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Abstract

Objective

Customer experience management has been regarded as a hot topic for managers and marketing
researchers recently. The growing interest in the customer experience area is a result of the increasing
complexity of channels, interactions, choices, and customers’ journeys. Thus, companies attempt to
meet these challenges by increasing their comprehensive efforts. Organizations typically depict and
manage the customers’ experience through customer journeys (including a large number of contact
points representing direct and indirect customer interactions with the organization). Given the
importance of this area of research, particularly in marketing studies, it is essential to identify the sub-
areas and research process. This study aims to review previous studies in customer experience
management, identify primary articles, and identify sub-areas and the research process.

Methodology

This empirical research uses documentary approach for data collection, and data analysis is conducted
based on the bibliometric method. Bibliometric analysis refers to a quantitative research method
investigating the research literature from the science development perspective. The required data were
collected from 124 articles published in the Scopus database, provided that Bibliographic coupling
analysis and co-occurrence analysis of keywords were performed. Hence, primary and sub-domain
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articles were identified. Then, the research process in this field was determined by creating a cover
map and the average life of words.

Findings

Based on the findings of this study, research on customer experience management can be divided into
the following nine clusters: cluster 1: branding, brand loyalty, brands and B2B customer experience
indicating research efforts dedicated to the relationship between brand concept and customer
experience management; cluster 2: customer relationship management (CRM), customer engagement,
interactional marketing, social CRM, and social media; cluster 3, including a large number of studies
related to customer satisfaction and loyalty: service quality, satisfaction, trust, and loyalty; cluster 4:
customer experience and service design, feelings and cultural differences, and service ecosystem ;
cluster 5, including a significant amount of research related to customer experience management in the
field of retail; cluster 6: customer experience management, customer journey, marketing strategy,
Omni-channel, services, and contact points; cluster 7, including research on the integration of
customer experience management and information technology: artificial intelligence and macro data;
cluster 8: retail branding, self-service, and social environment; and cluster 9, including studies on e-
commerce and the core of customer experience management: macro data, customer journey, service
quality, social customer relationship management, and online sales.

Conclusion

This study uses a cover map to address different topics such as the application of macro data in
customer experience management, customer journey and contact points, online sales, service quality,
customer engagement, B2B customer experience, and social customer relationship management. It
also addresses various topics such as service marketing, online customer experience, macro data,
customer journey, artificial intelligence, customers’ perceived value, online sales, service quality,
social customer relationship management, cultural differences, and Omni-channels by analyzing the
average life of words. Therefore, the results obtained from both methods emphasize topics like
customer journey, the implementation of macro-data in customer experience management, online
sales, service quality, and social customer relationship management.
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3. Business-to-business

4. Zolkiewski and et al

5. Big data analytics (BDA)
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3. Google Scholar
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1. “CEM”, “CXM”, “Customer experience management”
2. “Touch-points”, “Touch Points”, “Touch point”
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. Loyalty

o B R



Y o4lowd VY 093 VLo v ( S50 Cu o 0yo

Jlo bwgio b (89,3038 F Ve Ll Jlo lawgio b (g)303,5 Cal odd plsl (o39,803)5 8jg> ) «(gyudia
SIS dlas 5 Yo/ il Sl Lawgto b lblsyl 5 Yode Linl Jlo buwgio b ool 5005 & WY L]
2 (G ydie A0 Co e oS W o lid Sladss dbgds cpl 0 adS GlalS o @ as gl WSlddes pl oS
G5 ol 3 4 0SB Gl e 5l Loy pliie 5 Cul (cleSbanng (inleS g0 ogshed
Sl g

SlolS’ ke bl 5 loss colSann JUIS (bl (s3lpmel i jhw qsiide LpS Copie T AdgE
YAND 5 YA 5 YoM pas uibe b ity oS aen JUIS 5 (6 yie s cpoled bl Sladss oyl (60,8
2 09bg L9y plsisas 0)Saen JUI aiiun (gpide 405 Copie Big Gl D (e GlnleS 505,
425 oo 3 1) porde cnl el (B8 5 adpe S JUI 5 las)sld g loald (Sialen JLiday (o880 5
Sl g (2lad ((blijl (Sl ( VI (Sl Jols b plos a4y olos S .c8)5 )15 & lyice (s ynde
siilo iy o St 1y (gt D28 Bz sk )3 ol (e 5 S8 ( Alally ez psbody oS 395 0 S
Gl & dbol Gua L) ol LB b 5 plojle o S (o (b |y plaidle glos & (098 Jloss 2
Sy yio (YW 3l) 68 e g Ll (b g dalyy 8 JS Jgb )3 5 Bl cul plos o gy
09) 455 o s 0T S5 Sl de g o 3 B Ol yiiie o 39 e i eled bl gy gz Ygane
Loy &S sl ) 1 b (3L} S b pogdo ol 4 kalKily o " laase BMe Lilil (Y415 wisnyg o
4 yute 45 e Olus @ ol Gk > (0B) Cuje (Lol min oS Kgd oo (6o o5 Sl ey
o)Ll (e i Jobo )3 ciliiie (slacS e 4 (Sl g (s yide (513) 5 by ((BLS (oulua] la STy
Yo7 ol 5 VsSlle S0) conl (5t 5y lo Bnngs by g (5 5nin (slayir 53 a9 0l ) oiS on
s sl baiye Sledbl (5)gld b (gyide &5 Coje Bie> pliol 4 adgs ) slaiagh iV Aigs
o3 yME» § « souas yoga¥ HLidl Jlo Ske Wiloliass jl dded pl (salS” OlolS 51 oals M ¢ e oiunn
S o 4,58 Cu ppde 0j9> )0 Sladsd jl iy cpl dad o i &S Canl VNV 9 VoV i say cddgs cpl )
adly (g Slados gloje ol )

Cn ool B S8 ads ol 3 (eleinl b g g il ((oB938035 (il (salS SlolS A A
& (s yuie By Olodl ) (GBgsged y> elainl busma 136 5 g il (slagsystis 5l edlital 48 Cuslias
] 00 4lIS o

ot pol ddllae )l oud oy 58 Sig Sl ) ggdse (s yide A Capde Sladl ) Algs

AB)F O g Al slaads > qegige gl S o5 AD prie ddgS 93 dbul 4 lajiaghy Sl 4t

1. Omnichannel

2. Dhebar

3. Practitioners

4. Becker, Jaakkola & Aino



AN e by (Sgwgn [ AR5y (S99 W0 9 {5 b d2)25 Cu oo

)by I8 geenS” el ) nladgs pl (S SIS 1 (i p T &35 g (T g8 «Sig pSUl )l
bgyye cludl j3 a8 cawl ous Cgo pol (pl g 2D 0 &) (il O g0y g oyl (glad jo b yde b Ol
SlalS” gl adgs pl )0 (ol Glals Ll J (1ke e dx g8 CMoles (pl 4 55 (g ytie & 50 Copde &
A3 o b5 45 Gl YoV o YOMY YA Cud ity ccyitio p T &5 g cp T 39,8 oSSl o)l
o ] 8 Glaiod oj S glyisas ol |y yie ol L Binej o oot s ol Cliios

GBS Hla )0

W Ols 9o g0 s
P9d Sy 5 (odubg Al | edlatwl ol isw &S sl oads sdlatel Calisee yisu 90 | cuis Glegsse Judod gy
ol 38 SllS poe (1Sl o

w93 did dlow!

ol gy ot I eolaal ol SV p g ale laojes Sl lulid slabyy 5 S
LB S5 g 1) plej LS mald o0 & (olBin (Jlte gl NS00S0 L Ak 9 S 5 ol iy glaadds
Olyse daadd cpl 5l eslal b (VYRS bl yans ls) w8 o odlaiin] g (sddd | eapd Lol ple
Slgiee opp onl 25 opp ) el pa il edliiul Gloj (ke (opizman g (o ansy Sl edlil e
Db e odmlin O JSB )3 Jio (] (295 S pliles liiee (gl |y (pole B>y (slaojlgadS” (S

socialmedia
Customer engagement

sxperiantighmarkeating tougism

»
crmicustomer felationship mana

experienc@marketing
bratiging

brand efperience
b2b customer experience

scale devislopment

cem(customer wrience manage @ anline shopping

touchpoints ; ) catiigiction
bigdata service.quality

service agperience logalty

. customgr loyalt
@ customer journey el

customer experience
- servicgglesign @

regail

0 e [
M, VOSviewer
" X 2017

-

2018

©

=]

s
=
w
o
o
o

Oloj o 3 (5 pluduo 2,00 Co ado g (oudgy A .0 JSUui



Yb)w‘\"'b)gbc\£0' c‘:"g))b%ﬂ.\o oY

(wlad bLal g (g yiddio o ¢(g o 4y Copde jd odld 3,8 Wile Slegdge ¢ 29y cpl ol »
Slegsge o elain! (g puio b byl copie g B2B (g ytie &y50 «s o &8 )l cilond cudsS ¢ p Ml g,
Slodds dLBlIS oy dy (g e &y Copde 059> 40 &S Alud (S
Slols’ yos (ilo Juloxs
Lld jl canss (gaulS dolS Ve il o gy cotin gulS GlalS Sl oolaiwl jes ke adlye cdls g oyl

A (€ o &9y Ca e bjg> Olegdge (p ds (cbsS 0 OlelS pl ek o sdalio ¥ Jods jd adse oyl

il 5 odlisiuw] yos (il 9 (g SlalS Y Jgu

G5 aolS” 51 palswl yos (pSSlw Sls Gilols

YoY. aloss bk

s W] it b

Y-\a/5 03l MS

AE! Sy yin

Yo F e i

Yo S yiia 005 S5 55l

Y MY oMl gy

ARV Vg Oloss CudS

Y-\AD S yudio b bl o pie (slain]

Y- D Snh glis

Y-\AD o, Sdan JUlS

Lalgiind 9 & 05 40 Sy
ol 00d a5 bl Gliie 5 e gl (oS Caglyl 4 ol Cupe g syt Lo 3l slals
2 Gty @i ool Glgiagh bl WS o (b 1) 395 (alitl Jolye o s yitie 4o Sy e Big Cliing
B9y 5 (elolid Bojos pj Bl (s yie s Copde SlidS 8jg> Jiny S g a3l lp s 13 b
Voo sl Ban cpl @ sy Sl oamilie S (rwolS” Jlosgt 26 o8 bl g o] Slisios
SlolS o 5:0ke Jilod g (didgy A slml (sulS LS (oolS yom Jlod ((BLICKS gg5 Jdov b pol>
ol ool s 5 ol & gl 3003 g e S Sy i B> (sl tmggy

OoRo ol @l A 485 a (gsSl e abjl Alie WY (e lS Jdovga oo bl
B> (shol ©Wlio (Lol jl (g ol 3 el (5ynde 425 Cy e B> Slllae 13 (53500 K5, Sl

ol g0 Sladss was Slegdge il jelaeds il Slolis OT Glp Slhdos b A gy 450 Cu e



oVA e o) (Sgwgn | HAg T (Glaig, g Wojea {6 ke 1) oyt

bla g (g yptie youw ¢ o 4y Cupdo )0 odld )M 5 )5 wile Slegdge o uiudyy diss I oolatwl b gy
oelenl gyidio b blo)l oo 9 B2B (gytie &0 g ytde &8)lho «Blosd CadeS (Ml gy ¢ olos
T gyt 55 «loss bl siile Slegdge 4 bl yor uSile Jalow ) oslizl b o 0 lulis
b bl copdo alosd oS ndil (B9, (st 8158, (3)) ((sian Ubon (g e shu o NS
09 ol ey 99 il edelcunda s ccnlply a0 )Lal o) dan JUI o (Sim b Ciglis clazal (g e
Cyido b bl copte g @losd cuaS (pMl g )8 (s yibe )55 Cope ;D aodls M 5,18 ¢ 6 yidio s
S o ST e lons

15 ey ] slo s 55 (s yibo yh pogdo & (8 yisbo &8 Sy e big ol Saingly B i
425 Olgiee S yide y gy b g WS (o0 dbml ) (gptde By b jh gBly )3 &S canily ol 5 (23U (o3l
5 obpuie sl Clix Lo (Shb Jlisa 09, ool Jledlatel b o SKimggy cnlply )5 Copie ]y (st
( JLuzwd dlail mjw dawgs b g 02 yac (3 &S CaS g5 o 50 020 M 5y5e 40 i 45 pl Co e
I eboiin @ liws Jisa & obpljls ol €8l Cuanl aaine) I (o)l ) Losb NS Jilosigay jo
Al s Gl ) 2 bodsM ooyt o Sl ailyice it (pite pogad 5> Gi) ol siis
Slgicen 3 220 (b5 sl Jodly (spidie 425 Co e (Giloriallys sl Lol M Jedos g2 35 ¢l iy
L8 9 Slp S e g Sytbe il Srpw g fe Sy g pbyie Glim 4 olied ) bgleile 4
Sl Shios 8j (ol g conl 0l Gl ojex cpl @ B> 4l Sdagh dag g ool A8 S8 gute
sl bt g Gl plizman ST (gl gy

2Bl (e dyo5 Copde dise) > (eighy b slaojes I )Sod (S 35 (btda (MU Ol oo
ol 03> g 2T (g ytte D25 S 4 |y laglojls 1 (ks lytito 5y T bame g iyl (ST
il 43l iyl i M s 5 i &S olalojls g e s aal ) p wilg o oy ol
olyde sl Ml Slia o B Ml (9,8 (itee (SigySl )l S8y 389y oS b
b oo (s yutr Cumnl Sy 4 59y )l dinej )3 Lhmg3 g

P e 5 Cypae bjg> Slillae ) (Sibay oS Cunl Slegdge K> (S jo8 ©ledd CudS £9d9e
ol 3l eads STyl 5 Sles b cwss 5l oyt ol )lasl dunlie 4 «loss cusS ol 48,5 )5 asgs ol
A8 Jas cgpmto oLl 5l 515 Ll s Sloss YU cuaS Bl Jlsds & lb)lS g 1S o 0,1
ool Oloss i Gl sl (2l (s yide sl Ol 4o &)

L b)) copae a5 58 ple 45 ol Glgie ) Gomde 405 Copde 5 gyt b b o e
(S o B )25 o pde oS (Jls )0 S 00 Cupde Sl (oligy 4 lojlo Gy |y (gyide (glodly g i
o b e Sy syt b bl e (sloodly b &S (gylaecsyidio 3)S0g; 5l g 48y plojl jye I 51,8

NP a2y 2)50 55 sltal g b b)) Cy e s eloinl ladilo) (AysS L pBen 3l oo 5 050



Yb)w‘\"'b)gbc\£0' c‘:’g))b%ﬂ.\a 04

b Jolsi sl (sloial slaail) (6y9l3 ) oolisul @Bly 55 ¢ eloinl (ynto b LSyl cypie ol 485
el oyl 35 05> ol & 5yl 425 S e Big> (Ko dr g Canl Gl pde

Gl g lodl joye a8le (63130 4 oy slaging > & CAS Gl e ALBIS Saiagh b Al )
5 g VeV el Fe et an o Bomg) (syiie L Cypde pogad ) (estde laie 5 Los )l
L Copde Jolie e g (lolid (VY ()lSen 5 Lgedgn g VIV (l)lSen 5 (SudSlg; VIR ()
Capde 1 jhw 28 a5l b3,y 5l ealimel (GINYAR () Ken 5 hassy FVE uilys 5 somd) (6o
loa, 25 elgl (plolid (WAR (ulosS 5 (S5 mone il Bz 5 VoV B9 5 (90)) (g yndie &0
Olhsiia o8 (655 S8 Jalse 5 (WA (25 (IS 5 lgs] wdliisines 5 Y15 I 5 5) lass cudS
O g Loje (lelid & (dinghy (19T (Jy fcunl oad dagi (VWA (US> 5 (olonS e(6) 123 (cou5>)
lolid imogy cnl I Bl mws calpl sl B8 (g yide 428 Copde Sl 3 Slides s,
3 S Sladss cladely 4] 55 Klg o 45 Cul gyt o5 Copte Sl Sladss clakg, ¢ asys
il LiSel, ojsn oyl

Moo loads oL clodl GleMbl a4 ¢ jingh (aadl .cuwl 0dgy axlse 55 olacodgize b Gimgh oyl
oLl eahy CuS Ly el slrosly g o ol el jimgs 55 sl sdd 3ga oSl ) Coxine
Copde Sladss o> ;0 (6,503 Slhins Slegsge Cunl Sew 4S0] oD Cudgasee .3yl Caunddy dixie (slaodld
Sy sl e ool caenl 1L S slie 1y 05 ol 3 Sldllas g, 48 ML 4Ll dezg (s yiie &y
2 bl eads glold  orwolS Jdotad o0 oS gy @b jl Sliiss Glegdge cpl «Swl sl Jdoay
o3lisl 03>yl J3:E> (wyyt 5 Cadgie cul by sl (S /o) R (sl 3l plgices ol syl
L Capte b laipe Slaos il 5 s il & glyice il lagiagh 3 oezen 55

)l 5l (S dor a5 pdie 4925 Sy e g &S 3)S i b Bl gyt

&bo

s 4ty ()b (VAR dgmis ¢ cwlanS (s jiuas ¢ (SI0 5 €)b 1 ¢ priunmo fpun jhazte ¢ Slutul Ld poME (S
Y= (WY o 5L oo (o SOl g 5adiged) Jibige p (siive Slodd b yidio 0 g 3 ydob

S s 40 (658 JSS Jde &1L (VWAA) (sige (olaS a3 grus ¢ owlosS § e ((5)uled ¢ ala ¢ oS

=080 ¥V o LS b oo s (3L (g5loJde 3,559, b lojle Co e cod Jolge b jl o5
LAY

1. Plessis, & Vries
2. Liu & Lee



oy« e o) (Sgwgn | HAg T (Glaig, g Wojea {6 ke 1) oyt

Syl Le‘j )ub g 9 Bpan sl o0 eloil  Slwlid (WWAA) desl ¢ 5 )8 Wb fon 10 ¢ led] (s oo il gisos
S A=0A IV (B g o b

Cy o 2l SlalS (las yonm Julos 5l enlizl b osly coudsS Sladng 0jgn lyuid (w0 (VYAF) sl bl jaxs LIS
YAV (V)Y ccle b/

2 (& e 4 yo0 G e wign > &l (NYAR) pus jlosre ¢ Shutuwl ¢ ol ¢ ylile ¢ gdne ¢ S) ol eilows ¢l
DY =OVY (YNY (B b co o g5k e 2o pllas g 00 1 g,k Cnio

sladilu, (8 s slp g9zl 6l (CIYAQ) pus jdeze o Sliutil € ol ¢ lile £ sape ¢ Slos) ol filows ¢ jlaw>
YYD b Cypto oty (55 Sho diapls ygy0 16y llib Caxlaor (gy1die 4128 Copdo 3 (laz]
AR

Szed 4,005 @)l gy pemsls (Sl (WAA) Lo e 00l s ©Dgmune ¢ awlosS { gapn ( S5 ) (ool ¢ lus] ¢ au)S
OF=XV (VAT (50 oo jlbfonis (55 5] 6 MOl 3 (5 pe

References

Becker, L., Jaakkola, E., & Aino, H. (2020). Toward a goal-oriented view of customer journeys.
Journal of Service Management, 31, 767-790. doi:10.1108/JOSM-11-2019-0329.

Bolton Ruth, N., McColl-Kennedy Janet, R., Cheung, L., Gallan, A., Orsingher, C., Witell, L.,
& Zaki, M. (2018). Customer experience challenges: bringing together digital, physical
and social realms. Journal of Service Management, 29(5), 776-808. doi:10.1108/JOSM-
04-2018-0113

Dhebar, A. (2013). Toward a compelling customer touchpoint architecture. Business Horizons,
56(2), 199-205. doi:https://doi.org/10.1016/j.bushor.2012.11.004

Dou, X., Zhu, X., Zhang, J. Q., & Wang, J. (2019). Outcomes of entrepreneurship education in
China: A customer experience management perspective. Journal of Business Research,
103, 338-347. doi:https://doi.org/10.1016/j.jbusres.2019.01.058

Gentile, C., Spiller, N., & Noci, G. (2007). How to Sustain the Customer Experience:: An
Overview of Experience Components that Co-create Value With the Customer. European
Management Journal, 25(5), 395-410. doi:https://doi.org/10.1016/j.emj.2007.08.005

Grewal, D., Levy, M., & Kumar, V. (2009). Customer Experience Management in Retailing: An
Organizing Framework. Journal of Retailing, 85(1), 1-14.
doi:https://doi.org/10.1016/].jretai.2009.01.001

Gronholdt, L., Martensen, A., Jorgensen, S., & Jensen, P. (2015). Customer experience
management and business performance. International Journal of Quality and Service
Sciences, 7(1), 90-106. doi:10.1108/1JQSS-01-2015-0008

Hakimi, H., Divandari, A., Keimasi, M., & Kaffash, M. H. (2019). Development of Retail
Banking Customer Experience Creation Model from Manageable Factors by Organization



YD)WA‘ND)SD‘\i" ‘u)‘g))b%ﬂ.\n oY)

Using Interpretive Structural Modeling (ISM). Quarterly Journal of Business
Management, 11(41), 565-584. (in Persian)

Hamidizadeh, M. R., Akhavan, M., & Kazemi, A. (2019). Identifying All the Types of
Consumption Experiences and Their Impact on Perceptions of Prices. Quarterly Journal
of Business Management, 11(41), 585-608. (in Persian)

Holmlund, M., Van Vaerenbergh, Y., Ciuchita, R., Ravald, A., Sarantopoulos, P., Ordenes, F.
V., & Zaki, M. (2020). Customer experience management in the age of big data analytics:
A strategic framework. Journal of Business Research, 116, 356-365.
doi:https://doi.org/10.1016/].jbusres.2020.01.022

Homburg, C., Jozi¢, D., & Kuehnl, C. (2017). Customer experience management: toward
implementing an evolving marketing concept. Journal of the Academy of Marketing
Science, 45(3), 377-401. doi:10.1007/s11747-015-0460-7

Hwang, J., & Seo, S. (2016). A critical review of research on customer experience management:
Theoretical, methodological and cultural perspectives. International Journal of
Contemporary Hospitality Management, 28(10), 2218-2246. doi:10.1108/IJCHM-04-
2015-0192

Jandaghi, G., Esfidani, M. R., Mohsenin, S., Yazdani, H. R., & Keimasi, M. (2020). Developing
a Planned Journey Map of Banking Mobile Services Users (Case Study: Mellat Bank).
Quarterly Journal of Business Management, 12(43), 116-142. (in Persian)

Kandampully, J., Zhang, T., & Jaakkola, E. (2018). Customer experience management in
hospitality: A literature synthesis, new understanding and research agenda. International
Journal of Contemporary Hospitality Management, 30(1), 21-56. doi:10.1108/IJCHM-
10-2015-0549

Karimi, E., ShamiZanjani, M., Keimasi, M., & HassanZadeh, A. (2019). Designing a
Framework to Enhance Digital Customer Experience in Internet Banking. Journal of
Business Management Perspective, 40(73), 36-56. (in Persian)

Khalilijafarabad, A. (2018). Analyzing the evolution of Data Quality research area using Co-
word analysis. Iranian journal of information management, 3(2), 121-138. (in Persian)

Klaus, P. P., & Maklan, S. (2013). Towards a Better Measure of Customer Experience.
International Journal of Market Research, 55(2), 227-246. doi:10.2501/1IJMR-2013-021

Kranzbiihler, A.M., Kleijnen, M. H. P., Morgan, R. E., & Teerling, M. (2018). The Multilevel
Nature of Customer Experience Research: An Integrative Review and Research Agenda.
International Journal of Management Reviews, 20(2), 433-456. doi:10.1111/ijmr.12140

Kuehnl, C., Jozic, D., & Homburg, C. (2019). Effective customer journey design: consumers’
conception, measurement, and consequences. Journal of the Academy of Marketing
Science, 47(3), 551-568. doi:10.1007/s11747-018-00625-7

Kuppelwieser, V. G., & Klaus, P. (2020). Measuring customer experience quality: The EXQ
scale revisited. Journal of Business Research, 126, 624-633.
doi:https://doi.org/10.1016/].jbusres.2020.01.042



oyy e o) (Sgwgn | HAg T (Glaig, g Wojea {6 ke 1) oyt

Lehtiranta, L. (2015). Managing End-user Experience in Office Fit-out Projects. Procedia
Economics and Finance, 21, 571-577. doi:https://doi.org/10.1016/S2212-5671(15)00214-2

Lemon, K. N., & Verhoef, P. C. (2016). Understanding Customer Experience Throughout the
Customer Journey. Journal of Marketing, 80(6), 69-96. doi:10.1509/jm.15.0420

Liu, C. H. S., & Lee, T. (2016). Service quality and price perception of service: Influence on
wordof-mouth and revisit intention. Journal of Air Transport Management, 52, 42-54.

Malshe, A., & Friend, S. B. (2018). Initiating value co-creation: Dealing with non-receptive
customers. Journal of the Academy of Marketing Science, 46(5), 895-920.
doi:10.1007/s11747-018-0577-6

McColl-Kennedy, J. R., Zaki, M., Lemon, K. N., Urmetzer, F., & Neely, A. (2019). Gaining
Customer Experience Insights That Matter. Journal of Service Research, 22(1), 8-26.
doi:10.1177/1094670518812182

McLean Graeme, J. (2017). Investigating the online customer experience — a B2B perspective.
Marketing Intelligence & Planning, 35(5), 657-672. doi:10.1108/MIP-12-2016-0222

Meyer, C. S., A. (2007). Understanding Customer Experience (Vol. 85).

Palmer, A. (2010). Customer experience management: a critical review of an emerging idea.
Journal of Services Marketing, 24(3), 196-208. doi:10.1108/08876041011040604

Pine Ii, B., & Gilmore, J. H. (1998). The Experience Economy (Vol. 76).

Plessis, L. D., & Vries, M. D. (2016). Towards A Holistic Customer Experience Management
Framework For Enterprises. South African Journal of Industrial Engineering, 27(3). doi:
10.7166/27-3-1624.

Prahalad, C. K., & Ramaswamy, V. (2004). Co-creation experiences: The next practice in value
creation. Journal of Interactive Marketing, 18(3), 5-14.
doi:https://doi.org/10.1002/dir.20015

Rahimian, S., Shami Zanjani, M., Manian, A., & Esfiddani, M.R. (2020a). Developing a
Customer Experience Management Framework in Hoteling Industry: A Systematic
Review of Theoretical Foundations. Journal of Business Management, 12(3), 523-547.
(in Persian)

Rahimian, S., Shami Zanjani, M., Manian, A., & Esfiddani, M.R. (2020b). Developing a
framework for explaining the role of social media in the customer experience
management of the Hoteling Industry: A systematic review of theoretical foundations.
Journal of Business Management Perspective, 19(43), 13-39. (in Persian)

Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A., Tsiros, M., & Schlesinger, L.
A. (2009). Customer Experience Creation: Determinants, Dynamics and Management
Strategies. Journal of Retailing, 85(1), 31-41.
doi:https://doi.org/10.1016/j.jretai.2008.11.001

Voorhees, C. M., Fombelle, P. W., Gregoire, Y., Bone, S., Gustafsson, A., Sousa, R., &
Walkowiak, T. (2017). Service encounters, experiences and the customer journey:
Defining the field and a call to expand our lens. Journal of Business Research, 79, 269-
280. doi:https://doi.org/10.1016/j.jbusres.2017.04.014



Yb)w‘\"'b)gbc\£0' cu)‘g))b%ﬂ.\a oYy

Witell, L., Kowalkowski, C., Perks, H., Raddats, C., Schwabe, M., Benedettini, O., & Burton, J.
(2019). Characterizing customer experience management in business markets. Journal of
Business Research. doi:https://doi.org/10.1016/j.jbusres.2019.08.050

Zhang, Y., Liu, H., Kang, S.-C., & Al-Hussein, M. (2020). Virtual reality applications for the
built environment: Research trends and opportunities. Automation in Construction, 118,
103311. doi:https://doi.org/10.1016/j.autcon.2020.103311

Zolkiewski, J., Story, V., Burton, J., Chan, P., Gomes, A., Hunter-Jones, P., . . . Robinson, W.
(2017). Strategic B2B customer experience management: the importance of outcomes-
based measures. Journal of Services Marketing, 31(2), 172-184. doi:10.1108/JSM-10-
2016-0350



