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Abstract

The situation in the markets is changing rapidly and competition in the business sector is 
increasing rapidly. As a result, corporate marketing decisions are based on creating greater 
value for the consumer, which creates competitiveness and provides an advantage in competing 
for future customer loyalty. The purpose of this study is to determine whether there is a link 
between marketing communication tools and consumer perceived value in pursuit of consumer 
loyalty. Qualitative (observational research) and quantitative (a questionnaire survey) research 
methods were used to investigate the problem empirically. The observational research elucidated 
the value provided to the consumer by the research objects through marketing communication 
tools, supplementing the key questions for the quantitative study. Correlation and regression 
analysis were used in the study, with the results showing a statistically significant relationship 
between marketing communication tools and consumer perceived value in terms of user loyalty. 
It has also been determined that the greatest and strongest relationship in consumer value 
creation through marketing communication tools is the appropriate, mutually coordinated and 
complementary use of a package of marketing communication tools to achieve synergies that 
create the preconditions for increasing consumer loyalty in a competitive market. 
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1. INTRODUCTION

The competitiveness of an organization ensures its long-term success in the business world. An 
organization’s competitive advantage contributes to the creation and distribution of value to the 
consumer. Therefore, an organization’s marketing activities should be directed at creating value 
for the consumer, as the basis of marketing activities is to create links between the organization, 
the user, and all others involved in that development process (Sánchez-Gutiérrez et al., 2019). 
The more an organization delves into the needs of consumers, the more competitive advantage it 
will gain (Wu & Li, 2017). In the scientific literature, successful competition entails the creation 
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of value for the consumer that cannot be offered by competitors (Keller, 2013; Malik et al., 2013).

In the marketing literature, it is often mentioned that the proper use of marketing communication 
tools is becoming a modern goal of every organization (Wu & Li, 2017). It is believed that the 
consumer is incentivized by an organization that meet his/her needs which are met by marketing 
communication tools establishing consumer confidence, dedication and satisfaction, all of which 
foster consumer loyalty in the product, service or brand (Simova, 2009; Hassan, 2012; Keller, 
2013; Strydom et al., 2015; Zhang et al., 2016; Wu & Li, 2017; Sánchez-Gutiérrez et al., 2019).

Despite the abundance of research on value creation for the consumer (Smith & Colgate, 2014; 
Zhang et al., 2016; Kotler & Keller, 2020; Pavlovaite & Griesiene, 2019), new studies on the 
use of innovative marketing communication tools related to value creation for the consumer 
remain extremely relevant. Due to a poor choice of marketing communication tools, the 
resulting ineffective communication can lead to the consumer remaining uninformed about the 
organization’s product or service, and therefore continuing to make purchases from competitors. 
And although various marketing communication tools (Išoraitė, 2013; Kotler & Keller, 2020) 
and their impact on the consumer (Baer, 2013; Shamout, 2016; Blakeman, 2018) have been 
analyzed quite extensively in the scientific literature, a more in-depth scientific analysis of value 
creation for the consumer through marketing communication tools will foster understanding as 
to what motivates the consumer to become loyal to the organization.

Thus, an organization’s ability to create and deliver value to the consumer becomes an important 
aspect of the strategic marketing planning process as well as the formation of a competitive 
advantage implemented through the consumer perceived value, development and transfer (Baker, 
2010). In order to gain a competitive advantage in the future, it is important to understand and 
adapt to consumers and their needs when planning strategic marketing, and this is properly 
communicated through marketing communication tools (Dubois et al., 2012; Blakeman, 2018).

Therefore, the purpose of the study is to determine whether there is a link between marketing 
communication tools and consumer perceived value in the ultimate pursuit of consumer loyalty. 
This study was conducted to elucidate the influence of marketing communication tools on 
user loyalty in terms of marketing tools to communicate user-desired values. The marketing 
communication tools used by the three largest retail chains in Lithuania were investigated as 
well as the values they communicate to the consumer along with the opinions of visitors to those 
retail chains. Qualitative observation and quantitative questionnaire survey methods were used 
in the research part. 

Despite the increasing amount of literature on value creation in the world, both a theoretical 
and empirical understanding that reflect the complexity and dynamism of the delivery of value 
to customers through marketing communication tools are still a relevant and timely problem. 
This study contributes to this research gap, presenting the characteristics of customer value that 
contribute to creating value for consumer through marketing communication tools, creating real 
preconditions for increasing consumer loyalty and ensuring the future competitiveness of the 
organization.

The paper consists of a literature background as well as descriptions of the research objective, the 
methodology, data and results along with a discussion and presentation of conclusions.
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2. LITERATURE BACKGROUND

Attracting consumers in a highly competitive environment requires a great deal of effort, as the 
wants and needs of the consumer tend to change frequently. In today’s world, consumer behavior 
is always changing. Consumers are much more involved in the activities of organizations, with 
even the role of consumers itself evolving from an passive role to an active one. The consumer 
becomes well informed, determining what he/she wants in terms of a high value-added product 
well before a purchase is made. These phenomena occur because the modern consumer is generally 
much better informed, e.g. through the active use of information communication technologies, 
and therefore, distance and social barriers have largely disappeared (Prahalad & Ramaswamy, 
2004; Hsiao et al., 2011; Lindgreen et al., 2012; Piercy, 2016). The success of an organization 
comes to depend on how it is able to create unique perceived value for the consumer and how it 
is able to communicate this value through marketing communication tools. As a result, modern 
marketing relies on a systemic approach which can be shifted to meet consumer needs. Value 
creation for the consumer is becoming more important both due to both competition between 
organizations as well as the expanded market power of consumers and their increasingly well-
defined demands (Gronroos & Ravald, 2011; Pynnonen et al., 2011; Kumar & Raju, 2013; Abtin 
& Pouramiri, 2016; Zhang et al., 2016; Gan & Wang, 2017; Kotler & Keller, 2020). 

According to researchers, it is necessary to adopt a value-based approach to marketing in which 
value propositions are created during the value creation process for the target market (Baker, 
2010; Piercy, 2016; Solomon et al., 2017). The result of creating value for the consumer is the 
establishment of a value proposition and its communication, defining a product or service which 
consumers want to buy, following which the organization can meet this perceived need (Baker 
2010). This process is reflected in the exchange between the organization and the user, enhancing 
reciprocity of communication. The construction of a successful value proposition depends on 
the ability to define value with a proper view of user needs, and on the relative attractiveness of 
different consumer segments. The organization can then work to create this value and ultimately 
deliver it by communicating it to the consumer (Baker, 2010).

As a result, value creation for the consumer is relevant and often examined through the 
components of perceived consumer value, which may vary depending on the subject and 
selection of subjects (Simova, 2009; Hassan, 2012; Shanker, 2012; Strydom, 2015; Zhang et al., 
2016; Wu & Li, 2017). Consumer perceived value has been examined in the scientific literature 
as a component of value creation for the consumer, as the final assessment essentially means 
the perceived benefit the consumer receives from a good or service (Simova, 2009; Candan et 
al., 2013; Kumar & Reinartz, 2016; Gan & Wang, 2017). According to many authors, in order to 
please the consumer and to understand his needs it is necessary to assess the value of the offered 
product or service by providing a systematic interpretation of the components of perceived value 
(Gatautis et al., 2016):

 y Functional value is the benefit that is most influenced by price. The consumer feels (long-
term or short-term) satisfaction that he has purchased a product or service at a good price, 
and thus he has reduced his costs. According to the analyzed scientific literature, this value 
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most often includes the price, quality, and range of assortment of the product of service 
(Simova, 2009; Hsiao et al., 2011; Hassan, 2012; Candan et al., 2013; Strydom, 2015; Wagner 
& Benoit, 2015; El-Aldy & Eid, 2016; Yoong et al., 2017).

 y Social value is a certain benefit to the consumer connected to the satisfaction of using a 
product or using a service in comparison or contrast to other people in the same social 
group. According to the scientific literature, this value most often entails belonging to a 
social group, communality, etc. (Zhang et al., 2016; Wu & Li, 2017; Yoong et al., 2017; Itani 
et al., 2019).

 y Emotional value is the perceived benefit of certain feelings induced in the consumer. It is 
these feelings that arouse the consumer’s desire to buy a product or take advantage of a service. 
According to the scientific literature, this value most often includes store environment, staff 
competence, a positive shopping experience, positive feedback from other people, seller 
reputation, etc. (Simova, 2009; Hsiao et al., 2011; Hassan, 2012; Shanker, 2012; Candan et al., 
2013; Strydom et al., 2015; Wagner & Benoit, 2015; El-Aldy & Eid, 2016; Zhang et al., 2016; 
Yoong et al., 2017).

 y Epistemic value is the useful properties of a product that help create innovation or satisfy a 
desire for knowledge. According to the analyzed scientific literature, this value most often 
includes distance to the seller, shopping convenience, and the technologies used by the seller 
(Hsiao et al., 2011; Shanker, 2012; Strydom et al., 2015; El-Aldy & Eid, 2016; Wu & Li, 2017; 
Yoong et al., 2017).

 y Conditional value is the characteristics that a product acquires as a result of special or social 
conditions that highlight its functional or social usefulness. According to the scientific 
literature, this value most often includes time, situation, shopping experience (Hsiao et al., 
2011; Candan et al., 2013; Strydom et al., 2015; Wagner & Benoit, 2015; El-Aldy & Eid, 2016; 
Yoong et al., 2017).

Arguably, it is most effective if the organization is able to meet all the values to the consumer. 
However, as research shows, different businesses are impressed by different types of values, so 
it is important to understand and focus on the kind of value creation that is appropriate for that 
particular business (Gatautis et al., 2016).

For a user to understand the value an organization offers, it must be communicated. The stage 
of communicating value for the consumer in marketing is important and involves a variety of 
marketing communication actions aimed at convincing the consumer that the organization’s 
offer is unique and appealing (Lindgreen et al., 2012; Ngo & O’Cass, 2010; Kumar & Raju, 2013; 
Kotler & Keller, 2020).

Marketing communication actions and the means of communication used are directed at the 
consumer not by chance, their goal is for the consumer to return to buy again and become a loyal 
consumer (Wu & Li, 2017; Itani et al., 2019, Marinov & Marinova, 2019). The effectiveness of the 
use of marketing communication tools is generally accepted as a financial return that provides 
an organization with feedback on its marketing activities (Martelo Landroguez et al., 2013; 



63

Hanssens & Pauwels, 2016; Kotler & Keller, 2020). Therefore, it is recommended to implement 
the communication policy of each organization using various marketing communication tools. 
This article draws on the most common means of integrated marketing communication in 
the marketing literature: advertising, sales promotion, personal sales, public relations, direct 
marketing (Kotler & Keller, 2020).

As for the marketing communication tools, they are often mentioned by other authors as being 
necessary to create value for the consumer, but are not considered to be as a contribution to 
creating value for the consumer. Many authors (Simova, 2009; Hassan, 2012; Strydom, 2015; 
Wagner & Benoit, 2015; Zhang et al. 2016; Wu & Li, 2017; Itani et al., 2019) delve more deeply 
into the aspects of value to the consumer or perceived value to the consumer, which may result 
in consumer satisfaction, consumer loyalty, or a purchase decision.

For many companies, the consumers’ loyalty represents a significant competitive advantage 
(Nezakati et al., 2013), which has a significant impact on the commercial success of the 
organization. The researches carried out so far demonstrated that the consumers’ loyalty 
can maximize an organization profits because loyal customers are willing to purchase more 
frequently, spend money on trying new products or services, recommend products and services 
to others, and give companies sincere suggestions (Khan, 2013).

The essence of marketing communication tools is to help build a relationship between the 
consumer and the brand or company, so it can be considered to be a key tool for shaping consumer 
loyalty (Yang & Lee, 2016). Even a good product at a reasonable price will fail if its properties 
and benefits are not communicated (Singh & Pattanayak, 2014). Therefore, the proper use of 
marketing communication tools is also important for the overall success of the organization, as 
it helps the organization to build customer loyalty, ensures stability, lower costs and competitive 
advantage (Blakeman, 2018).

Summarizing the analyzed scientific literature, it was observed that all the authors agree that 
value creation for today’s consumer is essential for an organization to remain competitive in 
the marketplace. And by defining the link between value creation for the consumer through 
marketing communications, it can be said that an organization will be able to compete in the 
market when it has customers loyal to it, who will understand the values offered to them, which 
will be communicated through marketing communication tools.

3. RESEARCH OBJECTIVE, METHODOLOGY AND DATA

The purpose of the study is to verify whether there is a link between marketing communication 
tools and consumer perceived value in pursuit of consumer loyalty. Therefore, the proposed 
theoretical model (Figure 1) is a holistic model based on the correlation between factors that can 
have a positive impact on consumer loyalty.
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Fig. 1 – Theoretical model of creating value for consumer through marketing communication tools. Source: own 

research

According to the proposed model, value creation for the consumer is carried out by a retail 
services provider through marketing communication tools that communicate values to the 
consumer.  The result of the process is gained or increased consumer loyalty.

An analysis of the scientific literature has shown that marketing communication tools must be 
used to convey value to the consumer and in the hope that he will understand that value properly. 
As a result, many studies examine consumer perceived value and its components (Simova, 2009; 
Smith & Colgate, 2014; Kotler & Keller, 2020). By knowing what components of consumer 
perceived value need to be emphasized, each organization will gain consumer attention 
through marketing communication tools, and will stand out and compete in the marketplace 
(Hassan, 2012; Smith & Colgate, 2014; Strydom et al., 2015; Zhang et al., 2016). Therefore, the 
hypothesis H1 is raised: There is a direct relationship between the effectiveness of the marketing 
communication tools used and the increase in the consumer perceived value (volume).

As the analyzed research (Simova, 2009; Hassan, 2012; Strydom et al., 2015; Zhang et al., 
2016; Wu & Li, 2017; Itani et al., 2019) has shown, the contribution of individual marketing 
communication tools to the creation of value for the consumer is not highly researched subject, 
therefore, the following hypotheses were further tested:

Hypothesis H1a: There is a direct link between the effectiveness of the advertising tools used and 
the increase in the consumer perceived value (volume).

Hypothesis H1b: There is a direct link between the effectiveness of the sales promotion measures 
used and the increase in the consumer perceived value (volume).

Hypothesis H1c: There is a direct link between the effectiveness of the personal selling tools 
used and the increase in the consumer perceived value (volume).

Hypothesis H1d: There is a direct link between the effectiveness of the public relations tools 
used and the increase in the consumer perceived value (volume).

Hypothesis H1e: There is a direct link between the effectiveness of the direct marketing tools 
used and the increase in the consumer perceived value (volume).
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Many studies investigating value creation for the consumer have shown that value created for 
the consumer has a positive effect on consumer loyalty (Simova, 2009; Gronroos & Ravald, 
2011; Pynnonen et al., 2011; Hassan, 2012; Strydom et al., 2015; Zhang et al., 2016). Consumer 
loyalty depends on the quality and characteristics of the goods or services and the totality of the 
data, which is directly related to the ability to meet the expressed or implied needs of consumers 
(Smith & Colgate, 2014; Zhang et al., 2016; Sánchez-Gutiérrez et al., 2019; Kotler & Keller, 
2020). Therefore, the hypothesis H2 is raised:  Strengthening consumer perceived value has an 
impact on consumer loyalty growth.

Any organization that has already identified the needs of its users and provides them with 
products that meet those needs cannot, of course, stop at that process. It must receive feedback 
from its users and continually improve both its products or services and the broadcasting of those 
products or services through marketing communications tools (Malik et al., 2013; Shamout, 
2016). Therefore, the hypothesis H3 is raised: Strengthening consumer loyalty influences the 
effectiveness of the marketing communication tools used.

Research methods and data 

Qualitative and quantitative research methods were used to investigate the problem of empirical 
research.

Qualitative research was performed by choosing the observation method. The observation 
object- retail chain industry. Purpose of the observational study – to distinguish the values to 
the consumer that are communicated by retail chains through marketing communication tools. 
Qualitative research methods for primary impartial data collection: standardized observation; 
biotic observation; observation without the presence of an observer; observation field. The data 
of the qualitative research were processed by applying the method of qualitative content analysis. 
The information gathered was used in a quantitative study to create a survey questionnaire.

Following the recommendations and Best Practices of marketing research for quantitative 
research, Online Survey method was chosen.  A questionnaire was designed from Filtering (1), 
Introductory (3) and Fundamental (3) questions. The sample size (with the confidence level of 
95 percent): 384 respondents. Data analysis was performed using a combination of Microsoft 
Office Excel and SPSS statistical analysis package, performing correlation analysis and linear 
regression analysis. 

4. RESULTS AND DISCUSSION

This section presents the results and discussions of the observation study and questionnaire 
survey. 

4.1 Observation study results and discussion

Observation study (qualitative content analysis) was carried out at the beginning of 2020 ( Jan.27-
Mar.5) and took 5 weeks. The observation objects were 3 bigger retail chains with different 
international experience and which together hold more than 58 percent of Lithuanian retail 
market share. The biggest challenge related with research was the abundance of data and 
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information (in the research period, the retail chains were the biggest advertisers in Lithuania), 
which required respective resources for data collection and content analysis.  The results of 
the observation study showed that value to the consumer can be created through marketing 
communication tools. The values communicated to the consumer by retail chains through 
different marketing communication tools were clarified (see Table 1).

Tab. 1 – Results of the observation research. Source: own research

Marketing 
communication tools

Consumer perceived value

Functional Social Emotional Epistemic Conditional
Pr

ic
e

Q
ua

lit
y

A
ss

or
tm

en
t

Be
lo

ng
in

g 
to

 a
 g

ro
up

C
om

m
un

al
ity

St
or

e 
en

vi
ro

nm
en

t

St
af

f c
om

pe
te

nc
e

Cu
st

om
er

 re
vi

ew
s

Re
pu

ta
tio

n 
of

 th
e 

se
lle

r

D
ist

an
ce

 to
 th

e 
se

lle
r

C
on

ve
ni

en
ce

Te
ch

no
lo

gi
es

Ti
m

e 

Si
tu

at
io

n

Sh
op

pi
ng

 e
xp

er
ie

nc
e

Advertising x x  x  x x  x  x x x  x x  x  x  x  x
Sale promotion  x   x  x  x           

Personal sale    x     x     x     x
Public relations    x  x   x   x   x  x    

Direct marketing x   x         x   x   

By summarizing the results of the observation study (see Table 1), it can be said that retailers most 
commonly used marketing communication tools to communicate product price, assortment, 
belonging to a group, communality, staff competence and convenience value. Moreover, the 
marketing communication tool “advertising,” is used to communicate all possible values to the 
consumer, thus hoping to reach the widest possible audience and to attract loyal consumers, as 
the analyses of authors from other countries (Europe, Asia, America, Africa) have shown, the 
elements of value creation for the consumer are similar and often repeated. Similar international 
research has confirmed that the consumer usually prefers the following values: product price, 
quality, staff competence, good feedback from other consumers, seller reputation, the right 
assortment, convenience and a positive shopping experience (Simova, 2009; Hsiao et al., 2011; 
Hassan, 2012; Shanker, 2012; Candan et al., 2013; Strydom et al., 2015; Wagner & Benoit, 2015; 
El-Aldy & Eid, 2016; Zhang et al., 2016; Wu & Li, 2017; Yoong et al., 2017; Itani et al., 2019).

These studies have been carried out in different sectors of activity, such as clothing retailing, 
online shopping, supermarkets, open source business, personal care products, high fashion 
retailing, mobile applications, microblogging platforms, social commerce, telecommunication 
industry, restaurants, and confirm that creating value for the consumer is still relevant, and that 
organizations are paying more and more attention to it when competing with each other.

The observation study suggests that the values highlighted in the study (see Table 1) can be 
applied to other sectors of activity, but this requires more in-depth research with similar research 
instruments. A questionnaire was prepared based on the results of the observation study.
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4.2 Questionnaire survey results and discussion

The quantitative research data were collected from 398 respondents, visitors of retail chains in 
Lithuania. The questionnaire survey was conducted at the beginning of 2020 (Feb. 28 - Mar.25). 
The main predictable challenge of quantitative research was a proper information interpretation 
in the questionnaire design, which would allow to the respondent to understand correctly the 
meaning of the question and recognize the analysed marketing communication tools, terms, 
names used in scientific and business literature.   Despite the fears, the survey results showed 
that respondents (visitors of retail chains) notice and know the marketing communication tools 
used by retail chains, they also understand what values are communicated to them. They often 
agree with the claims that the use of marketing communication tools for retail chains is necessary 
because it potentially promotes consumer loyalty. Therefore, strengthening consumer loyalty by 
increasing consumer perceived value has implications for the use of marketing communication 
tools, that is, the more the consumer understands what is being communicated to him, the 
more likely he is to recognize this as value and, therefore, visits the retail chain. To this end, 
the correlation coefficients between the variables were calculated: “Marketing communication 
tools”, “Consumer perceived value” and “Consumer loyalty” (see Table 2).

Tab. 2 – Correlation coefficients between variables. Source: own research
Spearman’s rho Correlations

Marketing 
communication 

tools

Consumer 
perceived 
value

Consumer 
loyalty

Marketing 
communication tools

Correlation 
Coefficient

1.000 .803** .750**

Sig. (2-tailed) . .000 .000
N 398 398 398

Consumer perceived 
value

Correlation 
Coefficient

.803** 1.000 .691**

Sig. (2-tailed) .000 . .000
N 398 398 398

Consumer loyalty Correlation 
Coefficient

.750** .691** 1.000

Sig. (2-tailed) .000 .000 .

N 398 398 398

**. Correlation is significant at the 0.01 level (2-tailed).

The relationship between the variables is statistically significant, because the p-value (Sig.) of the 
criteria in this category is lower than the set significance level (0.01). The relationship between the 
variables is positive, all coefficients with a plus sign. There is a strong link between the variables 
“Marketing communication tools” and “Consumer perceived value” (r – 0.803), also between 
the variables “Consumer loyalty” and “Marketing communication tools” (r – 0.750). There is a 
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moderaly strong link between the variables “Consumer perceived value” and “Consumer loyalty” 
(r – 0.691). The problem of multicollinearity should not arise. All correlations are statistically 
significant (all p values are 0.000 <0.05).

Consequently, creating value for the consumer through marketing communication tools is very 
important if an organization wants to compete. However, in order to achieve consumer loyalty, 
it is necessary to explore additional factors that would encourage this.

The correlation between different marketing communication tools and “Consumer perceived 
value” is presented in Table 3.

Tab. 3 – The correlation between different marketing communication tools and “Consumer 
perceived value.” Source: own research
Spearman's rho Advertising Sales 

promotion

Personal 
sale

Public 
relations

Direct 
marketing

Consumer 
perceived 
value

Correlation 
Coefficient

.765** .704** .522** .695** .677**

Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000
N 398 398 398 398 398

**. Correlation is significant at the 0.01 level (2-tailed).

There is a strong link between the variables “Advertising” and “Consumer perceived value” 
(r – 0.765), also between the variables “Sales promotion” and “Consumer perceived value” (r – 
0.704). A moderately strong link exists between the variables “Public relations” and “Consumer 
perceived value” (r – 0.695).  There is a moderate link between the variables “Direct marketing” 
and “Consumer perceived value” (r – 0.677), as well as between the variables “Personal sale” 
and “Consumer perceived value” (0.522). Interestingly, the relationship between the variables 
“Marketing communication tools” and “Perceived user value” is strong, and the relationship 
between different marketing communication tools (advertising, sales promotion, personal 
sale, public relations, direct marketing) and “Consumer Perceived Value” ranges from medium 
to strong. This is confirmed by the information found in the observation study that retailers 
use advertising tools extensively and communicate the values most often, which is why the 
connection is strongest, with personal sales tools less enforced by the seller or recognizable to 
the consumer, resulting in a medium interconnection.

A simple linear regression analysis was then performed, and the hypotheses raised in the work 
tested (see Table 4).

Tab. 4 – Regression analysis data. Source: own research
Dependent variable Independent variable R2 ANOVA p Beta VIF

H1 Consumer perceived 
value

Marketing 
communication tools

0.623 0.000 0.789 1
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H1a Consumer perceived 
value

Advertising 0.558 0.000 0.747 1

H1b Consumer perceived 
value

Sale promotion 0.460 0.000 0.678 1

H1c Consumer perceived 
value

Personal sale 0.280 0.000 0.529 1

H1d Consumer perceived 
value

Public relation 0.475 0.000 0.690 1

H1e Consumer perceived 
value

Direct marketing 0.440 0.000 0.663 1

H2 Consumer loyalty Consumer perceived 
value

0.437 0.000 0.661 1

H3 Marketing 
communication tools

Consumer loyalty 0.545 0.000 0.738 1

Table 4 shows that all coefficients of determination are higher than 0.20. This means that the 
coefficients of determination remain large enough that the linear regression model cannot yet be 
ruled out as inappropriate.

All ANOVA criterion p (Sig.) values are less than 0.05. It is concluded that the regressor in 
the model depends on the dependent variable, thus there is a linear dependence between the 
variables. This means that the effective use of marketing communication tools properly was 
shown to communicate value to the consumer. As a result, the consumer perceived value 
(volume) increases. Also, in the study case, by strengthening the consumer’s perception of 
the communicated values to the consumer, consumer loyalty to the organization increases. 
Consequently, strengthening consumer loyalty by communicating values he / she understands 
increases the effectiveness of the marketing communication tools used.

To understand which regressor is more influential in the model, we looked at the standardized 
coefficient Beta, through which we can see that the least influential regressor is “Personal 
Sales” (Beta – 0.529), and the most influential regressor “Marketing Communication Tools” 
(Beta – 0.789). Also, all regressors are statistically significant since the Student p-values for each 
coefficient are p <0.05, thus they show an independent influence on the level of the dependent 
variable.

There is no multicollinearity problem, since for all regressors, VIF = 1.

In summarizing the statistical assertion of hypotheses it can be stated that all the hypotheses 
were confirmed, i.e. all relationships identified during the theoretical analysis are statistically 
significant and there is a direct and positive influence of the variables on each other.

In summarizing the results of the questionnaire survey it can be stated that creating value for the 
consumer through marketing communications was shown to be significant. A correlation analysis 
confirmed the theoretical relationships of the variables, which are significant and quite strong. 
A regression analysis investigated the causality of the relationships of the variables, showing a 
direct, positive, statistically significant, and strong influence among the variables studied. Thus, 
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according to the developed theoretical research model of creating value for consumers through 
marketing communication tools, a relationship was shown between marketing communication 
tools and consumer perceived value in terms of achieving consumer loyalty. It is important to 
mention that the obtained results reflect the research case of large retail chains in Lithuania only 
in an examination of the marketing communication tools used by retail chains along with the 
values they transmit to the consumer, although the effectiveness of the same measures has not 
been further investigated.

Comparing our study with that of other authors is difficult because identical or even similar 
research instruments have not been used by other authors. It should also be emphasized that 
the examined retail chains are the most popular in Lithuania (as shown by the results of a 
questionnaire survey) and each chain has a different, albeit significant, international background:

- Maxima LT, UAB, the company that manages MAXIMA retail chain, is the largest Lithuanian 
capital company, as well as one of the largest taxpayers and the largest employer in the country. 
The company owns more than 1,200 grocery retail stores in the Baltic States (Maxima), Poland 
(Stokrotka), and Bulgaria (T-market)

- LIDL is a German-origin international discount groceries supermarket chain that operates in 
32 countries worldwide, with over 10,800 stores in 29 countries across Europe, the United States 
and Hong Kong

- the IKI chain of grocery stores 1992 was established in Lithuania by Belgium founders; since 
2008 it has been owned operated by the REWE Group, a leading retail chain operator and the 
foremost trade and tourism group within Germany and in Europe. The REWE Group currently 
operates in 22 European countries and owns a number of local and international grocery chains 
such as PENNY, BILLA, Merkur, and AGM.

After an examination of these companies’ websites dedicated to the retail business in different 
countries, it can be stated that the means of communication used by these chains demonstrates 
features of unification, with similar marketing communication tools used across their 
international regions. This therefore allows us to assume that our research results, interpretation 
and suggestions could be used for retail industry marketing communication planning 
internationally. A specific application in a particular country or region, would of course require 
more in-depth research.

5. CONCLUSION

Various researchers have suggested directions for further study on creating value for the 
consumer through marketing communication tools. After reviewing the works of other authors 
on the research topic, it was found out that creating value for the consumer can be done through 
marketing communication, communicating values to the consumer (such as price of the product, 
quality of the product, assortment, belonging to a group, communality, store environment, 
staff competence, positive shopping experience, positive feedback from other people, seller 
reputation, distance to the seller, convenience of shopping, technologies, time, situation, 
shopping experience) in anticipation of the relevant consumer behavior (for example, consumer 
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loyalty). Notwithstanding the previous research, the constant fluctuations of the market as 
well as consumer trends continue to make the influence of marketing communication tools on 
creating value for the consumer a relevant topic that needs to be explored in more detail.

A theoretical model of value creation for the consumer through marketing communication 
tools was proposed. This holistic model has been tested in practice through empirical research 
which established a relationship between marketing communication tools and consumer 
perceived value in order to achieve consumer loyalty. Creating value for the consumer through 
marketing communications has been proved to be significant. “Marketing communication 
tools” were shown to have a direct and positive strong relationship (r – 0.803) and a strong 
positive influence (B – 0.789) on “Consumer perceived value.” “Consumer perceived value” 
has a direct and moderately strong relationship (r – 0.691) and a relatively strong influence (B 
– 0.661) on “Consumer loyalty.” “Consumer loyalty” has a direct and strong connection (r – 
0.750) and a strong influence (B – 0.789) on “Marketing communication tools.” Out of all the 
marketing communication tools examined, “Advertising” (r – 0.765) and “Sales promotion” (r – 
0.704) showed the strongest relationship with “Consumer perceived value,” while “Advertising” 
(B – 0.747) and “Public relations” (B – 0.690) have the strongest influence. Nevertheless, the 
coordinated use of a package of marketing communication tools provides greater benefits 
(stronger and more persuasive communication) in shaping the consumer perceived value than 
the use of individual communication tools. As a result, it is recommended that organizations 
focus first on their user, finding out the relevant and desirable values for the current period, 
which are then communicated using a package of coordinated and complementary marketing 
communication tools.

This study is to the authors’ knowledge the first to offer a vision for value creation for the 
consumer through marketing communications. The research may be relevant to marketers to 
gain more loyal customers and to thus increase the competitiveness of their organization through 
communication tools.

The study is limited, as it was conducted by analyzing one retail chain sector in one country. 
There is a need for more in-depth analyses related to increasing consumer loyalty by offering the 
desired values through marketing communication tools. It would be desirable to repeat the study 
internationally with various respondent populations in order to be able to compare the obtained 
results and thus draw broader conclusions. In this way it would also be possible to study the 
effectiveness of specific measures and to assess benefits which would increase the organization’s 
competitiveness in the market.
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