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Abstract. The purpose of this study was to theoretically elaborate the model
of formation of customer experience of service organisations at the conceptual
level and to conduct a study using the developed tools for its evaluation on the
example of the hotel business. The main results were based on the principle of
holistic personalism and are obtained using the methods of field marketing
research, questionnaire survey of respondents, scoring and index method. The data
were processed and analysed using statistical correlation analysis, graphical and
matrix approaches. The Customer development methodology was used to form a
chain of positive customer reactions. The article substantiates a conceptual model
of formation of customer experience in service organizations based on the
principles of behavioural theory. The article allocates 2 groups of factors on the
example of hotels that form the customer experience: explicit and implicit, and
includes 6 factor attributes. Three types of customer experience are distinguished:
before the moment of consumption of the product — the expected experience (CX
ex en.), at the moment of consumption — as the perceived customer experience (CX
at the time), and intentions for future consumption of the service product (CX ex
post). To assess them, 4 marketing metrics were proposed to evaluate each type of
customer experience. To interpret the results, the values of the indicators are
scaled. The carried out testing of the proposed methodology on a sample of 14
four-star hotels confirmed the hypotheses of the study. The proposed theoretical
concept and evaluation tools can be further used to develop marketing programmes
for Customer Experience Management (CXM).
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Casunpka H., lltans T., [linayona JI., [lenkina H., [Ipsaako O. AnamiTuyH1
THCTPYMEHTH OIIIHKU KJIIEHTCHKOTO JTOCBIAY B KOHTEKCTI YIIPaBIiHHA MapKETUHTOM
CEPBICHUX KOMIIaHIM.

AHoramis. [Ipupona cepBiCHMX opraHizalliid anpiopi po3TJsIacTbcs depes
npuU3My KI1€HTOOPIEHTOBAHOCTI. METOI0 AaHOTO AOCHTIKEHHS Oylia TeopeTHYHa
po3poOka Mozeni popMyBaHHS KIIIEHTCHKOTO JTOCBIY CEPBICHMX OpraHi3alliii Ha
KOHIICTITYaJIbHOMY pIBHI Ta TPOBEACHHS JOCTIDKEHHS 3 BHKOPUCTAHHSIM
pPO3pOOJICHOTO IHCTPYMEHTApPil0 MOro OIIHKKM Ha TPHUKIIAJl TOTEJIBHOro Ol13HECY.
OCHOBHI pe3yJIbTaTU IPYHTYBAJIUCh HA MPHUHIIMII XOJICTUYHOTO MEPCOHATI3MY Ta
OTpUMaHI 3 BUKOPHUCTAHHSIM METOJIIB MOJHOBOIO MAPKETHUHTOBOTO JOCIIIKECHHS,
AHKETHOTO ONMUTYBAaHHS PECHOHACHTIB, OalbHOrO Ta 1HJAEKCHOTO MeToay. JlaHi
Oymu oOpoOieHi Ta TmpoaHali30BaHI 3 BUKOPUCTAHHSIM  CTAaTHCTHUYHOTO
KOPEJSILIIHOro aHami3y, rpadiuHoro Ta MarpuyHoro miaxoxis. Jns dbopmyBanHs
JAHIIO)KKA TMO3UTUBHUX PEAKIId CHOXKHUBA4iB BUKOPUCTAHO METOJIOJIOTIIO
Customer development. OOIpyHTOBaHO KOHUENTYaJbHY MOJEIb (POPMYBaHHS
KJIIEHTCHKOTO JIOCBIy B CEpPBICHUX OpTaHi3aIisfx, 0 0a3yeThbCs HA IPUHIIUAIIAX
MOBEIIHKOBOI Teopii. Ha mpukiani rotemB BuAIEHO 2 Tpynu (HakTOpiB, IO
GhOopMYIOTh KIIEHTCHKUIN JOCBIJ: SIBHI Ta HESBHI, Ta BKIIOUEHO 6 (JaKTOPHUX O3HAK.

BuaiieHo Tpu THUNM KIIEHTCHKOTO JOCBIAY: J0 MOMEHTY CIIOKWBaHHS
npoaykTy — odikyBaHui nocBim (CX ex en.), B MOMEHT CIIOKMBaHHSA — SIK
crpuiinaTuil kinienTcbkuit gocBig (CX at the time) Ta Hamipu 100 MaOYTHHOTO
CHOKHUBaHHS cepBicHOTO MpoayKTy (CX ex post). s iX OLIHKHK 3apOnoOHOBAHO 4
MapKETUHTOBl METPUKH, IO JO3BOJSIOTH OI[IHUTH KOXXEH THUIl KIIE€HTCHKOTO
nocBiny. [nst iHTepnpeTaliii pe3ynabTaTiB 3HAYEHHS! MOKA3HUKIB MacCIITa0yHOThCS.
[IpoBenene TecTyBaHHA 3ampONOHOBAHOI METOAMKKA Ha BuOipmi 3 14
YOTUPU3IPKOBUX TOTENIB MiATBEPUIIO TNOTE3U AOCTIIKESHHS.

3anponoHOBaHa TEOPETUYHA KOHIIEMI[IS Ta IHCTPYMEHTApii OIIHKU MOXYTh
OyTM BUKOpDUCTaHI JJsi pPO3pOOKM MAapKETUHTOBHX NPOrpaM  yHpPaBIIHHS
KIIIEHTCHKUM J0CBioM (CXM).
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