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Take a moment and reflect on customer 
experience 

›  What was your top experience in the last year as a 
customer of a service company? 

›  What was your worst experience in the last year as a 
customer of service company? 

›  Can you describe which types of feelings you had in both 
cases? 



#RUGCIC 

Where was your top experience  
and why? 
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Googling on Customer Experience 
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Setting the scene 
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But is Customer Experience really new? 
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An enormous number of touch points 
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Timeframe 
(decade)	

Topic  
Area	

Representative     
Articles	

Contribution to  
Customer Experience	

1960’s 
-1970’s	

Consumer Buying 
Behavior:  
Process Models 
 	

Howard and Sheth (1969);  
Lavidge and Steiner (1961)	

•  Encompasses path to purchase 
•  Broad, experiential focus 
•  Conceptual linkage models	

1970’s	 Satisfaction and  
Loyalty 
 	

Oliver (1980);  
Bolton and Drew (1991);  
Gupta and Zeithaml (2006)	

•  Identified key metrics to begin to assess overall 
customer experience 

•  Empirical linkage models to identify key drivers 
 	

1980’s	 Services  
Marketing 
 	

Bitner (1990, 1992); 
Parasuraman et al. (1988);  
Rust and Chung (2006);  
Bitner, Ostrom and Morgan 
(2008) 
 	

•  Incorporated atmospherics and environment 
•  Early journey mapping through blueprinting 
•  Linked marketing and operations – focus on 

quality 
 	

1990’s	 Relationship  
Marketing 
 	

Dwyer, Schurr and Oh (1987);  
Morgan and Hunt (1994);  
Berry (1995)	

•  Expanded to B2B contexts 
•  Identified key attitudinal drivers 
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Timeframe 
(decade)	

Topic  
Area	

Representative     
Articles	

Contribution to  
Customer Experience	

2000’s	 Customer 
Relationship 
Marketing 
 	

Reinartz and Kumar (2000): 
Verhoef (2003); Reinartz, 
Krafft and Hoyer (2004); 
Bolton, Lemon and Verhoef 
(2004); Rust, Lemon, Zeithaml 
(2004); Payne and Frow 
(2005); Kumar and Reinartz 
(2006); 
Neslin et al. (2006); 
Kumar and Shah (2009)	

•  Enabled ROI assessment 
•  Identification of key touchpoints and drivers 
•  Data-driven 
•  Incorporated multi-channel aspects 
 	

2000’s – 
2010’s	

Customer 
Centricity and 
Customer Focus 
 	

Sheth, Sisodia and Sharma 
(2000);  
Gulati and Oldroyd (2005); 
Shah et al. (2006)  
 	

•  Customer perspective throughout organization 
•  Embedded the customer and customer data deeper 

in the organization 
•  Focused on redesigning customer experience from 

customer perspective 	

2010’s	 Customer 
Engagement 
 	

Van Doorn et al. (2010); Libai 
et al. (2010); Brodie et al. 
(2011); Kumar, Peterson and 
Leone (2010; 2013) 
Hollebeek et al. (2014) 
 	

•  Recognized value of non-purchase interactions 
•  Incorporated positive and negative attitudes, 

emotions and behaviors 
•  Conceptual platform to incorporate social media 
 	



                

Definition 
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De Keyser et al. (2015); see also Verhoef et al. (2009) !

Definition 

 
Customer experience is comprised of the 
cognitive, emotional, physical, sensorial, 
and social elements that mark the customer’s  
direct or indirect interaction(s) with  
(an)other market actor(s). 
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Statements about brands 

Source: Brakus et al. (2009) 
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Key experiences 

Sense 

Feel 

Think 

Act 

Relate 

Source: Schmitt (1999) 



                

Customer Journey view 
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Where	are	your	customers	in	the	customer	journey?	
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What are your: 
 

‘Moments of Truth’ 
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What are your: 
 

‘Moments of Truth’ 
or 

‘Opportunities to Elevate’ 
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What are your: 
‘Moments of Truth’ 

or 
‘Opportunities to Elevate’ 

and/or 
 

‘Dangers to Avoid Screwing Up’ 
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INDIVIDUAL 

SOCIAL 

MARKET 

ENVIRONMENTAL 

CONTEXT IS KEY 
 



28 

Touchpoints	
	

Brand	Owned	
	

Partner	Owned	
	

Customer	Owned	
	

Social/External/Independent	

What are firms’ opportunities to influence in the customer 
journey? 
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Brand Owned 
›  Touchpoints designed and managed by the firm and under the firm’s control. 
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Partner Owned 

›  Touchpoints that are jointly designed, managed or controlled by the firm and one 
or more of its partners. 
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Customer Owned 

›  Aspects of the overall customer experience that are under the customer’s control. 
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Social/External/Independent 

›  External influences on the customer experience such as other customers, peers, 
external environments. 
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Insights 
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Customer Journey Analysis: Service Blue Printing 

›  Service blueprinting can provide a solid 
starting point for customer journey mapping. 

  
›  Customer journey analysis should understand 

and map the journey from the customer 
perspective and, therefore, requires customer 
input into the process. 

 

Source: Ipsos (2012) 
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Tax, McCutcheon, Wilkinson (2013 

Customer Centric Customer Journey 

›  Not only does a firm need to manage its own part of the consumer journey…. 

›  It needs to be aware of the broader network in which the customer experiences its 
brand, its products and its services. 

›  This “service delivery network” can make or break the customer’s overall 
experience. 
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Customer 

Theater 
Company 

An Evening out 
›  Traditional firm’s perspective:  

•  Experience network is “theater” 
and “customers” 

›  Customer perspective: 
•  All other services related to the 

evening 

›  How do these other services 
influence the core brand and service 
experience? It depends… 
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General Insights on Customer Delivery Network 

›  When mapping and analyzing the customer journey, it is critical to take the 
broader service delivery system into account. 

›  If firms take greater control of the service delivery network, they can also gain 
more control of customer experience delivery. 
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Multiple data sources integrated 

Verhoef, Heinsbroek, Bosma, 2016 
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Major results: Train is most important driver 

Verhoef, Heinsbroek, Bosma, 2016 

		

Parameter	 Wald	 p-value	Variable		
Constant	 ,488	 2,385	 ,123	

Controls	 	 	 	
Dummy	Crisis	(yes	=1;	no	=0)	 -,167	 51,406	 ,000	
Dummy	complaint		(yes=1	,	no	=0)	 -,515	 800,115	 ,000	
Dummy	money	back	(yes=1,	no=0)	 -,,084	 15,157	 ,000	
Dummy	motive	school	(yes=1,	no	=0)	 -,355	 101,333	 ,000	
Dummy	motive	work	(yes=1,	no=0)	 -,167	 26,482	 ,000	
Dummy	motive	leisure	(yes=1,	no=0)	 ,050	 2,390	 ,122	
Lagged	satisfaction	per	motive	 ,928	 14,168	 ,000	
Train	 	 	 	
Average	punctuality	on	traveled	trajectory	 ,1,325	 33,104	 ,000	
Minutes	of	delay	on	traveled	trajectory	 -,009	 15,280	 ,000	
Dummy	on	fullness	of	train	(no	seating	availability	
=1,	seating	available=0)	 -,204	 43,155	 ,000	

Number	of	complaints	for	travelled	trajectory	 -,003	 57,571	 ,000	
Factor	Train	cleanness	 ,0020	 6,627	 ,010	
Station	 	 	 	
Factor	station	cleanness	 ,027	 ,6,575	 ,010	
Factor	station	facilities	 ,042	 36,781	 ,000	
Factor	station	taxi-car	parking	 ,025	 13,549	 ,000	
Timeliness	of	information	on	delays	on	station	 ,062	 1,492	 ,222	
Service	 	 	 	
Information	on	delays	within	train	 ,054	 2,025	 ,155	
Presence/visibility	of	train	employee	 ,,016	 4,270	 ,039	
Marketing	and	Media	 	 	 	
Factor	marketing	 ,017	 5,728	 ,017	
Factor	(social)	media	 -,032	 21,820	 ,000	
Dummies	for	missing’s	on	specific	variables:	 	 	 	
station	cleanness	 -,027	 3,173	 ,075	
train	cleanness	 -,002	 ,005	 ,946	
timeliness	of	information	on	delays	on	station	 ,,039	 ,950	 ,330	
information	on	delays	within	train	 ,031	 1,167	 ,280	
presence/visibility	train	employee	 -,040	 2,425	 ,119	
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Verhoef, Heinsbroek, Bosma, 2016 

Phase 2b: Moving to a survey-based model 
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Customer Feedback Metrics advocated to measure 
the Customer Experience 

›  Customer Satisfaction 

›  NPS 

›  Customer Effort Score 

?? ?? 
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Source: De Haan, Verhoef and Wiesel (2015) 
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Purchase Intentions 
NPS Value 

Official NPS 

Future focus 

Customer Feedback Metrics frequently used to 
measure (parts) of the Customer Experience 
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Insights on Customer Feedback Metrics 
§  There is not yet agreement on robust measurement approaches to evaluate all 

aspects of customer experience across the customer journey; long-tested 
approaches, such as SERVQUAL, may offer a good starting point. 

§  Customer satisfaction and NPS perform equally well in predicting firm performance 
and customer behavior, although the predictive performance differs between 
specific contexts. 

§  Transformations of metrics to account for potential nonlinear effects due to 
theoretical notions, such as customer delight, are useful. 

§  Customer feedback metrics focusing on a specific domain of the customer 
experience (i.e., Customer Effort Score) are not strong in predicting future 
performance. 

§  Multiple customer feedback metrics predict  customer behavior better than a single 
metric. 
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Firm Perspective on CX Management 

›  A customer centric focus is an important facilitator within firms to create stronger 
customer experiences. 

›  Customer experience management requires a multidisciplinary approach in which 
multiple functions (i.e., IT, marketing, operations, customer service, human 
resources) cooperate to deliver a customer experience. 

  
›  Firms require specific capabilities (i.e., partner network management, customer 

analytics) to develop successful customer experience strategies. 
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Customer Experience Lives Everywhere 

IT 

Marketing Operations 

R&D 

Insights 

HR 
Even 

Finance 

Coordination and a strategic approach are critical! 
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Conclusions 
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Seven conclusions 
 
1.  Customer Experience is important. 

2.  It is a multi-dimensional construct. 

3.  Process view is important. 

4.  Map how CX is delivered via different touchpoints. 

5.  Customer experience is often delivered in a network environment. 

6.  Measurements are often very limited and focus on generic opinions. 

7.  Organization requires a certain culture and skills. 


