OumMnuaaa CTyJAeHTOB M BbIIYCKHUKOB «Bbicmiast ura» — 2022 r.
MeToan4yeckue peKOMeHAAIMN U JeMOHCTPAIIMOHHAS BEPCHS 3aKJIKYUTEIBbHOI0 3Tana
1o HanpasJjeHu1o «200. MeHexKMEHT»

Tpexku:

Jlorucrnka Kon —200.1
MapkeTuHr Kox —200.2
YnpasieHue HHBeCTUIHOHHBIMH NIPOEKTAMH Kon —200.3
IIpou3BoaCTBEHHBbIE CHCTEMbI U ONlepaAllMOHHAsA 3(P(PEKTUBHOCTH Kox —200.4
Crparernyecknii MEHeKMEHT U KOHCAJITHHT Kon —200.5
Yupasienue B chepe HAyKH, TEXHOJIOTHIA M HHHOBAIIMI Konx —200.6

Oomast uHpopManusa 0 HANPABJIEHUU

OnuMnuana mo HampaBlieHHI0 «MEHEeIKMEHT» OpPUEHTHUPOBaHA Ha TOWUCK TaJaHTIUBBIX U
MPOAKTHUBHBIX CTYAEHTOB, CIOCOOHBIX IPOJEMOHCTPUPOBATH OOIIee MOHMMaHHWE OCHOBHBIX
npoOJieM B Pa3IMYHBIX MPEIMETHBIX 00JAcTSIX MEHEKMEHTa, MOAXOJ0B K HX pa3pelIeHUIo,
BO3MOXKHOCTSIX U OTPAHUYEHUSAX PA3IMUHBIX HHCTPYMEHTOB MEHEI)KMEHTA.

TemaTuka 3agaHuil

3aaHus IEpBOro Tana U MHBAPUAHTHOW YacTH BTOPOIO 3Tana (GOopMUPYIOTCS B COOTBETCTBUU C
OCHOBHBIMH pa3zJiellaMd MEHEI)KMEHTa, a 3aJlaHusl BapUATMBHOW 4YacTH BTOPOro 3Tama — C
peIMETHBIMU 00JIACTSIMHU TPEKOB 10 HAIIPABIICHUIO.

Nudopmanus o nepsom (0T60POYHOM) ITame

[TpoaoKUTEeNbHOCTh COCTsA3aHUs — 60 MUHYT.

3anmanue mepBoro (0TOOpOYHOro) srama BKIOUYAaeT 20 TECTOBBIX BOMPOCOB C aBTOMATHYECKOMH
MIPOBEPKOM OTBETOB IO Pa3HBIM ACMEKTaM MeHEKMEHTa. [[paBuIbHBINA OTBET HA KaXKIbI BOITPOC
olieHuBaercs B 5 6ayuioB. B cymme yuacTHuk MokeT HabpaTh 100 Gaios.

Nudpopmanusi 0 BTOPOM (3aKJIIOYUTETHHOM) ITAIE

3ajanusi BTOPOro (3aKIOYUTENBHOT0) Tana COCTOSIT U3 MHBAPUAHTHOM M BApUATUBHOW YaCTEH.
[IpopgomkutenbHOCTh  cocTsi3anust — 240 MHHYT, W3 KOTOPHIX HWHBApPUAHTHOW YacTH
peKoMeHayeTcs ynenuTs He Oonee 60 MUHYT BpeMEHH, BapuaTHBHON — He MeHee 180 MHHYT
BPEMEHH.

B uneapuanmmoti wacmu y4acTHMKY mHpejJiaraeTcs HamucaTh pa3BepHYThIE OTBETHI Ha JBa
Bornpoca. OQuH U3 BOMPOCOB cPOPMYITUPOBAH HA AHTIMHCKOM, BTOPOH — HA PYCCKOM SI3BIKE.
[ToHBINA OTBET HA BOMPOC HA aHTIUHCKOM si3bike mpuHeceT 30 6amioB (OTBET HAa aHTIUHCKOM
A3BIKE), HA PYCCKOM si3bIke — 20 OamioB (OTBET HA PYyCCKOM sI3bIKE). B cymMMe y4acTHHK MOXET
HaOpath 50 OaioB.

B sapuamuenoii uvacmu no tpexy «Jlormerukay npeanaraercs peminth 10 3aKpbITHIX TECTOB, 5 U3
KOTOPBIX HAa aHIJIMICKOM U 5 — Ha PyCCKOM $I3bIKaX, @ TAKKE OTBETUTh Ha 5 OTKPBITHIX BOIIPOCOB,
MPEJOCTABUB KOPOTKHUI COAEPKATENBHBIN OTBET. MakcUMallbHas OLEHKA 33 KAXKIbId TECTOBBII
Bompoc — 2,5 Gamna. Kaxapiii oTBeT Ha OTKPBITBHI BOMpPOC OIleHHBaeTcs mo mkane oT 0 mo 5
OayioB. B cymMme 3a BapHaTHBHYIO 9acTh yYaCTHUK MOKeT HabpaTh 10 50 6amios.

B sapuamusnoii uacmu mo tpeky «MapkeTHHIr» yuyacTHUKamM OJIUMIUAIBI MpeiaraeTcs
MPOAHATU3UPOBATh AKAJEMUYECKHI TEKCT Ha AHTJIMICKOM SI3bIKE, OTHOCSIIUKCA K o0nactu



MapKeTHHIa U MAapKETHHIOBBIX KOMMYHHUKAILUi, a TaKX€ HA PYCCKOM SA3BIKE OTBETUTb Ha 5
BOIIPOCOB I10 COJEPKAHUIO TEKCTA.

OrneHnBaeTCs MPEeIMETHOE 3HaHHE 0003HAYCHHOM 00JIaCTH, OCHOBHBIX METOJIOB COOpa M aHaIH3a
MapKETUHTOBOW WH(pOpMAIMK, KOPPEKTHOCTh NPHUMEHEHUS MapKETUHIOBONH TEPMHUHOJIOTHH;
YMEHHE aHAJIU3UPOBATh MaTepHaJl C ONOPOW HA NMPHUBEACHHBIC JAHHBIC W JPYTHE MCTOYHUKH
uH(pOopManuu (110 NaMsITH); CIIOCOOHOCTh APTYMEHTHPOBAHHO U CTPYKTYpPUPOBAHO H3J1araTh CBOU
MBICITH TI0 KaXJIOMY BOIIPOCY, J€JIaTh BBIBOJIbI, M3JIaraTh COOCTBEHHYIO MCCIICOBATEILCKYIO U
MEHeKepHaIbHYIO MO3UIHI0. B cymMe 3a BapuaTHBHYIO YacTh yUYaCTHUK MOXKET HaOpatb 10 50
0ajIoB.

B sapuamusnoii uacmu 10 Tpeky «YmpaBiieHHe WHBECTHIMOHHBIMHU TPOEKTAMU)
npeasiaraeTcsi MPOBECTH aHaIM3 aKaJeMUYEeCKOM CTaTbd Ha AaHIJIMICKOM SI3bIKE U JIaTh
pa3BepHYTHIE OTBETHI HA 5 BOMIPOCOB HA PYCCKOM SI3BIKE.

OneHuBaeTCsl TPEIMETHOE 3HAHHME O0O3HAYeHHOM 00JacTH, OoO0IMas CTPYKTypa MOATOTOBKH
aKaJeMUYEeCKOW CTAaThU W HAIMOJNHEHUE KaXJOro €€ dJJIEMEHTa, OCHOBHBIE METOIbl cOopa u
00paboTK HMH(pOpPMAIMH, KOPPEKTHOCTh NPHHIMIIOB, TMOJXOJOB W MOJENIEH; CIOCOOHOCTH
apryMEHTUPOBAHHO U CTPYKTYPUPOBAHO HM3JIaraTb CBOM MBICIU II0 KaXAOMY BOIIPOCY, A€JIAaTh
BBIBOIBI, M3JIaraTh COOCTBEHHYIO IMO3UIMIO; YMEHHE MPOTHO3UPOBATh OyIyIIue M3MEHEHUS H
CHOCOOHOCTh ~ W3JaraThb  KpPEaTUBHBIC  PEIICHHS  NPUMEHHUTENIBHO K  0003HAYeHHOU
npodeccuoHaibHON 00nacTu. B cymme 3a BapuaTUBHYIO 4acTh YYaCTHUK MOXKET HaOpath 10 S50
0aIoB.

B sapuamuenoii uacmu mno Ttpexkam «IIpom3BOACTBEHHBIE CHCTEMbl H OIEPAlMOHHAS
3¢dexkTUBHOCTEY U «CTpaTern4ecKuili MeHEKMEHT M KOHCAJTHHI»  YYAaCTHHUKY
IpeJIaraeTcsi MPOBECTH KPUTUUECKUN aHAIN3 CTaThU HA aHTIUICKOM SI3BIKE 1O MPOOJIeMaTHKe,
CBSI3aHHOM C pa3BUTHUEM IPOM3BOJACTBEHHBIX CHCTEM M TOBBIIIEHUEM ONEPALMOHHOU
3P PEKTUBHOCTH OpPraHMU3ALUN, U MPEJOCTaBUTh Pa3BEPHYTHI OTBET HAa PYCCKOM S3bIKE Ha 5
BOIIPOCOB.

OTBETHI OIIEHUBAIOTCS TI0 CIIOCOOHOCTH YYaCTHHKA OTPECIIATh OOIIUNA KOHTEKCT M MTOCTAHOBKY
3aJa4u B UCCJICAOBAaHHUH, BBIACIATH aHLTepHaTI/IBHBIe CI_[eHapI/II/I peH_IeHI/IH HOCTaBHCHHOﬁ 3aJa4u,
JIOTUYHO M apryMEHTHPOBAHO W3JIaraTh CBOM BBIBOJIBI, IEMOHCTPUPOBATH IMUPOKHHA KPYTro30p B
IpeIMETHOM 00J1aCTH U 3HaHUE KIIFOUEBBIX HKCHEPTOB. 32 BApUATHBHYIO YacTh YYaCTHUK MOXKET
Habpath 10 50 6aioB.

B sapuamuenou wacmu 1o tpexy «YnpaniaeHue B cepe HAYKH, TEXHOJOTHH U MHHOBALUIN
YYaCTHUKY Ipe/ularaercsd OTBETUTb HAa AHIVIMMCKOM S3bIKE Ha TPU OTKPBITBIX BOIPOCA IIO
npoOJeMaTHKe, CBSI3aHHOM C yIpaBlIeHUEeM B cepe HayKH, TEXHOJIOTHI 1 HHHOBAITHH.

OTBETHI OIEHUBAIOTCS 110 CIIOCOOHOCTH YYaCTHHKA JJOTHYHO U apTyMEHTHPOBAHO M3JIaraTh CBOU
MBICJIH, JEMOHCTPUPOBATh IIUPOKUH KPYro3op B MPEAMETHOW 00JacTH M 3HAHUE KITHOYEBBIX
HAYYHBIX ¥ aHATUTHYECKUX paboT. B cymme 3a BapuaTHBHYIO 9acTh y9aCTHUK MOXKET HaOpaTh 10
50 6amoB

BapuatuBHas 1 HHBapHaHTHAs 4acTh MO Py TPEKOB BKIIOUAET B c€0sl BOMPOCHI HA aHTJIUHCKOM
a3bIKke. B ciayuae ucnonp3oBaHus B OTBETE JIIOOOT0 APYroro s3blka (KpoMe aHIVIMHCKOI0), OTBET
3acyutaH He Oyner. Ilpu BBINOJHEHHMH 3alaHMs YYaCTHHKAM pa3pelieHO I0JIb30BaThCs
KaJIbKYJISITOPOM JIFOOOHM CII0)KHOCTH, MPOCTHIM KapaHjamoMm. UepHOBUKH pabOTBI MOTYT OBITh
IpeIbABICHBI K POBEPKE M0 JKETAHUIO YYaCTHHUKA.



JleMOHCTPAUMOHHBIH BADUAHT UHBAPMAHTHOW YaCTH BTOPOro (3aKJIHYHUTEIbHOI0) 3Tana

1) Onumure snemenTsl MapkeTuHT-MuKC 4P s Toyota Motor Company Ha 17100aIbHOM PBIHKE
2) Please develop a questionnaire with 5 questions at max to fetch data that will help to measure

customer satisfaction and the factors that constitute it following the restaurant visit. Hint: Linear
regression is chosen as an empirical model for this particular research

JleMOHCTPAIIMOHHBIH BAPHAHT BAPUATHBHOM YaCTH BTOPOI0 (3aK/JIYMTEIbHOI0) 3Tana

JleMOHCTPALMOHHBINH BAPHAHT U Tpeka «Jlorucruka»

3ananmne 1 (mpumep / ¢pparment). BoiOepure cpeau npeaioKeHHbIX OTBETOB OJMH WJIH
HECKOJIbKO NPABUJIbLHBbIN (-bIX) BApMAHTA(-0B) 0TBETA(-0B).
1. Which of the following is also referred to as a layout by function?
1) Process layout;
2) Product layout;
3) Group technology layout;
4) Fixed position layout;
5) Assembly line.
2. The main functions of distribution logistics in chain store (retailing) company is:
1) To manage the orders of suppliers;
2) To store and handle goods;
3) To place the orders to suppliers;
4) To manage delivery from supplier to distribution center;
5) To choose the places of goods allocation.
3. Picking & packing zone of a warehouse in case of cartons picking is not required when
1) Decentralized order-picking system is used;
2) Centralized order-picking system is used;
3) Warehouse capacity is in short supply;
4) Dynamic order-picking system is used;
5) Static order-picking system is used.
4. BeibepeTe U3 MPUBEIEHHOTO HIKE CIUCKA TIOKA3aTeNN OIICHKH KauecTBa (PyHKIIMOHUPOBAHHUS
MOCTAaBIIUKA:
1) ormyckHas IieHa 3a1macos;
2) nons OpakOBaHHBIX TOBAPOB B ITOCTABKE;
3) Tapud Ha MepeBO3KY 3aKa3bIBAEMbIX IMAPTHH;
4) TOYHOCTH 3aIOJIHEHHUSI COTIPOBOTUTENLHOM IOKyMEHTAIUN Ha TOBAp;
5) BpeMs BHITIOJTHEHUS 3aKa30B.
5. Kakum o0Opa3om cHaO)xeHHE BO3JCHCTBYET Ha PEHTAO0EIbHOCTh AKTHBOB IMPOMBIIIICHHOTO
NpeanpuaThs?
1) 3a cuér yMeHbIIEHUS OONIMX aKTHBOB W YBEIMUYCHHS MPUOBUIH B PE3yJIbTaTe CHUKCHUS
IICHBI Ha 3aKyIaeMy1o TPOIyKIIHIO;
2) 3a c4éT yMEHbIIEHHSI BPEMEHHU JIOCTaBKH MaTePHAILHBIX PECYpPCOB VIS TIPOU3BOJICTBA U
MOBBIIIICHHUS] 000PaYMBAEMOCTH 3aMIaCOB HE3aBEPIIEHHOTO MTPOU3BOJICTBA;
3) 3a cuéT TOBBINICHUS KAYeCTBa MCXOJHBIX MATEPHUATBHBIX PECYpCOB W CTAOMIN3AIUH
IIPOM3BOJICTBEHHO-TEXHOJIOTUIECKOTO IIHKJIA;
4) 3a cuér BbIOOpA HAJCKHBIX TOCTABIIUKOB W BO3MOXKHOCTH TIOJYYCHHS TOBApHOTO
KPE/INTa;
5) 3a cu€r mpaBWIBLHOTO BBIOOpaA Oa3uca MOCTABKH M YBEIMUYCHHS 3a1acOB HE3aBEPIIEHHOTO
IIPOM3BOJICTBA.
6. BeiOepeTe U3 MpUBEICHHOTO HUXKE CITUCKA KITFOUYEBBIC 3JIEMEHTHI TeXHOJoruu VMI:



1) MecTomooXeHue 3armacoB U MPO3pavHOCTh HHPOPMALINY;

2) cucreMa (MOJIEIb) YIPaBICHUS 3allacaMy U yCIIOBUS B3aUMOPACUETOB;
3) 00BEM 1 peHTa0eNbHOCTh MPOIAXK 3aMacoB;

4) (HhuHAHCOBO->KOHOMUYECKOE COCTOSHHE ITOCTABIINKA M OKYTIaTes;
5) kBamuQUKaIMs IEPCOHATA.

3ananue 2. B 0OTKpPBITHIX BONPOCAX JaiiTe pa3BepHYThIe OTBEThI.

1. Kakue BuUIBl JOTMCTMYECKONM MHTErpallMd XapaKTEepHbl MJIs YNpaBICHHS LEMSIMU
MOCTaBOK?

2. Kakue ocHOBHbBIE (DAKTOPHI TOJKHBI YUUTHIBATHCS MPHU ONPEACICHUN B3aMOOTHOIIICHHM
CO CTPATETUYECKUMHU IMOCTABIIUKAMHE B JIOTUCTUKE CHAOKEHUS?

3. Tlepeuncnure oCHOBHOM cocTaB nH(popMannoHHbIX cucteM SCM-kiacca.

4. Kakwue BUABI TEXHOJOTHIECKOTO 000PYIOBAHUS SBIISIOTCS OCHOBOUM NPH OCHAIICHUH 30H
OCHOBHOT'O XpaHEHHsI aBTOMaTU3UPOBAHHBIX CKJIAJ0B Ul MOAJOHHBIX IPYy30B?

5. Kakue ocHOBHBIE 3a/layl pemIaeT Ciay)k0a Mpojax B paMKaX COBITOBOW AESTEIbHOCTH
KOMIaHUH?

JleMOHCTPAUMOHHBIH BAPHAHT ISl TPEKOB «MapKeTHHI,
«YrnpaBjeHre HHBECTUINOHHBIMH NMPOEKTAMI»,
«IIpou3BOACTBEHHbIE CUCTEMbI U ONlepaAllHOHHAsA 3(PPEKTUBHOCTBY, «CTparernyeckui
MEHEIKMEHT U KOHCAJITHHD

IIpounTaiiTe cTaTHIO! M CAEIAITE €6 KPUTHYECKUI AHAJIN3 HA PYCCKOM SI3bIKE.

Introduction

As social media networking has emerged and expanded rapidly in the past decade, interest in social
media marketing among marketing scholars and organizations has also grown sharply worldwide.
As managers become more comfortable with and active in including social networks as part of
their integrated marketing communications, they have naturally turned their attention to questions
regarding the return on investment of social media: Can social media marketing activities improve
firm performance? (Hoffman and Fodor 2010).

Literature Review and Research Framework

Theory: The RBV and Dynamic Capabilities Extensions

The RBV and the dynamic capabilities perspective serve as the theoretical foundations of the
current research. Both perspectives suggest that performance is determined by a firm's resource
endowment and its effectiveness at converting these resources into capabilities (Barney 1991; Day
1994). The RBV proposes that competitive advantages arise from developing and deploying
unique, valuable, inimitable, and non-substitutable resources (Barney 1991; Lahiri, Kedia, and
Mukherjee 2012). Dynamic capabilities theory proposes that marketplaces are dynamic and that
firms, rather than being heterogeneous in their resource endowments, exhibit differences in the
capabilities by which they acquire and deploy resources. These differences explain inter-firm
performance variance over time. Capabilities are also dynamic, such that they can help firms
implement new strategies to reflect changing market conditions by combining and transforming
available resources in new and different ways.

Traditional CRM

In a traditional CRM framework, the organization possesses substantial customer information and
uses this information to manage its customer relationships define CRM as a procedure that “entails
the systematic and proactive management of relationships as they move from beginning (initiation)

! Moarorosnena Ha ocrose: Wang Z., Kim H. G. Can social media marketing improve customer relationship capabilities and
firm performance? Dynamic capability perspective //Journal of Interactive Marketing. — 2017. — T. 39. — C. 15-26



to end (termination), with execution across the various customer-facing contact channels.”
Boulding et al. (2005) identify several key elements:

CRM relates to strategy, the management of the dual creation of value, the intelligent use of data
and technology, the acquisition of customer knowledge and the diffusion of this knowledge to the
appropriate stakeholders, the development of appropriate (long-term) relationships with specific
customers and/or customer groups, and the integration of processes across the many areas of the
firm and across the network of firms that collaborate to generate customer value.

CRM and Social Media

The traditional definition of CRM is still generally valid, but the rapid and widespread popularity
of social media networking in both consumer and business markets indicates a need to reconsider
the traditional view of CRM (Trainor 2012). Customers have begun using social media networking
to connect with other individuals and firms and through user-generated information and
interactivity within the network. Consumers have become actively involved in the co-creation of
their experiences with.

Social CRM

Recognizing the important role of social media in CRM systems, this study adopts the following
definition of social CRM: “the integration of traditional customer-facing activities, including
processes, systems, and technologies with emergent social media applications to engage customers
in collaborative conversations and enhance customer relationships” (Trainor 2012, p. 321). Social
CRM is not a replacement for traditional CRM but instead is an extension that incorporates the
social functions, processes, and capabilities that address firm—customer interaction as well as
customer—customer interaction (Greenberg 2010).

Social CRM Capabilities

Taking these findings into account, Trainor et al. (2014) propose “social CRM capabilities” as a
unique combination of emerging technological resources and customer-centric management
systems that can lead to customer satisfaction, loyalty, and retention. In addition, they demonstrate
that social CRM capabilities are positively associated with customer relationship performance
(Trainor et al. 2014).

Conceptual Model and Hypotheses

To explain how using social media technology can benefit both customer relationships and
financial performance, we develop a conceptual model that integrates market adaptation strategies
and market capability development. The model first establishes the relationship between social
CRM capabilities and customer engagement and then considers how social CRM capabilities
influence firm performance directly. Next, the model delineates relationships between customer
engagement and firm performance. Finally, it identifies the moderating effects of social media
usage on the relationships between social CRM capabilities and firm performance. Fig. 1 depicts
this conceptual model.

Customer

Engagement H3

HI

i H2
Social CRM

Capabilities 3

Firm Performance

H4

Social Media Usage

Fig. 1. Conceptual model.



Effects of Social CRM Capabilities

Social CRM capabilities emphasize a firm's ability to engage customers in collaborative
conversations and enhance customer relationships (Trainor et al. 2014). Interactive marketing
technologies can not only enable more intense and higher-quality interactions with stakeholders
but also increase the quantity and quality of information provided to customers (Wu, Mahajan, and
Balasubramanian 2003). Recent literature shows that marketing capabilities, including social CRM
capabilities, lead to the development of strong customer relationships that positively influence
customer satisfaction and loyalty (Hooley et al. 2005; Rapp, Trainor, and Agnihotri 2010; Trainor
et al. 2014). From a technology-based perspective, the literature suggests that marketing
technologies have enabled firms to interact more effectively and efficiently with customers
(Coviello, Milley, and Marcolin 2001), to capture and use customer information developing for
more effective customer responses (Jayachandran et al. 2005). The purpose of a social media brand
page is to encourage consumers to react or interact (e.g., liking, commenting, sharing); therefore,
when companies or brands show intention to interact and co-create value with customers,
customers' engagement level should increase because they can receive better information and feel
they are valued. In line with our position that social CRM capabilities emphasize the integration
and accessibility of customer information to engage customers in collaborative conversations and
enhance customer relationships, we argue that firms possessing such capabilities will be more
effective in engaging customers and leveraging this information to better serve their customers.
Thus, we propose the following:

H1. A firm's social CRM capabilities are positively associated with its level of customer
engagement.

In line with the RBV and dynamic capabilities theory, previous studies suggest that developing
distinctive capabilities can be a source of superior organizational performance (Day 1994; Menguc
and Auh 2006). Firms adept at converting existing resources and capabilities into new value-
adding processes and capabilities are more likely to improve performance. Many studies have
proved that marketing capabilities are positively associated with firm performance for both large
firms in industrialized countries and small firms (Fahy et al. 2000; Morgan, Vorhies, and Mason
2009; Shin

2013). Social CRM capabilities increase efficiency related to customer communications and
internal administration. Therefore, firms that have more social CRM capabilities should realize
better organization performance overall. Thus, we propose the following:

H2. A firm's social CRM capabilities are positively associated with its business performance.

Effects of Customer Engagement

Companies report customer engagement as the most important among several specific benefits
they expect from their presence on social media (Sashi 2012). Increasing interest in customer
engagement has paralleled both the continued evolution of the Internet and the emergence of new
digital technologies and tools dubbed Web 2.0, especially social media networks such as wikis and
blogs; microblogging sites such as Twitter; video sites such as YouTube; and social networking
sites such as Facebook, MySpace, and LinkedIn (Sashi 2012; Wirtz, Schilke, and Ullrich 2010).
The emergence of the customer engagement concept recognizes the opportunities offered by the
interactive aspects of Web 2.0 technologies and tools to transform the relationship between
customers and sellers (Tsimonis and Dimitriadis 2014). Practitioners and researchers view the
interactivity of social media, along with its ability to establish conversations among individuals
and firms in communities of sellers and customers and involve customers in content generation
and value creation, as providing the means to better serve customers and satisfy their needs.
Practitioners thus have attempted to use social media marketing to build enduring relational
exchanges with strong emotional bonds to improve business performance (Mitic and Kapoulas
2012; Sashi 2012; Tsimonis and Dimitriadis 2014).



Focusing on customer involvement on social media brand/ company pages, we adopt the following
definition of customer engagement from the online brand perspective as “behaviors [that] go
beyond transactions, and may be specifically defined as a customer's behavioral manifestations
that have a brand or firm focus, beyond purchase, resulting from motivational drivers” (Van Doorn
et al. 2010, p. 254). Customer engagement occurs on social media when delighted or loyal
customers share their positive feelings in interactions with others in their social networks and
become advocates for a product, brand, or company (Gummerus et al. 2012; Sashi 2012). As these
engaged customers develop new connections, they become advocates for the seller in interactions
with other customers and even non-customers on their social media networks. Customer
engagement turns customers into fans who remain wedded through ups and downs in intimate,
enduring relationships and even proselytize for the product, brand, or company (Tsimonis and
Dimitriadis 2014). Consumers who become fans of these brand pages tend to be more loyal and
committed to the company and are more open to receiving information about the brand (Bagozzi
and Dholakia 2006). Increasing numbers of people are spending increasing amounts of time on
social media; thus, it is meaningful to analyze consumers' engagement in this context (de
Chernatony et al. 2008; Kaplan and Haenlein 2010). Research shows that customer engagement is
directly and positively related to customer relationship outcomes such as satisfaction, affective
commitment, and customer loyalty (Brodie et al. 2011). Social media operate like a large word-
of-mouth platform that catalyzes and accelerates the distribution and exchange of information
among individuals and organizations (Chan and Ngai 2011; Dellarocas 2003; Godes and Mayzlin
2004; Jalilvand and Samiei 2012).

Social media brand pages can help companies achieve three strategic goals: building brand
awareness, increasing loyalty, and boosting sales (Castronovo and Huang 2012). Research shows
that customer engagement is directly and positively related to relationship outcomes such as
satisfaction, trust, affective commitment, and loyalty (Brodie et al. 2013). Customer engagement
expands the role of customers by including them in the value-adding process as co-creators of
value. Companies may also want to encourage and reward consumers for becoming more active
on the site to receive maximal relationship benefits (Gummerus et al. 2012). Previous customer
engagement studies also show that engaged and satisfied customers may create and disseminate
brand/firm information that other constituents can use to create reputation (Fombrun and Shanley
1990) and positive brand image (Coulter et al. 2012). With high levels of customer engagement
on social media, companies can better employ the interactive features of social media to create a
better company image, better customer experiences, and more future purchase behaviors. Thus,
customer engagement is also a key factor that influences customer loyalty and, ultimately, firm
performance. We hypothesize the following:

H3. A firm's customer engagement level on social media is positively associated with its business
performance.

Moderating Effects of Social Media Technology

Social media technologies influence an organization's social CRM capability by providing the
environment to engage customers in collaborative conversations and enhance customer
relationships. Social media usage can be viewed as an index of how much an organization uses
social media technologies. Firms that actively use social media can increase consumers' awareness
of their brand and themselves and also highlight their intentions to engage in interactive dialogue,
thus augmenting the impact of social CRM capabilities. Advertising can also amplify the impact
of social CRM capabilities on performance by attracting consumers' attention. The existence of an
active, official social media account implies that firms are eager to build relationships with
consumers, and consumers become more willing to participate in acquiring or processing
information about these firms. Firms can thus leverage the positive impact of social media
activities to highlight and differentiate themselves from other competitors, enhancing consumers'
future purchase likelihood.

In addition, organizations adapt to rapidly changing market environments through the introduction
of technical innovations, which lead to greater performance (Han, Kim, and Srivastava 1998). In
this sense, social CRM capability can be viewed as a form of innovation based on the definition



we adopted (Trainor et al. 2014). Organizations with a high level of social media usage are more
likely to adapt to the social media environment and achieve an advantage by acquiring customer
information and trust earlier than competitors. In line with the premise that market-related
capabilities allow firms to accurately anticipate changes in markets and develop appropriate
responses, we expect this relationship to be even stronger for firms that use social media
technology extensively, thus having a higher impact on firm performance. We hypothesize the
following:

H4. A firm's social media usage positively moderates the relationship between its social CRM
capability and firm performance; that is, the positive relationship will be stronger when the level
of social media usage is higher.

Methodology

Data and Sample

Social Media Data

Because we aim to examine and compare social media usage, we collected our primary social
media data from one of the earliest social media websites: Facebook. Because some of the
companies from which we collected data had multiple Facebook accounts acting on their behalf,
we chose for analysis the accounts that appear on each company's official website, including both
the company's and its main brands' Facebook accounts, to best reflect any organizational policy or
practice on the use of social media. We downloaded all postings from these Facebook accounts
from the day these companies began using Facebook until December 31, 2014.

COMPUSTAT

To test firm performance and control our data sets, we collected financial statement data from
COMPUSTAT North America and Global Fundamentals annual databases. We initially drew the
data for a 34-year period (1980-2014), but then we used the time span of the firms' social media
activities. We calculated return on assets as a measure of firm performance from the data, and we
collected other control variables, such as number of employees.

Because only 379 brands/companies have available an American Customer Satisfaction Index
(ACSI), we used this list to identify our sample companies by combining those brands under the
same company. After we matched ACSI list and COMPUSTAT data, we were left with 340 firms.
We continued to match ACSI and COMPUSTAT to social media data and to exclude companies
that did not have Facebook accounts. The final sample consisted of 232 companies.

Measures

Social Media Usage

As a platform for consumers to interact with and influence one other, social media has a more
direct impact on brand communities, and it produces higher response rates and customer
engagement levels than traditional marketing methodologies that focus only on the firm—consumer
relationship (Trusov, Bucklin, and Pauwels 2009). Thus, we measured social media usage with
data collected from companies' Facebook account each year: the number of posts of the sample
company each year. More posts mean that the sample company used Facebook more often.
Customer Engagement

Social media has also enabled customers to interact with business organizations and has
empowered them to take an active role in co-creating their experiences (Prahalad and Ramaswamy
2004). When companies establish social media pages, they are expecting consumers to visit the
page, become fans, and share the content with their own friends. However, research suggests that
“likes” of brand social media pages may be too weak a signal of future engagement behavior for
the brand because it takes mere seconds of attention (John et al. 2016). In contrast, when consumers
decide to share the company's post, they have the intention of sharing this post with their own
social network. Thus, we measured customer engagement by the number of posts customers shared
to help companies deliver the information in their own social network.

Social CRM Capabilities

An important goal of social CRM capabilities at the firm level is to enhance both the perceived
value of the firm's products and customer relationship with the firm's current and potential



customers. This goal is partly reflected in growing sales, through a better understanding of
customer needs and distinctive targeting of appropriate customers. Thus, we developed the social
CRM capability measure using information from corporate disclosures with an input—output
stochastic frontier model (Battese and Coelli 1992; Dutta, Narasimhan, and Rajiv 1999; Xiong and
Bharadwaj 2013), an effective model for predicting efficiencies of individual firms in an industry
(Battese and Coelli 1992; Dutta, Narasimhan, and Rajiv 1999). The RBV defines a firm's
capability as its ability to deploy the resources (inputs) to achieve the desired objectives (the
output). The input—output conceptualization of the firm's capabilities makes the stochastic frontier
estimation (SFE) methodology well suited because SFE provides the appropriate econometric
technique to empirically estimate firms' level of efficiency (Dutta, Narasimhan, and Rajiv 2005,
1999). The input—output SFE approach models a firm's functional activities as an efficient frontier
relating the productive resources/inputs a firm uses to the optimal attainment of its functional
objectives/outputs, if the firm deploys these resources most efficiently (Dutta, Narasimhan, and
Rajiv 2005, 1999). The SFE involves two random components, one associated with the presence
of inefficiency and a traditional random error (Battese and Coelli 1992). The lower the functional
inefficiency, the higher is the functional capability of the firm. Therefore, previous studies have
used the inverse of a firm's functional inefficiency as the measure of its functional capability
(Dutta, Narasimhan, and Rajiv 2005, 1999; Narasimhan, Rajiv, and Dutta 2006; Xiong and
Bharadwaj 2013).

Following Xiong and Bharadwaj (2013), we used this equation:

Sales;; = f (X, : Resource;, o) X exp(g;,) X exp(—m,), (1)

where Salesit represents the sales (the output) for the i-th firm at the t-th period of observation;
f(Xit: Resourceit, o) is a suitable function of a vector, xjt, of factor inputs (and firm-specific

variables), associated with the sales of the i-th firm in the t-th period of observation, and a vector,
a, of unknown parameters; €jt captures random errors beyond the firm's control; and 1t captures

the firm's inefficiency of converting resources (inputs) into sales (the output). Resources include
the firm's technology base; sales, general, and administrative expenses; and receivables (Xiong
and Bharadwaj 2013). In addition to the traditional resource inputs, we add social media resource
inputs (SMR) (i.e., HasTag, HasLink, HasVideo, IsReply, and HasImage) to emphasize the social
CRM capabilities using social media. Social CRM assumes that customers are actively engaging
with the firm; therefore, these inputs show how they do so (Malthouse et al. 2013). Table 1
summarizes all the items we employed in the SFE of social CRM capabilities.

Table 1
List of items used for SFE of social CRM capabilities.

Item Description
1 Social media resource mputs HasTag the number of posts that
(SMR): contain tags
HasTag, HasLink, HasVideo, HasLink the number of posts that
IsReply HasImage contain superlinks
HasVideo the number of posts that
contain videos
IsReply the number of posts that are
replies to others
HasImage the number of posts that
contain images
2 Sales, general, and Sales, general and administrative
administrative stock (SGAS) expense
3 Receivable stock (RCS) Account receivables
industry and market conditions Dummy variables based on the four-digit
(MC) SIC code of firm i
5 Sales output Total sales

Because resources from previous years can influence current revenue, we use a Koyck lag
function with higher weights on more recent years to derive measures of sales, general, and
administrative stock; receivable stock; and advertising expense stock (Dutta, Narasimhan, and

Rajiv 1999). For example, we define ADSTOCK for period t as ADSTOCK =} k=1 k=t yt=
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K x ADExpensek , where y represents the weight attached to the past value of advertising

expenses. Following previous literature (Dutta, Narasimhan, and Rajiv 2005), we used a weight
of .5; the results were robust to different weights. Using the same formula, we calculated

SGASTOCK for period t as SGASTOCK =} k=1 k=t ot~ K x SGAexpense k. Although sales,
general, and administrative stock also includes items that are not strictly within the domain of
marketing, it is a good proxy for the amount the firm spends on its market research, sales effort,
trade expenses, and other related activities. Other stock variables are also calculated by the same
method.

To control for industry and market conditions that might differ across the sample, we divided our
sample of firms on the basis of their four-digit Standard Industrial Classification (SIC) code. For
estimation purposes, we code the variables as dummy variables based on the four-digit SIC code
of firm;.

Then, we used the stock variables as inputs (Xjt: Resourceijt) in Eq. (2).

In(Sales;,) = ag + oy In(SGAS;;) + as In(RCS;,)
F oz In(SMRj) + ag MC; + g1,

,—H
[ 3]
—

We derived the maximum likelihood estimate of the inefficiency term njt, then rescaled the
estimate njt to be between 0 and 100, and used 100 — njt as the marketing capability measure
(Xiong and Bharadwaj 2013). Appendix 1 describes the statistics of the inefficiency term njt and
the efficiency index 100 — njt.

Firm Performance

We used Tobin's q as the dependent variable in our study. We measured it by summing the market
value of equity and the book value of debt, divided by the book value of the total assets for the
period in which the individual firm is involved. We gathered financial data from COMPUSTAT.
Control Variables

We collected customer satisfaction data from the ACSI, a customer-based measurement system
for evaluating and enhancing firm performance. The ACSI is designed to be representative of the
economy as a whole and covers more than 300 firms from over 40 industries in the seven major
consumer sectors of the economy, whose 1994 sales are in excess of $2.7 trillion. An individual
firm's ACSI represents its served market's (i.e., its customers') overall evaluation of total purchase
and consumption experience. The ACSI contains 20 years of records beginning from its baseline
year, 1994, according to firms' marketing activities. We used the indexes of the matching company
each year from 2004 to 2014 as the customer satisfaction measurement.

To control for firm heterogeneity and industry, we also used the control variables firm size,
leverage, industries categories, and total sales every year, and year fixed effects. To do so, we used
the average total number of employees as an indicator variable for firm size and nine industry
categories with dummy variables.

Analysis and Results

We used STATA 14.0 to generate descriptive and inferential statistics and to conduct panel
regressions to test the hypothesized relationships. Table 2 presents the correlation matrix
descriptive statistics (means, standard deviations, and correlations) for all variables. The range of
social media usage variable and the time length using social media is large, which means our
sample companies have a wide range of strategies. The results of the correlation matrix indicate
that social CRM capability is positively related to Tobin's q (r = .05) and customer engagement is
positively related to Tobin's q (r = .03).
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Table 2
Correlation matrix and descriptive statistics.

No. Variable Mean S.D. 1 2 3 4 5 6 7 8 9

1 Firm performance (Tobin's q) 4.11 8.06 1.00

2 Year 2009 316 A6 1.00

3 Social CRM capability 88.04 1.90 05 01 1.00

4 Social media usage 11.37 ket ) .0 A8 F3 B 1.00

5 Customer engagement 6.01 12.28 08 56 .16 85 1.00

6 Sales 9.30 247 10 02 92 A1 12 1.00

i Employee 3.64 1.84 A8 03 .65 03 07 B0 1.00

8 Leverage 22 1.3 15 01 25 02 03 27 A5 1.00

9 Customer satisfaction 76.55 5.71 1 07 06 .05 .05 .04 01 27 1.00

Hypotheses Test

Table 3 presents fixed-effect panel regression results testing H1-H4. Model 1 represents H1, H2,
and H3; the mediating effect; and full model. Model 2 represents the moderating effect of social
media usage between social CRM capability and firm performance (H4). In H1, we predicted a
positive relationship between social CRM capability and customer engagement. The coefficient
estimate for the social CRM capability variable is significantly positive (p < .001), providing
support for H1. As we predicted in H2, social CRM capability had a positive and statistically
significant effect (p < .01) on firm performance. However, contrary to H3, customer engagement
had negative but insignificant impact on firm performance. Finally, the statistically significant and
positive coefficient estimate of social media usage % social CRM capability (p <.1) in H4 confirms
that social media usage positively moderates the relationship between social CRM capability and
firm performance.

lable 3
Results of fixed-effect (within) panel regressions.
Models 1 2
H1 H2 H3 Mediating effect Full model  H2 H4
(Full model)
Dependent variable Customer l'obin’s g T'obin’s g T'obin’s q Customer l'obin’s g l'obin’s g T'obin's q l'obin’s g
engagement engagement
Constant 1,170,318 429.921 45427 429921 1,170,318 45.427 436.990 429.921 526.561
(343.982)**  (131.726)** (13.170)** (131.726)** (343.982)**  (13.170)** (133.425)** (131.726)** (137.439)**=*
Social CRM capability 13.310 4.085 4.085 13.310 4.164 4.085 5.044
(3.506) %" (1.380)** (1.380)** (3.506)%* (1.399)%* (1.380)** (1.432)**
Social media usage 226
(.023)
Customer engagement 293 293 006
(020 (.020) (.018)
Social media usage * Social 812
CRM capability (.367)*
Sales 3113 8.244 5316 8.244 3.113 5316 8.273 8.244 8.800
(6.230) (2.023) %% (937)***  (2.023)***  (6.230) (L937)%*%  (2.027)%*%  (2.023)%%%  (2.024)***
Employee 7.441 2.954 835 2.954 7.441 835 2.906 2.954 2,798
(3.808)* (1.216)* (.849) (1.216)* (3.808)* (.849) (1.224)* (1.216)* (1.210)*
Leverage 1.499 8.948 12.740 8.948 1.499 12.740 8.902 8.948 6.653
(21.967) (7.142) (5.063)* (7.142) (21.967) (5.063)* (7.155) (7.142) (7.174)
Customer satisfaction 335 075 072 075 335 072 072 075 751
(.232) (.072) (.064) (1072) (.232) (.064) (.073) (.072) (.723)
Industry fixed Included Included Included Included Included Included Included Included Included
Year fixed Included Included Included Included Included Included Included Included Included
Observations 232 232 232 232 232 232 232 232 232
R2 7 A2 12 12 g A2 A2 A2 14
* p< 10
#+ p< 0l

w5 p < 001
Mediation Effects Test
In the hypotheses, we suggested one mediation effect of customer engagement on the relationship
between social CRM capability and firm performance. We tested four conditions that should be
met to verify the mediating effect:

1. Social CRM capability is significantly related to firm performance.

2. Social CRM capability is significantly related to customer engagement.

3. Customer engagement is significantly related to firm performance.

4. After controlling for customer engagement, the relationship between social CRM

capability and firm performance is no longer significant.

For the mediation effect of customer engagement, the first criterion is satisfied. Social CRM
capability is positively and significantly related to firm performance (p <.01). The second criterion
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is also satisfied. The social CRM capability has a positive impact on the mediator, customer
engagement (p < .001). The third and fourth criteria, however, are not satisfied. Customer
engagement has negative insignificant impact on firm performance, and after controlling for
customer engagement, the relationship between social CRM capability and firm performance is
still significant. Thus, the results fail to show clear statistical evidence to verify that customer
engagement plays a mediating role in the relationship between social CRM capability and firm
performance.

Questions for your consideration

What research questions were proposed in the article?

What scientific methods were applied to investigate each of these questions?

What are the drawbacks of the research design (data, methods, analysis)?

What managerial implications of the findings do you suggest?

For what areas these research ideas may also be applicable? Illustrate with an example
highlighting how the research design should be adapted.

Nk W=

Kputepun oneHuBaHMs KPUTHYECKOI0 AaHAJIN3A NPeAJI0KeHHOH CTAThbH

O06o03HaueHne OCHOBHOT'O BOMPOCA MUCCIICTOBAHMS

AHan3 NCIO0JIB30BAHHLIX B CTATHE METO0B HCCICIOBAHUS

Henocratku B muiaHUpOBaHUH U TPOSKTUPOBAHUU HUCCIIEIOBAHUS

[leHHOCTD PE3ybTATOB CTATHU AJISl HAYKH U MIPAKTUKU

OcBeOMIICHHOCTh C aBTOPaMH, MEPHUOJIUIECKIMHI U MOHOTpahUueCKUMU U3JAHUSMU 110
TeME HCCIEIOBaHUS

CuctemMHbIC 3HAHUSI MaTepUaia

Biianenue noHATHITHBIM anmapaToM

[[Iupora spyaunuu

JIOrMYHOCTD U310KEHUS

O00CHOBAaHHOCTE BBIBOJOB

['paMOTHOCTH pedeBasi v (paKTOIOTHUECKAs], PEIEBAHTHOCTD MPEATIaraeéMbIX UIeH

JleMOHCTPAUMOHHBIH BAPHAHT Uil TPEKA «YNpaBJjieHue B cpepe HAYKH, TEXHOJOTUIA U
HHHOBAaILMIT»

(®parmenT nocrtaHoBku 3anaHus) [IpuBeaure pasBepHyThIi 0OTBeT Ha 5 Bonpocos u3 10 Ha
TOM fI3bIKE, HA KOTOPOM 33/I1aH BOIPOC, IPH 3TOM BbIOOP CTOUT OCYIIECTBUTH CJIEIYHOIIUM
oOpa3zoM: 3 BoOmpoca I0JKHbI ObITh BbHIOPAHBI HA PYCCKOM si3blKe W 2 BOINpPOCa — Ha
AHIJIMHCKOM si3bIKeE.

1. Uccnenyss nuHaMHKy KOHKYPEHIIMM KOMIAHUW U3 pa3HBIX OTpaciied, aMepUKaHCKUU
uccinenosarens Kieitton KpuctenceH mpeuioxku pa3nudarbh nodoepicusaroujue 1 noopviéHvle
nHHOBauuu. [losicHMTE OTJIMYMS MOAIEePKUBAIOIIUX U MOAPbIBHBIX MHHOBAIUI M IPUBeIMTE
npumMepbl. Kakue MeToabl 3alUMTHI OT MOAPBIBHLIX HMHHOBAUMH MOKHO TNPUMEHHMTH
KOMIIAHUSAM, KOTOPbIM YIPOKAIOT NOAPbIBHbIe HHHOBALMU?

2. B 2005 rony uccnenosarenu Y. Yan Kum u P. MoGopH B cBoeii kaure «Blue Ocean Strategy»
NPEUIOKIUIA HOBBIH croco0 (OpMUPOBaHHMS KOHKYPEHTHBIX CTpAaTeruid, OTIMYAIOIIMHCSA OT
KOHKYPEHTHOTO MO3UIIMOHUPOBAHUs B OTpaciu, onucaHHoro MaiikinoM Iloprepom. IlosicHuTe
NPUHUMIIBI CTPaTernu roxydoro okeana. Korna komnanuu 3auHTepecoOBaHbl B NOCTPOCHUH
roayonix okeanos? IlpuBeaure npumepsl
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3. B 1974 rony npenogasarensamu ['apBapackoii mikosnsl 6uzneca Damynaom JI€naom, Porangom
Kpucrencenom, Kennerom Duaprocom u YunbsiMoM ['yToM OBLIO MOATOTOBJICHO Y4eOHOE
nocobue C KelcaMu, COJEp)KaBIllee OMNMCAHME HOBOTO METOJa aHajan3a CTPAaTerH4ecKon
CUTYallU: BO3MOXKHOCTEH M YIpO3 CO CTOPOHBI BHEIIHETO OKpPYXEHMsI U MOTeHLHUaja (B BHIE
CHJIBHBIX U CJa0BIX CTOPOH) KOMITAHUH, KOTOPBIM MepBOHavdanbHO monyuni HazBaHue LCAG-
aHanu3a (1o mepBbIM OyKBaM (paMUJIHI aBTOPOB).

DTOT METO/I, MOMOTAIOIIUI 000CHOBATh UJEH Pa3BUTHsI OM3HECA HA OCHOBAHHMH MCIOJIB30BaHUS
BO3HUKAIOIIKUX BO3MOKHOCTEH U peakiuu Ha Yrpo3bl, ObICTPO 3aBOEBaJI MPU3HAHUE Y MPAKTUKOB
Om3HEeca M aKTHMBHO UCIIONB3YETCS U B HAIlle BPeMsl, IIpaB/a, ¢ M3MeHEeHHbIM Ha3BaHueM «SWOT-
a"Hanmu3y». Onummrte aaroput™M SWOT-ananu3a Ha mpuMepe POCCUIICKON MM 3apy0esKHOM
KOMIIAHMH M CHHTe3a pelleHHH Ha ero ocHose. Kakue pocrouHcTBa 3T0Or0 moaxoaa Bel
Mo:keTe 0TMeTHTh? Kakne HeqocTaTKu 3TOr0 MeToAa anaan3a Bl Mmoxxere oTMeTUTD?

4. One of the important strategic dilemmas consists in the choice of alternatives: 1) the decision to
integrate with a certain company (through a merger or acquisition) - that is, the inclusion of this
company in the boundaries of a new united firm and 2) the decision to form market relations with
a certain company under a cooperation agreement between two independent separate companies.
There is an opinion "At present, the merger and creation of a large integrated company is always
preferable to the formation of market partnerships between two separate firms"

Do you agree with the above opinion? If YES, why? If NO, why not? Give examples. If there
are two described alternatives, then explain, when it is more reasonable to choose the first
one or second? Why? Give an example

5. There is an opinion: “Competition prevents people and companies from achieving their goals.
The main task of the strategy is to weaken the positions of competitors by all means "

Do you agree with the above opinion? If YES, why? If NOT, why not? If, in part, yes, then
in what do you agree and in what do you disagree? Give examples. Are there situations in
which competition is not a significant factor? Explain these situations. Give examples

6. The analysis of many digital transformation projects of companies, carried out at the IT center
of MIT Sloan Business School, showed that the success of companies that managed to become
drivers of digital ecosystems is associated with 1) omnichannel integration of customer experience
and / or 2) the transition from local value chains to building platforms, connecting many value
chains or building a universal value chain that plays the role of a basic element for many platforms
(for example, PayPal, which is required as a mean of payment for many platforms)

Give examples of Russian digital ecosystems and describe the mechanisms of their formation.
What key problems in the development of Russian digital ecosystems do you see? How can
these problems be solved, in your opinion?
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