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A CONCEPTUAL FRAMEWORK FOR AI-PERSONALIZED E-COMMERCE
SKILLS DEVELOPMENT TO STRENGTHEN DIGITAL BUSINESS RELATIONS

ABSTRACT

The purpose of the research — this article develops a conceptual framework explaining
how Al-personalized learning can build relationship-critical e-commerce competencies and
thereby strengthen digital business relations. It addresses the gap in the literature, where Al-
enabled adaptive learning systems, e-commerce competency taxonomies, and relationship
digital trust constructs are usually examined separately rather than within one integrated causal
model.

The methodology of the research — the study is based on a conceptual and theoretical
synthesis of adaptive learning theory, capability-based reasoning, and relationship marketing.
On this basis, three core constructs are defined as Al-personalized learning, relational e-
commerce skills, and digital business relationship quality. In addition to that the mechanisms
connecting them are specified. The model also incorporates contextual factors such as digital
literacy, experience, and interaction context, and proposes an operationalization roadmap for
later empirical validation through objective competency tests, scenario-based performance
rubrics, and learning analytics.

The practical importance of the research — the framework provides value for
researchers, educators, and e-commerce practitioners by offering a basis for designing adaptive
learning interventions that explicitly develop trust-building, communication quality, and
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service recovery capabilities in digital commerce. It is especially relevant for future multi-site
validation and application in contexts such as Azerbaijan and Uzbekistan.

The results of the research — the study proposes that Al-personalized learning improves
digital business relationship quality indirectly through the development of relational e-
commerce skills. In this framework, relational e-commerce skills function as a full mediator,
while contextual factors influence the strength of these relationships. Four propositions are
formulated and made ready for empirical testing in future studies.

The originality and scientific novelty of the research — the paper makes an original
contribution by integrating adaptive learning, e-commerce competency development, and
relationship marketing into a single conceptual model. It advances the literature by clarifying
the mediating role of relational e-commerce skills and by presenting a structured roadmap for
empirical testing of the framework in different national settings.

Keywords: Al-personalized learning, adaptive LMS, e-commerce skills, relationship
capability, digital trust, communication quality, service recovery.

INTRODUCTION

Electronic commerce has become a structural element of the global digital economy. Over
the past two decades, digital platforms, marketplaces, and online services have fundamentally
transformed interactions among companies, suppliers, and consumers, eliminating geo-
graphical barriers and reshaping traditional value chains. At the same time, the expanding scale
of digital trade has exposed a deep-seated contradiction. “The pace of technological platform
development significantly outstrips the rate at which professionals develop the competencies
required for effective participation in digital business interactions.”

Literature review. Relationship marketing theory demonstrates that the sustainability of
business interactions is determined not so much by the technological parameters of transactions
as by the quality of interpersonal and interorganizational connections. It has been argued that
trust and commitment serve as central mediators between the perceived benefits of relationships
and their long-term behavioral outcomes [9, s.20-38]. A meta-analysis of 38 studies confirmed
that the relational competencies of interaction participants are more reliable predictors of
partner satisfaction than the technical characteristics of a product or service [12, s.136-153].

In the digital environment, the importance of relational factors increases. In online
interactions, the absence of direct personal contact makes trust a critical condition for successful
transactions [7, s.51-90]. A study based on a sample of 321 companies established that the
quality of Al-powered services on e-commerce platforms significantly affects partner loyalty
and engagement, with trust acting as a moderator of this relationship [13, s.1483-1522].

Despite growing recognition of the role of relational factors, educational programs in e-
commerce continue to focus predominantly on technical competencies. As a result, profes-
sionals frequently possess strong technical knowledge yet experience persistent difficulties in
building trustworthy and long-term partnerships online. This gap is particularly acute in light
of World Economic Forum data indicating that six in 10 workers will require training before
2027 [22].

One promising avenue for modernizing professional educational programs is the appli-
cation of artificial intelligence to personalize learning. A systematic review of 78 articles do-
cumented a rapid transition to sophisticated models integrating machine learning, natural
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language processing, and intelligent tutoring systems [3, s.355-367]. That same review noted,
however, that the application of Al personalization in professional workplace contexts remains
considerably less researched.

Problem statement. A systematic analysis of the literature across three relevant research
streams like Al-personalized learning, e-commerce competencies, and digital business relations
reveals a structural theoretical gap. “Despite the active and independent development of each
stream, the existing academic literature contains virtually no conceptual models integrating all
three constructs within a unified causal framework™.

In support of this claim we operated a targeted search of academic databases using the
keywords "Al-personalized learning™ AND "e-commerce skills" AND "digital business re-
lations", and did not identify studies that simultaneously operationalize all three constructs
within a single unified theoretical model, within the defined search scope.

This gap has both theoretical and practical dimensions. Theoretically, the mechanism
through which educational interventions translate into the quality of business relations remains
unconceptualized. Practically, it deprives organizations of a theoretical foundation for de-
signing Al-supported professional development programs explicitly oriented toward relational
outcomes.

Adjacent studies approach this gap without filling it. Al algorithms can identify individual
competency gaps, yet relational skills are not treated as a distinct category [6, 5.199-229]. A
study of 367 companies links organizational Al competencies to business relationship outcomes
but does not examine the mechanism of educational interventions [2, 5.39-47]. Another study
examines Al applications in customer relationship management but remains confined to CRM
discourse [11, s.195-210]. Accordingly, the present study occupies a distinct position at the
intersection of these three streams.

Theoretical foundations. To provide a theoretical foundation for the problem under
investigation, this study integrates three established research domains through a capability-
based lens that treats professional skills as strategic, relationship-enabling capabilities.

The capability-based view argues that firms achieve sustained advantage by developing
valuable, rare, inimitable, and well-organized resources and capabilities [1, 5.99-120]. In digital
commerce, many critical resources are intangible and skill-based. The ability to communicate
credibly online, manage interdependence with partners, and recover service failures becomes a
relationship capability that supports long-term cooperation. Dynamic capability theory further
emphasizes that such capabilities must be continuously renewed to match fast-changing digital
platforms and customer expectations [17, $.509-533; 5, 5.1105-1121]. In our framework,
relational e-commerce skills represent the microfoundations of relationship capability. These
observable behaviors can be developed and strengthened through targeted, adaptive training.

Adaptive learning theory and Al in education provide the conceptual toolkit for
explaining how educational pathways can be personalized in a scalable manner. Al-
personalized learning relies on personalization inputs like diagnostics, learner profiles, and
behavioral traces, and personalization outputs like content sequencing, adaptive task difficulty,
and feedback tailored to an individual’s learning gaps and professional context [4, s.3-48; 18,
s.118-130]. For e-commerce skills, scenario-based tasks and adaptive feedback are especially
relevant because they support transfer from classroom knowledge to relationship-critical
behavior in real digital interactions [10, s.146-154].
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E-commerce competence theory provides the classificatory basis for systematizing pro-
fessional skills in digital commerce. Beyond instrumental platform skills, relationship-critical
competencies include digital communication, trust-building, negotiation, and service recovery
in online environments where uncertainty and information asymmetry are high [15, s.726-743].
For baseline digital competence, we align with DigComp 2.2 [19], while extending it by
emphasizing how competencies translate into relationship capability through repeated, context-
specific practice and feedback.

Relationship marketing theory provides constructs for explaining why digital business
relations endure. Trust and commitment are central determinants of relationship quality and
long-term cooperation [9, s.20-38; 12, s.136-153]. However, digital relationships are also
shaped by communication quality and how partners handle service failures and complaints.
Service recovery and perceived fairness after failures can either restore or damage trust, making
recovery capability a key relational competence in e-commerce [16, s.60-76; 14, s.356-372].

The intersection of these domains is summarized in Figure 1.

Figure 1.
Interdisciplinary Framework for Relational E-Commerce Skills Development
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As shown in Figure 1, each of the three directions constitutes a well-established and
independently developed field of knowledge. At the same time, their intersection represents an
underexplored yet promising area of scholarly synthesis. The interdisciplinary framework
performs a dual function. It substantiates the relevance of the research and defines the structure
of the conceptual model.

Research questions. The aim of the present study is to develop and theoretically
substantiate a conceptual model describing the mechanisms through which Al-personalized
learning influences the development of relational e-commerce skills and the subsequent
improvement of digital business relationship quality.

In accordance with this aim and the identified theoretical gap, the following research
questions are formulated below:
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RQ1: Which e-commerce skills are most critically important for the formation and
maintenance of digital business relations, and through what mechanism do they influence the
quality of business interactions?

RQ2: In what ways does Al-personalized learning contribute to the development of
relational skills among e-commerce professionals?

RQ3: Through what mechanisms does the development of relational professional
competencies translate into measurable improvements in digital business relationship quality?

Answers to these questions constitute the system of formal propositions presented in
“Conceptual model”.

Conceptual model. The conceptual model is developed on the basis of the interdisci-
plinary framework presented in “Theoretical foundations” and specifies the causal mecha-
nisms within the convergence area of the three scholarly directions. The model is constructed
along the logic of mediation analysis and comprises three primary constructs linked by two
causal paths. The input construct - Al-personalized learning influences the outcome construct -
digital business relationship quality exclusively through relational e-commerce skills which is
the mediator. The conceptual model is presented in Figure 2.

Figure 2.
Conceptual Model of Al-Personalized E-Commerce Skills Development and Digital
Business Relationship Quality

P3: Full Mediation
(Relational skills mediate the path from I to III)
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Note. P1-P4 = Propositions 1-4. Solid arrows indicate hypothesized causal paths. The dashed arrow
indicates the moderating effect (P4) on path P2. The arc above indicates full mediation (P3). Theoretical
anchors are shown in italics below each construct block.
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Construct I: Al-Personalized Learning. Al-personalized learning is an educational
system that employs machine learning and data analytics algorithms to dynamically adapt
educational trajectories, content, complexity, and feedback mechanisms to the individual
characteristics, needs, and professional context of each learner, with the aim of maximizing
competency outcomes.

This construct is operationalized through four interrelated dimensions. The first one is so
called “adaptivity of educational trajectories” and draws on the concept of the Zone of Proximal
Development [20, s.84-91; 4, s.3-48]. The second is so called “quality of Al-generated
feedback™ [18, s.118-130]. The third is so called “learning gap analytics”, enabling proactive
identification of competency deficits [6, 5.199-229]. The fourth is so called “contextual
relevance of content”, ensuring correspondence to the learner's professional context [10, s.146-
154].

Construct I1: Relational E-Commerce Skills. Relational e-commerce skills are the set
of professional competencies enabling an e-commerce specialist to effectively initiate, develop,
and sustain trustworthy, mutually beneficial, and long-term business relations with partners and
clients in the digital environment in the absence of direct personal contact.

This construct performs the function of mediator and constitutes a new theoretical
contribution of the present study. Its composition was determined on the basis of a synthesis of
the e-commerce competence classification [15, s.726-743], research on digital trust [7, s.51-
90], empirical work on B2B interactions [13, 5.1483-1522], and Al in CRM research [11, 5.195-
210]. Five skill groups are identified:

- digital communication;

- online trust-building;

- relationship management;

- interaction personalization;

- digital negotiation.

Construct I11: Digital Business Relationship Quality. Digital business relationship
quality is a multidimensional construct reflecting the perceived value, sustainability, and mutual
orientation toward long-term collaboration among participants in interactions conducted
predominantly in the digital environment, operationalized through four dimensions:

- perceived trust;

- commitment;

- interaction satisfaction;

- long-term cooperation intention.

This definition synthesizes classical relationship marketing theory [9, s.20-38; 12, 5.136-
153] with the findings of contemporary empirical research in the B2B e-commerce context [13,
s5.1483-1522]. Perceived trust reflects a participant's conviction regarding the competence and
goodwill of the partner under conditions of digital uncertainty [7, s.51-90].

Causal Paths of the Model. The model specifies two causal paths. The first path
proposes that Al-personalized learning positively influences relational skills development
through three mechanisms as adaptive scenario-based learning facilitates context-specific skill
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transfer to real professional settings [6, s.199-229], personalized feedback enables targeted
correction of competency deficits, consistent with the Zone of Proximal Development principle
[20, 5.84-91], and learning gap analytics support proactive identification of relational compe-
tency deficits. Empirical evidence confirms that Al-personalized platforms significantly
outperform traditional training formats on skill acquisition outcomes. However, poorly desig-
ned Al learning may stimulate cognitive offloading at the expense of genuine skill acquisition
[8,5.67-78].

The second path proposes that relational skills positively influence digital business rela-
tionship quality through a competence signaling mechanism. In digital environments where
partners lack the opportunity to directly observe one another, a specialist's professional behavior
serves as an observable signal of reliability. Digital communication and trust-building skills
reduce perceived interaction risk. Relationship management and personalization skills foster a
sense of relational value. Digital negotiation competence produces mutually beneficial
transaction outcomes [9, s.20-38; 7, 5.51-90].

Formal Propositions. On the basis of the theoretical analysis, four propositions are
formulated for empirical testing in future research.

Table 1.
Formal Proposotions for future research

Al-personalized learning is positively associated with the level of relational e-commerce skills

development. The higher the adaptivity of educational trajectories, the quality of feedback, the

accuracy of gap analytics, and the contextual relevance of content, the higher the level of rela-
tional competencies developed by the specialist.

P1

Relational e-commerce skills are positively associated with digital business relationship qual-

ity. Higher levels of digital communication skills, online trust-building, relationship manage-

ment, interaction personalization, and digital negotiation predict higher scores on trust, com-
mitment, satisfaction, and long-term cooperation intention.

P2

Relational e-commerce skills fully mediate the relationship between Al-personalized learning
and digital business relationship quality. The influence of the educational system on relational
outcomes is realized through the development of professional competencies, rather than di-
rectly through the technology.

P3

The relationship between relational skills and digital business relationship quality is moder-

ated by contextual factors. Specifically, the specialist's level of digital literacy, the cultural

context of interaction, platform type, and professional experience such that higher values of
the moderator strengthen this relationship.

P4
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Alternative Explanations. To make the model more understandable, we propose alter-
native explanations below.

Alternative 1. Is it sufficient to develop only technical skills? Technical competencies do
not directly produce trust and commitment between business partners [12, s.136-153]. The
present model focuses on the relational dimension, which is systematically undervalued in
existing educational programs.

Alternative 2. Why Al personalization rather than standard training? Empirical research
with 300 students demonstrates that Al-personalized platforms significantly outperform tra-
ditional training formats on academic performance, engagement, and satisfaction. Nevertheless,
poorly designed Al learning may stimulate cognitive offloading [8, s.67-78].

Alternative 3. Are organizational factors not more important than individual compe-
tencies? The present model does not compete with organizational-level analysis but comple-
ments it by focusing on the individual level. The specific specialist's competence is treated as
the mechanism through which organizational potential is realized [2, 2.167-175].

Theoretical Contributions. First, the model introduces a new construct as “relational e-
commerce skills” - a distinct category of professional competencies. This construct bridges the
conceptual gap between digital competence research [15, s.726-743] and relationship marketing
theory [9, 5.20-38].

Second, the model establishes a mediation mechanism linking educational technologies
to business relationship outcomes through the development of professional competencies,
thereby extending adaptive learning theory [18, 5.118-130; 4, s.3-48].

Third, the model integrates relationship marketing theory with research in educational
technology, opening a new direction for empirical investigation and providing a theoretical
foundation for the development of Al-supported educational programs explicitly oriented
toward relational outcomes.

CONCLUSION

This article developed an integrated conceptual framework explaining how Al-perso-
nalized learning can strengthen digital business relations by building relationship-critical e-
commerce competencies. Drawing on the capability-based view and dynamic capabilities, we
position relational e-commerce skills as microfoundations of relationship capability in digital
markets, where information asymmetry and limited face-to-face contact make trust formation,
communication quality, negotiation behavior, and service recovery decisive for relationship
continuity. We further specify how Al-personalized learning through adaptive learning tra-
jectories, targeted feedback, and learning-gap analytics can accelerate the acquisition of these
competencies at scale.

The model makes three main contributions. First, it synthesizes adaptive learning theory,
e-commerce competency development, and relationship marketing into a single causal
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mechanism in which relational e-commerce skills fully mediate the effect of Al-personalized
learning on digital business relationship quality. Second, it provides four formal propositions that
are ready for empirical testing and offers alternative explanations that clarify why personalization
and relational competencies matter beyond purely technical training. Third, the article provides
an operationalization roadmap for future validation using objective competency tests, scenario-
based performance rubrics, and learning analytics extracted from an adaptive LMS.

Future research should implement the proposed framework in multi-site settings and
compare adaptive versus non-adaptive learning pathways across learner profiles and interaction
contexts. Such studies can refine the measurement of relational skills, test boundary conditions,
and quantify how improvements in service recovery and communication translate into durable
trust and cooperation intention. Overall, the framework offers a theoretically grounded basis
for designing Al-supported professional development that targets relationship outcomes as a
core performance dimension in e-commerce.
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ROQOMSAL BiZNES MUNASIBOTLORININ GUCLONDIRILMOSi UCUN SUNi
INTELLEKTO OSASLANAN FORDILOSDIRILMIS OYRONMO VASITOSILO
ELEKTRON TiCARDT BACARIQLARININ iNKISAFININ KONSEPTUAL
CORCivVosi

XULAS®

Tadgiqatin maqgsadi — moagalads siini intellekts asaslanan fordilosdirilmis 6yronmonin
miinasibotlorin qurulmasi baximindan miihiim elektron ticarst kompetensiyalarini neco
formalasdirdigint vo bununla da roqamsal biznes miinasibatlorini neca giiclondirdiyini izah
edon konseptual ¢orgivo hazirlanmigdir. Todqiqat odabiyyatda mdvcud olan boslugu aradan
galdirmaga yonolmisdir. Belo ki, siini intellektlo dostoklonon adaptiv Gyronmo sistemlori,
elektron ticarot kompetensiyalarinin tosnifatlar1 vo miinasibatlords roqomsal etimad kon-
struktlari, bir qayda olaraq, vahid inteqrasiya olunmusg sobab-notico modeli ¢ar¢ivosinds deyil,

ayri-ayriliqda todqiq edilir.
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Tadgiqatin metodologiyasi — todqiqat adaptiv dyronmo nazoriyyosi, kompetensiyalara
osaslanan yanagma vo miinasibatlor marketinginin konseptual vo nozori sintezino asaslanir. Bu
osasda ii¢ osas konstrukt — siini intellekto osaslanan fordilogdirilmis Gyronmao, miinasibatlorin
qurulmasina yonolmis elektron ticarat bacariglar1 vo roqemsal biznes miinasibatlorinin keyfiy-
yoti miioyyon edilmigdir. Bundan slavo, bu konstruktlar arasinda slagoni tomin edon mexanizm-
lor konkretlosdirilmisdir. Modelds, homg¢inin rogomsal savadliliq, tocriibo vo garsiligh alaqgo
konteksti kimi kontekstual amillor nozora alinmis, golocok empirik yoxlama {igiin obyektiv
kompetensiya testlori, ssenari asasli faaliyyst qiymotlondirms meyarlar1 vo dyronmo analitikast
vasitosilo omoliyyatlagdirma yol xaritosi toklif edilmisdir.

Tadqiqatin tatbiqi shamiyyati — toklif olunan konseptual ¢or¢ive todqiqatcilar, tohsil
is¢ilori va elektron ticarot sahosindo foaliyyat gostoran praktiklor iiclin ohomiyyot kasb edir.
Corgivo rogomsal ticarat miihitinds etimadin formalasdirilmasi, kommunikasiya keyfiyystinin
yiiksaldilmasi vo xidmatin barpasi lizra bacariglarin magsadyonlii sokilds inkisaf etdirilmosini
tomin edon adaptiv dyronmo miidaxilolorinin hazirlanmasi {igiin osas yaradir. Bu yanasma,
xiisusilo Azorbaycan va Ozbokistan kimi miixtolif mokanlarda golocokdos goxsayli tadgiqat
montagolorini ohato edon empirik yoxlama va totbiq baximindan aktualdir.

Tadqgiqatin naticalori — todqiqatda irali siiriiliir ki, siini intellekto osaslanan fordilos-
dirilmis dyronma miinasibatlorin qurulmasina yonalmis elektron ticarat bacariqlarinin inkisafi
vasitasilo rogomsal biznes miinasibatlorinin keyfiyyatini dolay1 yolla yiiksaldir. Toklif olunan
cor¢ivado miinasibatlorin qurulmasina yonolmis elektron ticarat bacariglar: tam vasitagi rolunu
oynayir, kontekstual amillor isa bu slagalarin giiciing tasir gostarir. Galacok tadgiqatlarda em-
pirik yoxlama {iglin dérd miiddea irali siiriilmiisdiir.

Tadqgiqatin orijinallig1 vo elmi yeniliyi — moqalo adaptiv dyronma, elektron ticarot
kompetensiyalariin inkisafi vo miinasibatlor marketingini vahid konseptual modelds inteqra-
siya etmoklo orijinal elmi tohfo verir. Todqigat miinasibatlorin qurulmasina yonalmis elektron
ticarat bacariglarinin vasitogi rolunu aydinlasdirmaqla mévcud elmi adobiyyati inkisaf etdirir
vo konseptual ¢ar¢ivonin miixtalif milli kontekstlordo empirik yoxlanilmasi iigiin strukturlas-
dirtlmis yol xaritasi toqdim edir.

Agar sozlar: siini intellekto asaslanan fardilosdirilmis 6yronma, adaptiv LMS, elektron
ticarat bacariqlari, miinasibatlorin qurulmasi iizro kompetensiya, rogomsal etimad, kommu-

nikasiya keyfiyyati, xidmatin barpasi.
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KOHIENTYAJBHASI OCHOBA PA3BUTHS HABBIKOB SJIEKTPOHHOM
KOMMEPIIUM HA OCHOBE NIEPCOHAJIN3BUPOBAHHOI'O OBYUYEHMUS C
NCHOJIb30BAHUEM UH JIUIS1 YKPEIIJIEHUS IU®POBBIX BU3HEC-
OTHOIIEHUM

PE3IOME

Lenap uccnenoBaHusi — JaHHasg CTaThsl pa3padaThIBaeT KOHIIENTYaJbHYIO OCHOBY,
O0OBSCHSIONIYI0, KAKUM 00pa30M MepCOHATU3UPOBAHHOE O0YUCHHE C UCIIOJIb30BAHUEM UCKYC-
CTBEHHOT0 MHTEJIEKTa MOXeT (OpMHUPOBAaTh KPUTUUYECKH Ba)KHBIE Ul OTHOLIEHUH KOMIIe-
TEHIUMU B cdepe 3JIEKTPOHHOW KOMMEPIMH U TEM CaMbIM YKpEIUIITh LudpoBble OM3HEC-
oTHouIeHus. MccienoBanue BOCHOIHAET MPoOes B IUTepaType, I aJanTUBHbIE 00ydaronue
cuctemsl Ha ocHOoBe M1, TakCOHOMUYM KOMIETEHLIUI 3JIEKTPOHHON KOMMEPIIMU U KOHCTPYKTBI
U(POBOrO JOBEPHSI B OTHOIICHUSX, KaK IPABHIIO, PACCMATPUBAIOTCS pa3felibHO, @ HE B paM-
KaX €JUMHON MHTETPUPOBAHHON MPUIMHHO-CIIECTBEHHON MOJIEIN.

Metonos0rus MccjieJ0BaHuUsI — MCCIIEOBAHNE OCHOBAHO Ha KOHIENTYaJIbHOM U Te€ope-

TUYCCKOM CHUHTEC3C TCOPHUHU aJalITUBHOI'O 06y‘-ICHI/IH, nmoaxojaa, OCHOBAHHOI'O Ha CHOCOGHOCTHX,
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Y MapKeTHHIa OTHOIIEeHU. Ha 3Toil OCHOBE OIpeesieHbl TP KI0UEBbIe KOHCTPYKTA: I1epCco-
HaAJIM3UPOBaHHOE O0y4YeHHEe C ucnojb3oBaHueM MU, pensunoHHbIE HABBIKH AJIEKTPOHHON
KOMMEpPLIMM M KadecTBO LU(POBBIX OM3Hec-oTHOIIEeHUH. Kpome TOro, KOHKpeTH3UPOBAHbI
MEXaHU3MBbI, CBSI3BIBAIOIINE UX MEXAy co0o0il. Mosenb Takke yUUTHIBAET KOHTEKCTyalbHbIE
(dakTophl, Takue Kak MU(PpPOBas TPaMOTHOCTh, ONBIT U KOHTEKCT B3aUMOJCHCTBUS, U TPEJ-
JaraeT I0pOKHYIO KapTy OlepalioHaIN3aluu 17 IOCIEIYI0IIEeH YMIMPUIECKON TPOBEPKHU C
UCIIOJIb30BaHUEM OOBEKTHBHBIX TECTOB KOMIIETEHIIMM, CIIEHAPHBIX PyOpPUK OLIEHKH PE3yJib-
TaTOB JIEATEIBHOCTH U aHATUTUKU O0yUYEHHUSI.

IIpakTHyeckass 3HAYMMOCTh MCCIEAOBAHMA — IIPEJIOKEHHAs] OCHOBA IPE/ICTABISAET
LEHHOCTh JIJISl MCCJeoBaTelel, MpenojaBaTesiel U MPaKTUKOB 3JIEKTPOHHOW KOMMEpLUH,
MOCKOJIBKY J1aeT 0a3y JUlsl MPOCKTHPOBAHMS aJalTHBHBIX OOYYarolIMX MHTEPBEHIUI, Iene-
HAIPaBIEHHO Pa3BUBAIOIIMX HABBIKU (POPMUPOBAHHUS JOBEPHS, KaueCTBA KOMMYHHUKALIUUA U
BOCCTAHOBJICHHSI cepBHca B IIU(ppoBoii kommepiiniu. OHa 0COOCHHO aKTyalbHA I OyIymieit
MHOTOCTOPOHHEHN BalMIalluy U IPUMEHEHUS B TAKUX KOHTEKCTaX, Kak A3epOaiikan u Y30e-
KHCTaH.

Pe3yabTarhl MCCIeJ0BAaHUSL — B UCCJIEAOBAHUM BBIIBUTAECTCS MOJIOKEHUE O TOM, YTO
NEPCOHAIN3UPOBAHHOE 00ydeHHE ¢ ucrnoyib3oBaHneM WMI KOCBEHHO MOBBIIAET KayeCTBO
U(pPOBbIX OM3HEC-OTHOUIEHUM 4epe3 pa3BUTHE PESLMOHHBIX HABBIKOB 3JIEKTPOHHON KOM-
Mepiuu. B gaHHONM Mozenu pessiiiMOHHbIE HABBIKM 3JIEKTPOHHOW KOMMEPIIMU BBICTYHAIOT B
pPONU TIOJIHOTO MEeauaTopa, TOr/Aa Kak KOHTEKCTyalbHbIe (AKTOPHI BIMSIOT HAa CHUIY ITHUX
B3auMOCBsi3eil. CHopMyIHpOBaHbI YETHIPE MOJIO0KEHUS, TTOITOTOBIEHHBIE JJIS IMITUPHUECKOM
IIPOBEPKHU B OYIYIIUX UCCIETOBAHUAX.

OpUIrMHAJIBHOCTH M HAYYHAS] HOBH3HA MCCJICJOBAHUS — CTaThsd BHOCUT OPUTHMHAJb-
HBIM BKJIAJ, OObEIUHSS aJanTUBHOE OOyuYeHUE, pa3BUTHE KOMIETCHIIMN 3JIEKTPOHHON KOM-
MEPLUMHU U MApKETUHI OTHOUIEHWH B €IMHYI KOHIENTyalbHYyI0 Mojaenb. OHa pa3BUBaeT
CYLLECTBYIOIIYIO JINTEPATYPY, YTOUHSIS MEAUUPYIOIIYIO POJIb PEISIIMOHHBIX HABBIKOB 3JIEK-
TPOHHOW KOMMEPIMH U IIpeasiarasi CTpyKTypUPOBaHHYIO JOPOKHYIO KAPTY ISl SMIIUPUUYECKOMN
MPOBEPKU JAHHOW MOJIENH B PAa3JIMUHBIX HAIIMOHAIBHBIX YCIOBHSIX.

KutoueBble cioBa: nepcoHanu3upoBaHHOE oOyueHue c ucnoib3zoBanuem MU, anan-
tuBHas LMS, HaBBIKK 3JIEKTPOHHON KOMMEPITUH, CIIOCOOHOCTH K BRICTPAWBAHHUIO OTHOIIIEHHUH,

I_II/I(I)pOBOC AOBCPHUC, KAYCCTBO KOMMYHUKAIINUU, BOCCTAHOBJICHUEC CCPBUCA.
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