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Topicality and significance of the concept of customer equity 

 

Globalization of world markets and growing competition between business 

organizations pose complex challenges in front of contemporary management. Some 

of them are related to the ability of business organizations to keep their current clients 

and attract new ones. These matters are a subject of customer-oriented marketing 

concepts of growing popularity. The concept of customer equity is of growing 

research interest as it represents the significant influence of the client base and the 

formation of long-term relationship it entails in acquiring and maintaining sustainable 

competitive advantages for businesses. The establishment and maintenance of such 

relationships are developed by the concept of customer equity which may be viewed 

as an innovative approach to keeping and attracting clients and managing the value of 

these relations. This in turn leads to the success and growing influence of these 

business organizations on the market and the rise in their market value. In addition, 

the importance of customer equity for establishing the market value of businesses is 

emphasized as its magnitude is a part of business organizations’ value beyond their 

assets worth. As described so far, customer equity plays a key role in the successful 

development of businesses, but it also poses questions related to its growth and 

management.  
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Research on customer equity is mainly available in the field of services, which 

directs further attention to researching customer equity of industrial organizations. 

Therefore, the possibilities for management of customer equity in the Production of 

Yoghurt and Dairy goods and, more specifically, for yoghurt producers in the 

Republic of Bulgaria have been studied and researched. The choice of the product 

category is based on the traditional nature of the product, its popularity outside the 

country and its well-developed market.  

 

Object and subject of the Thesis  
 

In accordance with the high interest in studying the possibilities for customer 

equity management within the framework of industrial organizations, the object of 

this research is yoghurt market in Bulgaria.  

The subject of the research is customer equity of yoghurt producers in Bulgaria 

and the drivers that influence its formation and transformation. 

 

Research thesis, aim and tasks of the Thesis  
 

The thesis presented is that industrial organizations can manage their customer 

equity by purposefully influencing customer behavior through key marketing 

determinants.  
The aim of the dissertation is to identify the key factors influencing customer 

equity of yoghurt producers in Bulgaria by studying the essence of the concept of 

customer equity and, based on the current research, to design a model and toolkit for 

its future study and management. In order to achieve this aim the following tasks 

were identified and fulfilled: 1) study and analysis of the basic theories related to the 

essence of the concept of customer equity and different approaches to its 

management; 2) clarification of the role and significance of the concept of customer 

equity for the purpose of successful market presentation of the business organization; 

3) identification of the main factors influencing customer equity; 4) design of a toolkit 

for research of the identified factors on customer equity of yoghurt producers in 

Bulgaria; 5) study and evaluation of the influence of the main determinants on 

customer equity value; 6) identification and rationale for the possibilities for customer 

equity management, including the design of a model and methodology for research 

and management of customer equity of yoghurt producers in Bulgaria.  
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Main theoretical conclusions of the Thesis  

 

Based on the available literature and scientific research on the concept of 

customer equity, the relevant theoretical achievements have been identified and the 

author has presented their viewpoint on the concept in question. The following more 

significant conclusions have been made: 1) In the context of contemporary 

interpretation of the term ‘capital’, customer equity may be viewed as an exhibition of 

capital that refers to the value of the relationships with the clients of the business 

organization. 2) As a financial outcome of the relationships with the clients of an 

organization, customer equity can be managed. Therefore, it is essential to the 

managers to understand its nature, forms and growth opportunities. 3) The concept of 

customer equity paves the way to establishing and maintaining long-term relations 

with the clients of the organization. Understanding the concept creates opportunities 

for successful market performance of businesses and acquisition of competitive 

advantages. 4) Customer equity growth requires knowledge of the approaches to its 

management. Process (Blattberg et. al., 2001) and value (Rust et. al., 2005) 

approaches to managing customer equity have been defined. The first one is focused 

on raising customer equity through the analysis of profit and expense from and for 

clients, while the second approach is focused on raising customer equity through 

establishing long-term relationships with the clients. 5) The choice between these two 

approaches to managing customer equity requires the thorough understanding of their 

essence, focus and perspective. The evaluation of the results of their application is 

related to the ability to interprete the pre-existing models for calculation of customer 

equity and its management.  

The presented advantages and disadvantages of the two approaches to managing 

customer equity in the Thesis argue that the value approach must be implemented as 

it provides opportunities for influencing client behaviour, thus prolonging the 

relationship between the business organization and its clients and, respectively, 

raising their worth in time. Therefore, the research is focused on yoghurt consumers 

for the following reasons: they determine product demand; they are the main 

necessary condition for the presence of business clients of yoghurt producers; 

researching them is a prerequisite to the application of a client-oriented approach by 

the producers. The Thesis aims to manifest customer equity determinants, their 

correlation as well as the direction and power of their influence on customer equity 

through which it can be managed. Identifying them allows for sustainable 

development of client relationships and provides opportunities for better market 

performance of industrial organizations.  
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Research methodology of customer equity 

of yoghurt producers in Bulgaria 

 

Based on the performance and perspectives presented in front of the Bulgarian 

yoghurt and dairy producers, it has been concluded that the sector is an important part 

of the national economy for the following reasons: 1) dairy products and, specifically, 

yoghurt are traditional to the region; 2) despite the fact that dairy products 

consumption has dropped, the sustainability of the sector is retained; 3) dairy 

products account for 12% of the whole food products market which means that it has 

a guaranteed segment; 4) dairy producers are being consolidated and their market 

presence is growing; 5) the EU provides funding that, to a degree, guarantees the 

financing of the dairy sector; 6) international interest in our dairy products and hence 

the export of such goods is growing.  

In view of the suggested general characterization of the Bulgarian yoghurt 

market and the anticipated future developments, it has been concluded that it is 

essential to organizations to develop their business in accordance with client needs in 

order to keep their client base and their position on the market.  

A conceptual model for research has been designed in relation to the current 

data. Based on the examined peculiarities of yoghurt consumption, the designed 

conceptual model is directed to understanding the consumers and determining the key 

factors influencing their behavior, which represents their value to the organization. 

The model includes the definition of the main customer values to influence their 

choice of yoghurt, the relationships between them and their synergic effect on 

customer equity, with all conclusions based on theoretical analysis.  

A methodological toolkit for research has also been designed. In order to 

identify the drivers that impact customer equity the most, three types of research have 

been conducted: formative research, a pilot study and basic marketing research. 

Qualitative and quantitative research has also been applied. The main determinants 

influencing yoghurt consumers have been presented and a pilot version of the 

questionnaire has been designed. As a result from the questionnaire testing, it can be 

concluded that the designed measures are reliable enough and valid for the purposes 

of the main research. Data analysis has been performed through parametric and non-

parametric tests. A one-way analysis of variance and Pearson's chi-squared test have 

been conducted for the purpose of testing the hypotheses laid in the conceptual 

model. All preliminary verifications for abiding by the basic requirements for the 

application of the respective analyses have been performed. Descriptive statistics 

have been used for the purpose of composing the respondents’ profile.  
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Research of customer equity of Bulgarian yoghurt producers 

and recommendations for its management  

 

The validity of the designed measures has been double tested with new data and 

during the main testing, following the approaches of Churchill (Churchill et. al. 1979) 

and Zhelev (Zhelev, 2000). Based on that, the application of factor analysis has been 

implemented as well as tests for convergent validity, discriminant validity of the 

scales and criteria for their reliability have been applied.  
The results from the main research can be summarized to the following – all 

seven of the hypotheses have been confirmed. The following was concluded: 1) in 

accordance with the described and developed value approach, the drivers motivating 

yoghurt consumers to buy yoghurt from a specific producer in both the short and long 

run are: product equity, brand equity, relationship equity and the applied engineering 

and technology equity; 2) brand equity has positive influence on relationship equity 

determined through statistical analysis. Therefore, it is reasonable to conclude that by 

strengthening brand equity for clients, customer equity can be managed; 3) relationship 

equity with the organization also impacts customer equity of yoghurt producers. 

Through the identified components of that factor, organizations can establish 

sustainable relationships with their clients and turn them into loyal customers; 4) the 

impact of product equity on customer equity has also been confirmed. Therefore, it is of 

significant importance that organizations maintain the quality of their product in order 

to sustain their relationships with their clients; 6) the effect of the applied engineering 

and technology equity on customer equity has also been confirmed. Consequently, the 

implementation of technological improvements and maintenance of the traditional 

technology of yoghurt production by dairy companies, combined with the conduction of 

information campaigns on these matters, provides another opportunity to impact the 

consumers’ decision to buy a certain product and the relationships with clients; 7) in 

addition, the positive influence of brand equity on product equity and relationship 

equity with the organization has been confirmed. This shows that the brand is the main 

instrument of establishing long-term relationships with the clients of the organizations; 

8) product equity is also the main driver impacting the desire of the consumers to keep 

their relationships with the company and a proof of that is the confirmed correlation 

between product equity and relationship equity.  

Based on the obtained results from the main research, recommendations have 

been provided and customer equity management model for yoghurt producers in 

Bulgaria has been designed which presents the interconnected effect of the drivers on 

consumer behaviour.  
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Conclusion  

 

It can be concluded that the current research provides both practical and 

applicable recommendations for the establishment and sustainable development of 

long-term relationships with business organization clients as well as raising customer 

equity as the main prerequisite for the successful market performance of the 

organization. In addition, the implementation of the designed model in firms from 

other sectors after preliminary determination of the variables forming customer equity 

of the respective sector has been proposed. 
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