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NEW METHOD OF CUSTOMER SERVICE VALUE MEASUREMENT 
 
 

The customer service value is creating at interaction between service provider and 
client. Level and content of customer service value is the main factor of influencing to 
the client behavior. The gap between our idea of measurement and marketing practice 
needs can be expressed as absence of relevant, checked and suitable combination of 
using usual methods. In contrast to the traditional measuring of the separated element 
of service value we propose method for measuring aggregated value based on new de-
veloped marketing matrix. Such matrix is built after segmentation based on vectors of 
desirable customer service value.  Implementation of our method by service provider 
allows him to determine the parameters of managing influence for improvement of pre-
conditions for creation of customer service value with desirable level and configuration 
of elements. 

Keywords: measurement, customer service value, service provider, client, vectors of 
desirable customer service value. 
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