism through which product attributes
influenced perceived value. This approach was theoretical-
ly grounded in relationship marketing and supported by
recent studies emphasising the role of trust in digital envi-
ronments (Bleier et al., 2019). Data analysis was performed
using standard statistical techniques. Descriptive statistics
(mean values and standard deviations) were used to sum-
marise the characteristics of the sample and the main var-
iables. To ensure the internal consistency of measurement
scales, reliability analysis was conducted using Cronbach’s
alpha coefficient, with all constructs exceeding the recom-
mended threshold of 0.7, indicating satisfactory reliability
(Hair et al., 2022).

Correlation analysis was applied to examine the re-
lationships between variables and identify the strength
and direction of associations. Multiple regression analysis
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was used to assess the impact of independent variables on
perceived consumer value and to determine the relative
importance of each factor. In addition, subgroup analysis
was conducted to examine differences between age groups
(18-25, 26-35, and 36-45), allowing for the identification
of variations in consumer perceptions across segments. To
evaluate the presence of interaction effects, an additional
analysis of the combined influence of personalisation and
environmental sustainability was performed. The results
enabled the identification of a synergistic effect, reflected
in a higher level of perceived value compared to the indi-
vidual contribution of each factor. Despite the robustness
of the applied methods, the study had certain limitations.
The use of convenience sampling might have affected the
generalisability of the results, while self-reported data
could be subject to response bias. However, these limita-
tions were partially mitigated by the consistency of the re-
sults and the application of validated measurement scales.

M RESULTS AND DISCUSSION

The empirical analysis aimed to identify the key deter-
minants of perceived consumer value and to assess the
strength and nature of relationships between digital, sus-
tainable, and relational factors. To ensure a structured
interpretation of the findings, the analysis was conduct-
ed in several stages, including descriptive statistics, cor-
relation analysis, and regression modelling. At the first
stage, the descriptive statistics of the main variables
were analysed (Table 1).

Table 1. Descriptive statistics of variables

Variable Mean value Standard deviation
Personalisation 4.12 0.78
Digital experience (UX) 4.25 0.71
Product environmental sustainability 3.89 0.85
Brand trust 4.05 0.74
Perceived consumer value 4.18 0.69

Source: developed by the author based on survey data

The results presented in Table 1 indicate general-
ly high evaluations across all variables, suggesting that
respondents perceive digital and relational attributes as
important components of consumer value. The highest
mean value was observed for digital experience (M =4.25),
reflecting the critical role of usability, convenience, and in-
terface quality in shaping consumer perceptions in digital
environments. Perceived consumer value (M =4.18) and
personalisation (M =4.12) also received high evaluations,
indicating that consumers place significant importance on

tailored offerings and relevant interactions. In contrast,
environmental sustainability demonstrated a relative-
ly lower mean value (M = 3.89), suggesting that although
sustainability is recognised as important, it remains a sec-
ondary factor compared to immediate functional and expe-
riential benefits. However, mean values alone do not fully
reflect the structure of responses. Therefore, at the second
stage, a distribution analysis was conducted to examine
the proportion of respondents selecting different response
categories (Table 2).

Table 2. Distribution of respondents’ evaluations, %

Variable High (4-5) Medium (3) Low (1-2)
Personalisation 72 18 10
Digital experience (UX) 78 9 13
Product environmental sustainability 61 24 15
Brand trust 74 11 15
Consumer value 76 14 10

Source: developed by the author based on survey data
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As can be seen from Table 2, more than 70% of re-
spondents provided high evaluations for digital experi-
ence, personalisation, and consumer value, confirming
the consistency of positive perceptions across these di-
mensions. In contrast, environmental sustainability shows
the greatest variability, with a relatively high proportion
of neutral responses (24%), indicating that its importance
varies among consumer segments. This variability can be
explained by differences in consumer awareness, income
levels, and the perceived trade-off between price and envi-
ronmental responsibility. These findings suggest that digi-
tal and experiential factors dominate immediate consumer
decision-making, whereas sustainability plays a more dif-
ferentiated and context-dependent role.

Based on the distribution results presented in Ta-
ble 2, it can be concluded that each factor contributes to
consumer value formation through distinct behavioural
mechanisms. In practical terms, digital experience di-
rectly influences purchase completion rates, as users are
more likely to abandon transactions in poorly designed
interfaces. Personalisation increases engagement and
repeat purchases, while trust reduces perceived risk and
strengthens long-term relationships. Environmental sus-
tainability, although less immediate, enhances brand im-
age and contributes to long-term loyalty. To further ex-
amine the relationships between variables identified in
the previous stage, a correlation analysis was conducted
(Table 3).

Table 3. Correlation matrix

Indicators 1 2 3 4 5
1. Personalisation 1
2.UX 0.62 1
3. Sustainability 0.41 0.38 1
4. Trust 0.57 0.52 0.60 1
5. Value 0.68 0.65 0.54 0.72 1

Source: developed by the author based on survey data

The correlation analysis demonstrates strong and
statistically significant positive relationships between
all variables. The strongest relationship was identi-
fied between brand trust and perceived consumer val-
ue (r=0.72), indicating that trust plays a central role in
shaping consumer evaluations. This relationship can be
explained by the characteristics of digital consumption,
where uncertainty is higher due to the intangible nature
of products and services. In such conditions, trust acts as
a mechanism for reducing perceived risk, increasing con-
fidence in the brand, and enhancing overall value percep-
tion. This finding has important managerial implications,
suggesting that investments in trust-building mecha-
nisms, such as transparency, data security, and consist-
ent brand communication, can yield substantial returns
in terms of consumer value.

Personalisation (r = 0.68) and digital experience
(r=0.65) also demonstrated strong relationships with per-
ceived value. These results indicate that consumers re-
spond positively to tailored and user-friendly interactions,
which enhance both functional and emotional aspects of
value. From a strategic perspective, this suggests that firms
should prioritise customer-centric design and data-driven
personalisation to improve competitiveness. Environmen-
tal sustainability showed a moderate but meaningful rela-
tionship with perceived value (r=0.54). This indicates that
sustainability contributes to value perception, although its
effect is less immediate and may operate through indirect
mechanisms such as trust and emotional engagement. To
assess the relative importance of each factor, multiple re-
gression analysis was conducted, the results of which are
presented in Table 4.

Table 4. Results of the regression analysis

Variable B coefficient p-value
Personalisation 0.31 <0.01
UXx 0.28 <0.01
Environmental sustainability 0.19 <0.05
Brand trust 0.36 <0.01

Note: R?=0.62
Source: developed by the author based on survey data

The regression model demonstrates strong explanato-
ry power (R?=0.62), indicating that the selected variables
explain 62% of the variance in perceived consumer value.
This confirms the adequacy of the proposed model and its
practical relevance. Among the predictors, brand trust has
the strongest effect (B =0.36), highlighting its central role
in value formation. From an economic standpoint, this im-
plies that trust functions as a key intangible asset that am-
plifies the perceived benefits of product attributes. Firms
that successfully build trust can achieve higher consumer
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value without necessarily increasing functional product
characteristics.

Personalisation (=0.31) also demonstrates a substan-
tial effect, confirming that tailored offerings significantly
enhance perceived relevance and customer satisfaction.
This suggests that investments in data analytics and cus-
tomer profiling can directly improve value perception
and strengthen competitive positioning. Digital experi-
ence (B =0.28) contributes through usability and conven-
ience, reducing cognitive effort and improving interaction
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efficiency. This indicates that user interface design and
platform optimisation are critical components of value
creation in digital markets. Environmental sustainability
has a weaker but statistically significant effect (8 =0.19),
suggesting that its influence is more indirect. Sustainabili-
ty primarily enhances value through emotional and ethical
dimensions and contributes to trust formation rather than
immediate functional utility.

An important finding of the study is the presence of
a synergistic effect between personalisation and environ-
mental sustainability. When both factors are highly de-
veloped, perceived consumer value increases by approx-
imately 18% compared to their individual effects. This
result indicates that consumers respond more positively
to integrated value propositions that combine function-
al, emotional, and ethical attributes. From a managerial
perspective, this implies that firms should not implement
sustainability initiatives in isolation but should integrate
them with personalised offerings to maximise their impact.
From an economic perspective, these findings indicate
that investments in digital experience and trust-building

N. Boiko

mechanisms can generate higher returns compared to
traditional product improvements. Improving UX reduces
transaction costs and decision-making time, while trust in-
creases conversion rates, customer retention, and lifetime
value, thereby enhancing overall marketing efficiency.

The analysis of age groups revealed significant differ-
ences in consumer behaviour. Younger consumers (18-25)
demonstrated higher sensitivity to digital factors, particu-
larly usability and personalisation, which can be explained
by their greater familiarity with digital technologies and
higher expectations regarding user experience. In con-
trast, older consumers (36-45) placed greater emphasis on
trust and reliability, reflecting higher risk perception and a
stronger need for security in digital environments. These
findings suggest that marketing strategies should be dif-
ferentiated based on demographic characteristics, with
a stronger focus on innovation and personalisation for
younger segments and trust-building for older consumers.
To complement the previous findings and explore poten-
tial heterogeneity in consumer behaviour, a comparative
analysis across age groups was conducted (Table 5).

Table 5. Share of respondents with high evaluations (4-5), %

Factor 18-25 26-35 36-45
Personalisation 80 73 64
UX 85 78 69
Environmental sustainability 58 63 66
Brand trust 68 74 79

Source: developed by the author based on survey data

These differences can be explained by variations in risk
perception and digital literacy. Younger consumers tend to
prioritise convenience and speed due to their higher famil-
iarity with digital technologies, while older consumers fo-
cus more on trust and reliability due to greater sensitivity
to potential risks and financial losses. As indicated in Ta-
ble 5, younger consumers demonstrate a higher sensitivity
to digital experience and personalisation, whereas older
consumers place greater emphasis on trust. This pattern
confirms that the importance of specific value drivers var-
ies across segments, which has important implications for
marketing strategy. This result further confirmed that the
interaction between digital and sustainability-related fac-
tors amplifies perceived consumer value beyond their indi-
vidual effects. This finding suggests that the highest level
of value is achieved not through isolated improvements,
but through the integration of multiple factors. Therefore,
the combined interpretation of results from Tables 1-5 in-
dicates that firms should adopt an integrated approach to
value creation, focusing on the simultaneous development
of digital experience, personalisation, sustainability, and
trust-building mechanisms.

Based on the obtained results, several practical recom-
mendations can be formulated. Firms should prioritise the
development of integrated value propositions that com-
bine digital experience, personalisation, and sustainability.
For example, companies can implement Al-based recom-
mendation systems to enhance personalisation, optimise
website navigation and interface design to improve digital

experience (UX), and integrate sustainability labels into
personalised offers to increase their effectiveness. Such
measures not only improve customer satisfaction but also
contribute to higher conversion rates and long-term cus-
tomer retention. Particular attention should be paid to
building brand trust, as it has the strongest impact on per-
ceived value. In addition, segmentation strategies should
be applied to tailor marketing approaches to different con-
sumer groups. The conceptual model of consumer value for-
mation (Fig. 1) summarises the key findings of the study and
illustrates the interaction between digital, sustainable, and
relational factors. Consumer value is formed through the
interaction of digital factors (personalisation and UX), sus-
tainable factors (environmental and social responsibility),
and relational mechanisms, with brand trust acting as a me-
diating variable linking product attributes to perceived val-
ue and purchase intention. The proposed model can serve
as a practical framework for designing product strategies,
enhancing customer experience, and supporting managerial
decision-making in digital environments. It highlights the
importance of integrating digital capabilities, trust-build-
ing mechanisms, and sustainability initiatives to maximise
perceived consumer value and long-term competitiveness.
The findings of this study were compared with existing
literature to provide a deeper understanding of consum-
er value formation in digital environments. In contrast to
a fragmented view in prior research, this study enabled a
more systematic interpretation of how digital, sustainable,
and relational factors interact in shaping perceived value.
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Digital factors:

Personalisation UX/UI environmental sustainability social responsibility

Sustainable development:

Mediator:
brand trust

[

Outcome:

consumer value purchase intention

Figure 1. Consumer value formation model

Source: developed by the author

Recent studies in digital marketing emphasise the
growing importance of customer experience and value
co-creation in digital environments. F. Ahmad et al. (2022)
demonstrated that online customer experience enhances
customer engagement and loyalty, while value co-creation
strengthens the relationship between digital experience
and consumer responses. These findings are consistent
with the results of this study, where digital experience
showed a strong positive effect on consumer value. How-
ever, while prior research primarily focused on engage-
ment and loyalty outcomes, the present study extends this
perspective by empirically confirming the direct impact of
digital experience as an independent determinant of per-
ceived consumer value.

Recent research further supports the central role of
digital experience in shaping consumer behaviour. For in-
stance, S. Molinillo et al. (2022) demonstrated that retail
app experience significantly influences customer loyalty
through cognitive, affective, relational, and sensorial di-
mensions of digital customer experience. A.L. Roggeveen
& R. Sethuraman (2020) emphasised that seamless om-
nichannel experiences enhance perceived value by reduc-
ing friction in the customer journey. These findings rein-
force the results of this study and highlight the importance
of continuous investment in digital capabilities.

The role of trust in digital environments has been
widely discussed. M. Harrigan et al. (2021) demonstrated
that trust plays a central role in shaping online purchase
intention, particularly through perceived usefulness and
peer communication in digital environments. The present
study not only supports these conclusions but also demon-
strates that trust has the strongest direct effect on per-
ceived value (B=0.36), thereby positioning trust not merely
as a supporting factor but as a central mechanism in con-
sumer value formation. Their findings suggested that trust
reduces perceived risk and enhances customer engage-
ment. The present study not only supported these conclu-
sions but also demonstrated that trust had the strongest
direct effect on perceived value (B=0.36), thereby position-
ing trust not merely as a supporting factor but as a central
mechanism in consumer value formation.

This interpretation is further supported by recent stud-
ies on digital trust. For example, S.A. Qalati et al. (2021)
demonstrated that trust in online environments signifi-
cantly influences purchase intention and plays a mediat-
ing role between perceived quality factors and consumer
behaviour, particularly under conditions of uncertainty
and information asymmetry. This aligns with the findings
of this study and confirms the mediating role of trust in
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transforming product attributes into perceived value.
M.-H. Huang & R.T. Rust (2021) developed a framework ex-
plaining how artificial intelligence can support customer
engagement in service contexts, including standardisation,
personalisation, and relationalisation. The authors demon-
strated that data-driven personalisation significantly im-
proves customer engagement and perceived value. These
findings are consistent with the results of this study, which
confirm the strong positive effect of personalisation on
consumer value. At the same time, this research extends
prior work by identifying a synergistic effect between per-
sonalisation and environmental sustainability.

The influence of sustainability on consumer behaviour
has also been actively explored in recent studies. Recent
studies (e.g., S.A. Qalati et al. (2024)) demonstrate that sus-
tainability-related attributes significantly influence con-
sumer trust and purchasing decisions in both online and
offline environments. This study supported their conclu-
sions but further demonstrates that sustainability has both
direct and indirect effects on perceived value, particularly
through trust formation. This highlights the importance of
integrating sustainability into broader value creation strat-
egies rather than treating it as an isolated attribute. Recent
contributions also highlighted the strategic importance of
sustainability integration. Recent studies emphasise that
sustainability initiatives are most effective when they are
integrated into broader marketing strategies and value cre-
ation processes rather than communicated as isolated at-
tributes (Qalati et al., 2024; Riva et al., 2024). This supports
the findings of this study regarding the synergistic effect
between sustainability and personalisation.

The integration of digital and sustainable strategies
has been increasingly addressed in recent research. I. Guan-
dalini (2022) emphasised that digital transformation can
support sustainability-oriented business development,
while A.K. Feroz et al. (2021) identified digital technologies
as important enablers of environmental sustainability. The
present study strongly supported this view and provided
empirical evidence of a synergistic effect between digital
and sustainable factors, demonstrating that their com-
bined implementation led to a significantly higher level of
perceived consumer value.

In contrast to studies that focus primarily on global
markets, Ukrainian research has also contributed to under-
standing digital transformation in marketing. S. Illiashen-
ko et al. (2022) analysed the impact of digital transforma-
tion on enterprise development in the digital economy and
emphasised the importance of integrating digital technolo-
gies into business and marketing processes. These findings
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are consistent with the results of Ukrainian researchers,
who emphasise the importance of digital marketing trans-
formation in shaping customer-oriented strategies and en-
hancing value creation (Oklander et al., 2024). While these
studies supported the general direction of this research,
they primarily considered digitalisation separately from
sustainability, whereas the present study demonstrated the
necessity of their integration.

An important contribution of this study was the iden-
tification of the mediating role of trust. While many previ-
ous studies acknowledged trust as an important factor, it
was often conceptualised as an outcome of customer expe-
rience. In contrast, this research demonstrated that trust
functioned as a mechanism through which digital and sus-
tainability-related attributes influenced perceived value.
This interpretation provided a more nuanced understand-
ing of value formation, particularly in digital environments
characterised by uncertainty and information asymmetry.
Furthermore, the findings revealed that consumer re-
sponses to value drivers were not uniform across segments.
Younger consumers were more sensitive to digital attrib-
utes such as usability and personalisation, whereas older
consumers placed greater emphasis on trust and reliability.
This result expanded existing literature by demonstrating
the importance of demographic segmentation in value for-
mation and suggested that marketing strategies should be
adapted accordingly.

From a managerial perspective, the results indicated
that firms should adopt an integrated approach to value
creation. Investments in digital experience and personal-
isation should be combined with sustainability initiatives
and supported by trust-building mechanisms. The find-
ings suggested that isolated improvements in individual
attributes were less effective than their coordinated im-
plementation, as the highest level of perceived value was
achieved through their interaction. Overall, the study not
only confirmed key assumptions of recent research but also
extended them by providing empirical evidence of the in-
terdependence between digital, sustainable, and relation-
al factors. By integrating these dimensions into a unified
model, this research contributed to a deeper understanding
of consumer value formation and provided a foundation for
future theoretical and empirical developments. This inte-
grated perspective provides a comprehensive framework
for understanding how digital transformation and sustain-
ability jointly shape consumer value in modern markets.

M CONCLUSIONS

The results of this study confirmed that consumer val-
ue formation in contemporary market conditions was a
complex and multidimensional process determined by the
interaction of digital, sustainable, and relational factors.
The empirical findings demonstrated that digital experi-
ence, personalisation, and brand trust played a dominant
role in shaping perceived consumer value. The proposed
model showed strong explanatory power (R?=0.62), con-
firming its ability to capture the key determinants of con-
sumer value. Among the examined factors, brand trust had
the strongest influence (B =0.36), highlighting its role as a
central mechanism that transforms product attributes into
perceived value, particularly in digital environments char-
acterised by higher uncertainty. The study also confirmed

N. Boiko

the significant contribution of personalisation and digital
experience, reflecting the growing importance of user-cen-
tred and data-driven approaches in marketing. At the same
time, environmental sustainability, although less influen-
tial in direct terms, contributed to value formation through
emotional and ethical dimensions and reinforced trust.

An important contribution of the study was the identi-
fication of a synergistic effect between personalisation and
environmental sustainability, which increased perceived
consumer value by approximately 18% compared to their
individual effects. This finding emphasised the impor-
tance of integrated value propositions. The results also
revealed differences across consumer segments, indicating
that younger consumers were more sensitive to digital at-
tributes, while older consumers placed greater emphasis
on trust and reliability. This highlighted the need for dif-
ferentiated marketing strategies. From a managerial per-
spective, the findings suggest that firms should adopt an
integrated approach to value creation. In particular, com-
panies should prioritise investments in digital experience
(UX) to reduce transaction costs and improve usability,
implement data-driven personalisation to enhance rele-
vance and customer engagement, and develop trust-build-
ing mechanisms such as transparency, data protection, and
consistent communication. In addition, sustainability in-
itiatives should be integrated into personalised offerings
rather than implemented as isolated attributes, as this
significantly increases their effectiveness. The results in-
dicate that the highest level of consumer value is achieved
through the coordinated interaction of these factors rather
than their separate implementation.

The theoretical contribution of the study lies in the
development of an integrated model of consumer value
formation that incorporates trust as a mediating variable
and demonstrates the interdependence and synergistic
effects of digital and sustainability-related determinants.
This contributes to a more comprehensive understanding
of value formation in digital environments and extends ex-
isting research by combining previously fragmented per-
spectives. Despite its contributions, the study has several
limitations that open avenues for future research. First, the
use of a convenience sample may limit the generalisabili-
ty of the findings. Future studies could apply probabilistic
sampling methods and include a larger and more diverse
sample. Second, further research could explore cross-coun-
try differences in consumer value formation to identify
cultural and institutional influences. Third, longitudinal
studies would allow for the analysis of how consumer val-
ue evolves over time in response to digital transformation.
Finally, future research could examine the role of emerging
technologies, such as artificial intelligence and big data an-
alytics, in enhancing personalisation and trust, as well as
their interaction with sustainability initiatives.
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Hatansa Boko

KaHaounoat eKOHOMIYHUX HayK, OOLEHT

XapKiBCbKOro HaLLiOHAIbHOMO EKOHOMIYHOIO YHIBEpPCUTETY
61166, npocn. Hayku, 9A, M. XapkiB, YKpaiHa
https://orcid.org/0000-0001-7292-5289

dopMyBaHHSA CMOXXUBYOI LLIHHOCTI NPOAYKTY
B YMOBaX LndpoBi3aLlii Ta cTasioro po3BuUTKy

M AHoTauifi. AKTYa/lbHICTh LIbOTO JOCTi[KeHHs 3yMOBJIeHa TpaHchopMaliero GopMyBaHHS CIIOXMBYOI LIHHOCTI i,
BILTMBOM LIM(POBi3allii eKOHOMiKM Ta 3pOCTAHHIM 3HAUYI[OCTi MPUHIIMAIIIB CTAJIOTO PO3BUTKY. MeTOI0 TOCTiIsKeHHST 6Y/10
BU3HAUEHHSI KIUYOBUX JEeTePMiHAHTIB CIIOXKMBYOI I[iHHOCTI Ta pO3p06JIeHHs iHTerpoBaHoi Momesi iXHboi B3aeMoOmii.
IociaskeHHS TPYHTYBaIOCS Ha onmuTyBaHHi 210 pecrioHAeHTiB Bikom 18-45 pokiB, sIKi peryasipHO 3/1iliCHIOBaIV OHJIAH-
TTOKYIIKK. Pe3yibTaTy IMoKasajy BUCOKI CepemHi OI[iHKM KIIOYOBMX 3MiHHMX: HMOpOBMii mocBin (4,25), cripuitmaHa
CIIOXMBYA LiHHICTH (4,18), mepconarnisais (4,12), mosipa mo 6penny (4,05) Ta ekosoriyHa crasicTs (3,89). KopensiiiitHmit
aHasli3 BUSBUB HAICUIIbHILIINIL 3B’SI30K MiXK JOBipOI0 1,0 GpeHAY Ta CIOXKMBYOIO LiHHicTIO (1=0,72), Dasi — mepcoHati3aiist
(r=0,68) i undposuit gocsin (r = 0,65), MO MiATBEPIKyE KPUTUYHY pPOJIb HeMaTepiaabHMX UMHHUKIB. PerpeciitHa
MOJIeib TTPOJEMOHCTPYBaa BMUCOKY TMOSICHIOBAJIbHY 374aTHICTh (R? = 0,62). Haitbinbimii BIVIMB HA CIIOXKUBYY I[iHHICThH
Masa noBipa mo 6penay (B = 0,36, p<0,01), 3a Hero — nmepconaunizarnisa (B =0,31, p <0,01), uubposuit gocsin (B =0,28,
p<0,01) Ta ekonoriuna cranicts (B =0,19, p <0,05). Kpim Toro, komb6iHOBaHMi1 edeKT mepcoHatisalii Ta eKojaoriyHoi
CTaJIOCTi MigBUILYBaB CIPUIIMAaHY LiHHICTh Ha 18 % NMOPiBHAHO 3 IXHIM OKpeMMM BILIMBOM, 1O CBiYUTh PO 3HAYHMUIL
cuHepriitHmit edext. OTpuMaHi pe3ynbTaTy HaJAIM eMIIiPUUHI JOKa3M TOTO, L0 CIOXKKBYA LiHHICTh € 6araToOBUMipHOIO
KOHCTPYKIIi€l0, chOpMOBAHOIO B3aEMO/i€r0 IMGPPOBUX i CTATIMX YMHHUKIB, Ie JOBipa BUCTYIIA€ KIOUYOBOI Me[iyIOu0I0
3MiHHOIO. 3aITPOIIOHOBAHA MOJENb MOXKe OyTM BUKOpPMCTaHA IJIS BAOCKOHAJEHHS TOBAPHOI IMOJITUKY, IMiJBUIIEHHS
KOHKYPEHTOCITPOMOKHOCTI Ta 3MiI[HEHHSI TOBTOCTPOKOBMX BiTHOCKH i3 CITOKMBaYaMu

M KniouoBi cnoea: mosefinKa CIIOXMBauiB; TOBapHa IMOMiTHKA; KII€HTChKMIT OCBiI; mMOBipa MO GpeH.y; eKoJoriuHa
BiATIOBiMANbHICTh; CTpaTerii mepcoHati3alii; MapkeTMHTOBa aHaTiTUKa
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