BUKJIMKY, HEOOXIIHI MeAM4HI npenapatd Ta iHiie. ToOTo, XO4yy cka3aTH, IO JaHa MeIu4yHa
pedbopma mis Ykpainu € pgocuth BUTLAHO. OCKUIBKH, € MOXJIMBICTH 00patu s cebe CBOTO
cIMeMHOro Jikaps, KUl y pa3l IOoTpedu 3MOoXKe MPUIXaTH 1 OTJsIHYTH XBoporo. Takoro pedopmoro
KOPHUCTYIOThCS 1 1HILI KpaiHu CBITY Taki K. Momnnosa, Himeuunna ta iHmi.

Crnin 3a3HauyuTH, MO TO3WTUBHUM aCIEKTOM € Te€ IO 3aB/SKW JIELEHTpati3aiii MicIeBi
OIO/KETH MAlOTh JIOCTaTHHO KOIUTIB JUIS TOTO, 1100 MOKPAIIMTH MEPEXY MEI3aKaJiB, CTBOPUTH
HaJIeKHI YMOBH JIJIs1 poOOTH JIiKapiB, BIAPEMOHTYBATU JOPOTH JI0 JiKapeHb. Jlepxasa 31 cBOro 00Ky
BHUJIUTUTH JOJIATKOBI I'POII HA MMICUIICHHS MOTYXKHHUX 3aKJIaJIB Ta MepenpoduIFOBaHHS CIa0KUX Ta
Maj03aBaHTa)KEHUX.

3are po3paxyHKU AJisi BTOPUHHOTO 1 TPETUHHOTO JIAHKU MEAWYHOI JOTIOMOTH J10CI TPUBAIOTh
1, 3TAHO 3 OYIKYBaHHSIMHM MIHICTEPCTBA, Ha L€ Mife IIe OJU3bKO JBOX pOKIB. TOMy MOKH IO
BTOpMHHE Ta TPETHHHE JIaHKa OyJyTh MpAIfOBATH B KOJMIIHbOMY pexkumi i ymmre 3 2020 poky
nepeiyTh Ha HOBI IPUHIUITN POOOTH. [4].

Otxe, mequuna pedopma 2018 poxy nmacTb MOXIHMBICTE TpOMaJsHaM 3a0e3MeuuTH cede
CIMEHHUM JIKapeM, 1 K pe3yJabTar, MIABUIICHHS SKOCTI HaJaHHS MEIWYHOI JOMOMOTH Ta s
PO3BUTKY PUHKOBHUX BIIHOCHH B CHCTEM1 OXOPOHH 3JI0POB’ 4.

AJne 3anuIIaloThCsl P HEBUPINIEHMX MHUTaHb Ha I[bOMY LUISXY. 30KpeMa, BIJACYTHICTh
3aKOHOJAaB4Oi 0a3u, sika O 4YITKO po3MexyBaja Ta Hajajda alropuT™ (yHKI[IOHYBaHHS
000B’ I3KOBOTO JEPKABHOTO MEIMYHOIO CTPaxXyBaHHs Ta MOTo CHIBICHYBaHHS 13 000B’SI3KOBUM Ta
NOOPOBUIBHUM MEIUYHUM CTPaXyBaHHSM, SIKE 3/[IHCHIOETHCSI CTPAXOBUMHU KOMITAHISIMHU.
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CREATING CUSTOMER-BASED BRAND EQUITY
BY ENHANCING POSITIVE SERVICE ENCOUNTERS

Brand equity is as the added value “endowed on products and services’ which is reflected in
the way consumers think, feel, and act with relation to the brand, as well as the prices, market share,
and profitability the brand commands [1]. There are a number of various perspectives to study
brand equity. Customer-based approaches focus on the perspective of the consumer, either an
individual or an organization, while recognizing that the power of a brand lies in what customers
have learned about the brand both through media and firsthand experience [2]. Therefore, customer-
based brand equity is strictly related to the effect of brand knowledge on consumer response to the
marketing of that brand. The basic principles of customer-based brand equity are that: 1) Brand
equity stems from the variety in customers’ responses. The lack of customers’ response variety will
lead to the brand product being treated as commodity, in which case the competition is based
merely on price. 2) Differences in response are contingent upon the consumers brand knowledge,
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and beliefs associated with the brand. 3) Brand equity is reflected in perceptions, preferences, and
behaviour towards the marketing of a brand. Stronger brands bring greater revenues [3].

The marketers need to ensure that customers have the right type of experiences with products,
services, and marketing programs so that they build the desired brand knowledge [4]. It the case of
services, the customers’ experiences involve person-to-person encounters with the contact
employees. The behaviours of frontline service employees are critical to customer evaluation of the
service [5]. As a result, the customer’'s perception of the contact employee determines the
customer’s emotional and behavioural response towards the the contact employee and the
organization. The customers with positive emotional responses towards contact employees build
stronger relationships with the organisation [6], which contributes to creating customer-based brand
equity, and consequently creating a distinct competitive edge. For example, if we examine the
competition between Uber and the taxi industry in Istanbul, we can see that Uber’s local appeal
originates from a sharp contrast between the behaviour of the taxi drivers and the Uber drivers. It
has been reported that a great number of taxi drivers in Istanbul are “swindlers, chain-smokers and
speed addicts” which causes their passengers, especially the tourists, to experience unsolicited
anxiety. This fact explains why Uber drivers win the competition with taxi drivers, despite charging
more. They charge, for instance, as much as double the fare of aregular taxi for atrip to the airport
and still enjoy a great popularity among tourists. The reason behind the tourists choices is that Uber
drivers offer cleaner cars and better service [7]. In order to ensure the comfort and safety of the
Uber experience, the company has introduced system of rating from 1 to 5 stars [8]. Uber drivers
should aim to receive 4.5 stars 0 more. The feedback from passengers, on which the rating is based,
concerns the cars cleanliness, the driver’s attitude to professionalism and the efficiency of the
driver’ s route choice. A driver’s constant ratings below average may result in their losing the access
to the Uber Partner app, i.e. losing the job as Uber driver [9].

To sum up, the purpose of this paper is to point out to the role of positive service encounters
in creating customer-based brand equity. It has been indicated here that the customers’ perception
of the service encounter is critical to the evaluation of the service quality and consequently to
building the brand equity in the customers’ minds.
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