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AHJaToa

byn makanana KazakcranusiH Kapkbl HapbirbiHAarel AKII monmapsIHbIH aFbIMIAFsl KYHi
tanganrad. AKI nommapbl XanbIKapasiblK SKOHOMHUKAZA FalaMAbIK BalioTa OOJBIN KETTi.
Congplkran ocbl BamoTa Kaszakctan PecryOnMKachlHbIH — KapKbl —CEKTOPbIHAA  KYILTI
HO3ULIUSIAPABI YCTANUIBI.

Maxkana 2015-2017 K. IpaHTTBIK KapXKblIaHABIPY 3epTTey1 217 "FpuibiMabl IlaMLITy
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QJIEYMETTIK CTaHAAPTTAP/AbI EHT13y» yK00achl OoibIHIIA naibiHAanab], Tipkey NeO115PK01912.
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TEKYUIEE COCTOAHUE AMEPUKAHCKOI'O JJOJIJIAPA HA ®PUHAHCOBOM
PBIHKE KA3AXCTAHA

AHHOTaUMSA

JlanHasi cTaThs aHANM3HPYET TEKYyIIee COCTOSHUE AMEpPUKAHCKOro JoJiiapa Ha
¢uHaHcoBoM peiHKe KaszaxcraHa. AMepHKaHCKUN Joyiiap cTajl II00aJbHOM BalloTOW B
MEXIyHapOAHOU HSKOHOMHKE. [lo3TOMy naHHas BalrOTa yACP)KUBACT CHJIbHBIC IIO3HWIIMH B
¢bunancoBoM cektope Pecrrybimku Kazaxcrana

CraThs TOATOTOBJICHA IO PE3yJIbTaTaM HCCIICIOBAHUS T'PAHTOBOrO (PMHAHCHUPOBAHUS Ha
2015-2017 rr. B pamkax OromxeTHOlH mporpaMmsl 217 «Pa3Burue Haykm», mnogmaporpamme 102
«'paHTOBOC (PMHAHCHpPOBAHUWE HAYYHBIX HCCIACHOBAHMI» MO TeMe IpoekTa: Ned766/I' D4
«O00CHOBaHKE OINTHMAJILHOIO YPOBHS KH3HHU CEJIbCKOrOo HaceleHHs pernoHoB KaszaxcraHa B
3aBHCHMOCTH UX SKOHOMHYECKOTO Pa3BUTHsI: Hay4Has pa3paboTKa HEOOXOIMMBIX HHIUKATOPOB
Y MUHUMAJIBHBIX COLIMAJIbHBIX CTaHIApTOB» HOMep roc. peructpauuu Ne0115PK01912.
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PRODUCTION AND SALES MANAGEMENT OF VEGETABLE PRODUCTS (THE CASE
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Annotation

The article analyses what factors lie behind the success of for the sales of vegetable
products. Moreover, recommendations for improving production and sales practices in Almaty
province are defined.
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The human needs may define the shape of the business environment [1]. The consumer
needs are among the most powerful factors that may determine which enterprises survive and
continue to operate [2]. The main reason for that is that needs form and shape the consumer
demand [3]. As a result, demand of the consumers creates the growth potentials for any
enterprise which is willing to satisfy them [4].

There are several theories that raise the question whether all human needs have equal
priority [5]. For instance, the theory by Maslow states that the needs of humans may have the
certain hierarchical order [6]. In addition, his theory defines that the human needs at the higher
levels can not be satisfied if there is any need not fulfilled at the lower levels [7]. The main
reason for that is any need at the bottom of Maslow’s hierarchical triangle has higher priority
compared to those on the top [8]. Eating is located in the bottom of Maslow’s triangle for
hierarchy of needs, and without dealing with hunger and other issues preventing from proper
eating survival is impossible [9]. Therefore, consuming food products has become one of the
daily routines in the human life [10].

Food is the social demand which creates opportunity for any firm which can supply it to
the society in the way it demands [11]. Moreover, the choice preferences of consumers are
among factors that determine what the food market demands [12]. In addition, different
researchers as Fletcher (1987) have raised the question whether the generalised model for
consumers that each of them follow can be generated [13]. The Engel-Kollat-Blackwell (EKB)
model is one of the widely used models [14]. This model is shown by the figure below.
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Figure 1 - EKB Consumer Decision Process Model

Source: Blackwell, R.D., Miniard, P.W. and Engel, J.F. (2006) Consumer Behaviour 10th
edition. Mason (OH): Thomson.
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The figure above shows that search for information plays the significant role in the pre-
purchase behaviour patter. However, there is no government funded agency that may provide
open-access full information about all available vegetable products in Almaty province.
Moreover, despite big enterprises having their own web site a consumer does not have full
access to the adequate information due to the absence of the centralised database.

The enhanced model of Engel-Kollat-Blackwell (EKB) model.

Problem recognition
Experience, endogenous activation

Information =earch

Extent, internal vs External, content, atiribute vs_
alternative based, Global versus Lol

Considerstion set formation

SizE, COMposition, construction process

Evaluation of alternatives

Sensitivity to content, Strategy, Endogenous
activation

Choice

Rules, status Quo/Default/Deferral, Risk-Taking
Context Effects/variety-seeking

Post-choice Processes

Satisfaction/Dissatisfaction Intensity, Emoticnal
Responses, Dissanance/Regret, Process Satisfaction

Figure 2 — Stylised version of Engel-Kollat-Blackwell (EKB) model

Source - Tuan-Pham, M. & Higgins, E.T. (2005) Promotion and prevention in consumer
decision making - the state of the art and theoretical propositions (Chapter 2) in Ratneshwar, S.
and Mick, D.G. (2005) Inside Consumption — Consumer motives, goals and desires. Abingdon
and NY: Routledge.

The figure above shows that the post-choice process plays the significant role in forming
the future of the consumer decision making. However, there is no particular widely used web site
where consumers in Almaty province can review vegetable products they bought and define
which companies have good reputation. Therefore, the element of uncertainty has impact on
vegetable product market in Almaty province.

The figure below defines more in depth how consumers’ buying behaviour may function.
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Figure 3 — The conceptual model of Howard-Sheth of buying behaviour

Source- Farley, J., & Ring, L. (1970) An Empirical Test of Howard-Sheth Model of Buyer
Behaviour. Journal of Marketing Research, 7 (4), pp. 427-438.

The figure above defines several factors that underline the process of purchase. However,
there are only two factors that are on the end notes before customer pays: price and intention.
Therefore, it is important for any organisation willing to sell or produce vegetable products not
only cut prices but also make customers to recognize your brand, earn their confidence in your
products or services as well as make them to relate good intentions with your organisation.

The relationship sequence which leads from past experience towards future intention is
defined by the figure below.

Pre-purchase (Time 1) Past-purchase (Time 2)

{Expectation) - Perception confirmation
or disconfirmation

L

Past experience
famillarity, | Quallty

Quality
walue
satisfaction

Future
intention

reputation walue Furchase Actual service
{brand name) satisfaction intention experience

Artitudinal disposition

1

Figure 4 — A simplified pre- and post- purchase decision making model

Source — Oh, H. (2000) Diners’ Perceptions of Quality, Value, and Satisfaction: A
Practical Viewpoint. Cornell Hotel and Restaurant Administration Quarterly, 41 (3), pp. 58-66.
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The figure above shows that past experience is the key factor in forming attitudinal
disposition. Therefore, the following strategy defined below can be recommended for enterprises
willing to sell vegetable products.

Advertise

eact to any
significant
customer
feedback

Get reliable

suppliers

Provide

Make sure
good no low
customer quality

service product sold

Figure 5 — Recommendations for any enterprises that would like to sell vegetable products
in Almaty province

The figure above shows that finding reliable suppliers that provide good quality products
has the significance for the sales chain. However, the survey made for this research shows
different attitude of consumers towards local producers.

I have no
complaints to
the local
vegetable
product
suppliers or
producers.
6 people

I am not fully
satisfied with
local vegetable
product
suppliers or
producers.
144 people

Figure 6 — Survey results of 150 people whether they are satisfied with local suppliers or
producers in Almaty province

The hypothesis test can be constructed based on the figure above:
Hp: Local producers and suppliers in Almaty province for vegetable products have
drawbacks that have significance for the consumer community to make them upset.
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H;: Local producers and suppliers in Almaty province for vegetable products have no
drawbacks that have no significance for the customer community to make them unhappy.

The nature of hypothesis test is two-tailed due because the alternative test (H;) does not
include testing if one indicator is bigger or less than another one. Moreover, 95% confidence
interval is taken while testing if the hypothesis test is done through applying p-value approach.
Figure 6 shows that 96% of the survey participants think that local suppliers and producers have
the significant drawbacks. The p-value (p = 0.96) is higher than the probability of the critical
region (a = 0.05) at 5% willingness to make Type I error:

p>ae 094> 05 (D

Therefore, we cannot reject the null hypothesis in favour of the alternative hypothesis at
95% significance level. As a result, elements of the production and supply chain of vegetable
products in Almaty province may need to improve further in order to improve customer
satisfaction. The figure below shows the list of possible actions that producers can take to
improve market performance.

—l Find ways to cut prices

—I Improve vegetable processing / production techniques

Make vegetable products' quality competitive compared with
imported susbtitutes for customers

Do not ruin reputation due to making unsuitable for consumption
vegetable products

—I Be organic

—I Talent management and attracting good employees

Figure 7 — Recommendations for vegetable product manufacturers and producers in
Almaty province.

The figure above shows that improving processing and production techniques is one of the
ways to gain more customer satisfaction. Therefore, the government subsidies towards renewing
the factory machinery for manufacturers and creating free courses for the local farmers where
they can be taught the experience of leading countries in agriculture may build the foundation
towards improvement of the vegetable production sector.

In conclusion, sellers of vegetable products, e.g. supermarkets, may not improve customer
satisfaction despite whatever efforts they make without producers improving nutritional value,
quality, competitivity of price towards substitutes, size of portions, production and
manufacturing techniques.
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Janast craThs aHAMM3UpPYyeT (PAKTOPBI, KOTOpBIC JIEKAT B OCHOBE yclexa s MPOAaK
OBOIIHBIX MPOIYKTOB. Ba00aBOK MpHBEICHBI PEKKOMEHJANMH JUIS YIYYIICHHS IPOU307C-
TBEHHBIX U TOPrOBBIX NPAKTUK B AJIMAaTHHCKON OOJIACTH.
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