The Effect of Customer Service
Support on Brand Value:
Leveraging Customer Service

as a Co-Creator of Brand Value to
Enhance Corporate Performance.
Evidence from FinTech industry
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Research gap

Consumer driven product
(Prahalad & Ramaswamy,
2004)

Brand value co-creation
(Prahalad & Ramaswamy,
2004)

Legend:
The most important concepts
Supportive concepts

Examples

Brand equity
(Keller, 1993)

Brand
perspectives
(Keller, 2016)
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Merz, Zarantonello & Grappi (2018)
Foroudi et al. (2019)

Kamboj et al. (2018)

France et al. (2018) & etc.
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Trust

Brand equity
measurement
(Aaker, 1996)

Multivariate Consumer
Brand Equity Scale
(Yoo and Donthu's 2001)

Loyalty
Quality
Associations

Awareness



Theories

Brand Equity

¢

This additional value is created precisely as a
result of proper communication with the client

Brand equity is a set of marketing effects which
differentiate performance of branded product
from the one that does not possess the concrete
brand name

For effective brand management, it is necessary
to understand how not only customers but all
other related stakeholders interact with the
brand

----->  Brand Co-Creation

o Conceptually co-creation was aroused
throughthe paradigm as opposed to
“company think” product establishment

o Brand co-creation is currently at an initial
stage and has a large potential for
investigation, in particular, the
contribution of other than  consumer
stakeholders to the procedure of brand

- equity co-creation



Client journey map

Client
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Difference between clients with support
contact and without

Clients who contact support, on
average, are more than 5
times more efficient in
converting to a deposit. It can
be assumed that people who

—————— o/yjz02l . 4.0% __ A5% 37 .. ...89%..  contacted support were initially
—————— lo/t/z021 _ |3.83%. 15% . 46 ...&8% . more interested in trading and
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------ 3/1/2022 3.0% 5% 48 ____43% ____  gsupport or low quality support,
------ 4/1/2022 |2.3%  13% | .56 _____.35%____  they might not make a choice in
______ 512022 _25% . 13% .52 . __...38% ___  favor of the current platform
______ 6/1/2022 __ 2.4% __ _____13% .56 . _____.38% ____

______ 7/1/2022 2.3% _ 14% 61 34%
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Distribution of clients by how many chats
they created before 1st deposit

20220001 a8% A 31
....20220801 | 47% 28% ....30%
W — % | sk 75% of clients who contact
" avemonor 1 s T oot e support make a deposit
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AB test data

AB testing took place on an internal The target audience
platform Clients who on the moment of chat:

Participants: 5800 platform clients « Didn't make a deposit

Dates : 14/11/2022 — 03/12/2022 * Created less than 2 support chats
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AB test results

Conversion % by Variant
Total Conversion

1657 1712 @ 15 Soecline, Control group: Zendesk Chat Started 5= 1
- 33.2%
- 36.3%

Zendesk Chat Started (ab_a, ab_h) (O Activation

Control Test Control Test



AB test achievement of statistical
significance

Conversion % with Confidence Interval over time

Stat. Sig. Reached

Minimum Goal (MDE)
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The level of 97.1% significance was reached
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Conclusion

Current study conclusions

[Eui?@ o The findings highlight the potential value of targeted support in enhancing brand value and operational

performance

A The results indicate that customer support service plays a crucial role in influencing consumer behavior
and improving operational performance

% o Clients who utilized support services were more likely to create a first deposit

&@@ o The establishment of a specialized support team for this stage of the customer journey resulted in a
significant increase in conversion rates without the need for costly incentivization programs

}@f o Viewing customer support service as a co-creator of brand value is important, and investment in this area
can yield significant benefits for businesses in the fintech industry

@ o The study suggests that the findings can be extended to other countries and industries to further
understand the role of customer support service in shaping consumer behavior and corporate performance

The implications of this research are significant for both the scientific and business communities



Thank you for your attention!
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