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Abstract 

 

Abstract(

Purpose:)The purpose of this study is the purpose of this study is to gain a more in-depth 
understanding of customer experience management and how it enables growth within an 
organization. 

Background:)Customer Experience Management has been described as a process where the 
entire experience of a customer with a product/service and a company is strategically managed. 
It has been highlighted as a key area for organisations to focus on, yet, CEM is continuously 
being researched both by researchers and business practitioners as there is still a vague 
understanding on the topic. Nonetheless, CEM has been displayed as a successful process, 
however, very little research has gone into showing that it could enable organizational growth. 

Literature) review:)The literature review consists of a variety of different concepts retrieved 
from existing literature in order to provide a more in-depth awareness of CEM. Also, both 
customer loyalty and competition are referred to in order to correlate to the aspect of growth. 
The customer experience framework is also introduced in this section to emphasize the 
customer’s journey throughout an experience and the touch points.  

Methodology:)The choice of method used to conduct this thesis was a qualitative research 
approach.  The study consists of a multiple case study, whereby two companies and three 
consultants participated in semi-structured interviews (in person and via Skype). )

Findings:)The findings obtained in this study with regards to the research questions posed, was 
that CEM did indeed allow for the participant organisations to grow their customer base. This 
was done by analysing the feedback from the customers and then redesigning the customer 
experience to a more individual and unique experience. Furthermore, regarding competitive 
advantage it was found that CEM was a clear tool to utilise as it could not be easily nullified 
by other competitors and also it made the firms relevant with the ever changing market.)

Implications:) The study establishes CEM as a driver for both competitive advantage and 
customer loyalty, however, it’s not a catch-all tool for driving growth. There are aspects such 
as industry sector, stage of industry maturity and economic conditions that play a role in driving 
competitive advantage and growth. Nevertheless, CEM provides a new way of connecting with 
customers, thus, in order for practitioners to implement CEM, suggestions were provided in 
order to firstly introduce CEM to an organisation and to then to drive loyalty and competition. )

Limitations:) The topic chosen for this study is an area which has captured considerable 
attention, yet, it still remains both ambiguous and too broad. Thus, there was a restricted amount 
of theoretical background and a lot of uncertainty from business practitioners with regards to 
the understanding of CEM. With regards to growth, it was opted to focus only on the aspect of 
competitive environment and the customer base of a firm. Furthermore, the multiple case 



 
 

sample was smaller mainly because of the participants’ availability. Further research and 
recommendations were provided in order to reduce these limitations for future research. 

Keywords:) Customer Experience Management, Customer Experience, Customer Loyalty, 
Customer base, Competition, Competitive Advantage, Growth, Growth Strategy  
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(
1! Introduction++
This chapter begins by introducing the topic and its background, followed by a discussion 
whereby the problem is highlighted. The chosen topic is that of customer experience 
management (hereafter, CEM) and subsequent to the problem discussion, the authors underline 
the purpose of the thesis in furtherance to attain an understanding on CEM’s utilisation within 
companies. Moreover, the authors present a series of research questions in order to carry out 
the study and facilitate the needed in-depth understanding of CEM.  
Lastly, the chapter will also incorporate the delimitations, as well as an overall outline of the 
thesis. 

(

1.1! Background(
1.1.1! Customer(Experience(Management(

Gupta and Vajic (2000) define Customer Experience (henceforth, CX), as the interaction 
between the organization and customer. They state further that it is a blend of the physical 
performance of the organization and the emotional and sensory involvement of the customer, 
mapped against his/her expectations across all the points or moments of interaction with the 
organization or its offerings. (Gupta & Vajic, 2000) 
 
Meyer and Schwager (2007) define CX as the internal and subjective response customers have 
to any direct or indirect contact with a company, where direct contact generally occurs in the 
course of purchase, use, and service and is usually initiated by the customer. Indirect contact 
most often involves unplanned encounters with representatives of a company’s products, 
service or brands and takes the form of word-of-mouth recommendations or criticisms, 
advertising, news reports, reviews and so forth (Ibid). 
 
Similarly, Verhoef et al., in their 2009 paper also conclude that CEM is holistic and involved 
the customer’s responses to an organization providing a product or service on social, physical, 
cognitive, affective and emotional levels, and comprises not only experiences from these 
aspects but also the total experience as a whole. 
 

1.1.2! The(importance(of(CEM((

The concept of CX firstly originated in the mid-1980’s where research recognised the customer 
as a rational decision maker, whose behaviour was re-considered as it was understood as 
emotional and played an important role during the act of purchasing, the usage of the product 
or service and the selection of a brand (Addis & Holbrook, 2001). However, it was in the 1990’s 
when the notion of CX began to be implemented by businesses due to the revelation that an 
experience was a new economic offering (Pine II & Gilmore, 2014). Also, it was established 
that throughout the evolution of competitive differentiation, things such as tangible product 
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qualities, services and relationships became generic causing many organisations to have similar 
development patterns (Palmer, 2010). Therefore, experience became a competitive differential 
advantage for those whose previous strategies had ceased (Palmer, 2010). Furthermore, CEM 
has only recently become a forefront topic of marketing theory and application (Laming & 
Mason, 2014). Hence, there has been a great emphasis from both scholars and business 
practitioners alike, that the focus of an organisation should be mostly concentrated on the 
customer (Gentile, Spiller, & Noci, 2007). 
 
It was only recently, that CEM became an important process for organisations in a variety of 
industries; as past research has demonstrated that competing within the current global market 
has become increasingly difficult (Gentile et al., 2007). Thus, the road to survival has been that 
of the creation of long-lasting competitive advantage (Ibid). Furthermore, it has been stated by 
Palmer (2010) that many researchers have recognized that CX can be viewed as the intellectual 
integration of service quality, relationships and brands, which makes it an important indicator 
in measuring the value created for customers. 
 
It is further discussed by a variety of researchers that customer experience in particular has 
been considered the new battleground for companies in today’s current economy and it has 
been agreed that it is a crucial strategic component of business success (Klaus, Gorgoglione, 
Buonamassa, Panniello, & Nguyen, 2013; Teixeira et al., 2012). Grønholdt, Martensen, 
Jørgensen and Jensen, (2014) further deliberate that the creation and management of customer 
experience has become a key area for organisations, especially those in the service sector; and 
they highlight and quote Sharma and Chaubey's (2014) argument that customer experience is 
“the single most important aspect in achieving success for companies across all industries” 
(p.18). 
 
Consequently, there have been a variety of reasons for CEM to be a successful process, one of 
them being that it has helped CEOs apply a structure within their business in order to build an 
unshakable customer-supplier relationship, whereby they have also taken advantage of the 
ever-evolving technology to strengthen the communication between the two (Kiska, 2002). 
Moreover, it is argued that by applying CEM, an organisation can achieve a differential 
advantage; construct positive moments of truth for customers ensuing in better customer 
experience; increase revenues, maintain customer retention and positive customer referrals 
(Joshi, 2014). Also, it is to be understood by both researchers and businesses that CEM “focuses 
on delighting customers on the value propositions and includes all interactions at various touch 
points” (Joshi, 2014, p.393), which is why many studies have highlighted that the customer is 
a rational and emotional decision maker (Khan, Garg, & Rahman, 2015). 
 
Researchers consequently emphasize on the need to create value for the customer in the forms 
of emotionally total, perfect and outstanding customer experience (Grønholdt et al., 2014) in 
accordance with Nagasawa's (2008) statement that customer experience is an essential and 
intrinsic value. 
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It can be observed from previous research that organisations have already begun to implement 
CEM within their business, especially in the service and retail industries. Verhoef et al., (2009) 
acknowledge that some businesses have embraced CEM, with many of them incorporating this 
notion into their mission statements. Additionally, CX has been identified as a key component 
for organisations in building loyalty to services, channels and brands (Badgett, Stancik Boyce, 
& Kleinberger, 2007). Nonetheless, although CEM is being applied by many- for example, 
Starbucks and Toyota have both applied successful CX (Verhoef et al., 2009) - it is still argued 
that many companies have still yet a long way to go in order to become truly customer-centric 
(Temkin, 2014).  
 

1.2! Problem(Discussion(
In recent years, much research has been focused on CEM in an attempt to understand it, to 
study its effect on loyalty (Ali, Hussain, & Ragavan, 2014; Kiska, 2002; Lamont, 2014) and 
business performance (Grønholdt et al., 2014), and to understand the determinants of CX 
(Verhoef et al., 2009). 
 
Although there is now a large amount of research that has explored what CX is and how it 
impacts today’s businesses, most research is turned inwards, looking at the way the company 
operates and views various aspects of its operation but without focusing on its external 
environment per se; while CX does factor in the external environment as a source of inputs and 
determinants, the impact of CEM on growth has yet to be studied in depth. 
 
For example, Kiska (2002) focuses on CEM as a way to improve supplier relationships,  
Grønholdt et al., (2014) explore the impact of a firm on its financial performance, and multiple 
researchers have studied the factors that drive CX. (Baker, Parasuraman, Grewal, & Voss, 
2002; Dabholkar & Bagozzi, 2002; Gauri, Sudhir, & Talukdar, 2008; Kaltcheva & Weitz, 2006; 
Sousa & Voss, 2006).  
 
Similarly, Calhoun (2001) talks about implementing CEM and notes that while good Customer 
Relationship Management (CRM) may be able to make an impact on customer relationship, 
the customer loyalty is impacted only when the total customer experience is viewed from a 
holistic perspective, which includes all the touchpoints across all the experiential elements, 
including: Pre-sales, order and delivery process, product or service experience and post-sales 
support. This implies that implementing CEM requires an organization to not only plan/view 
the elements that it has a direct control of, but also elements of its business that can potentially 
impact the CX, such as suppliers/vendors and buyers as well, in line with Calhoun’s (2001) 
observation that a silo approach to improving relationship with the customer is likely to be less 
successful when compared to having a larger roadmap that drives all CRM initiatives in a 
strategic direction. 
 
However, despite the study of the impact of CEM on various aspects of an organization, very 
little research has gone into the use of CEM as a tool for growth.  The authors, therefore, would 
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like to make a study of this from two perspectives: Growing the company’s market base/share, 
and as an element of its competitive strategy. 
 

1.3! Purpose(
From the above problem discussion, it was recognized that there was an opportunity to research 
further into the field of CEM and therefore, the purpose of this study is to gain a more in-depth 
understanding of customer experience management and how it enables growth within an 
organization. 
 

1.4! Research(questions(
In order to gain a concrete understanding of the purpose, two research questions were 
developed in order to conduct the study. These questions are as follows: 
 
RQ1: How does CEM help a company retain and grow its customer base? 
 
RQ2: How does CEM help a company in its competitive environment? 
 

1.5! Delimitations(
The study will be examining CEM from a company point of view and not from a consumer 
perspective. Furthermore, the study will focus on organisational growth from the aspect of 
market share and the customer base of a firm.  
 

1.6! Thesis(Outline(
The thesis will be presented to the readers in the following order: 
 
The first chapter is an introduction on the chosen thesis topic, whereby a brief background and 
problem discussion is presented, followed by the purpose of the thesis and the research 
questions that will be conducted by the authors for the study; the second chapter provides the 
readers with past literature related to the thesis topic, which is then followed by chapter three 
where the research methods are introduced.  
 
In chapter four, the companies used for the study are introduced briefly and the empirical data 
is presented, then chapter five is where the empirical data is analysed and referred back to the 
theory introduced in chapter two.  
 
Lastly, chapter six wraps up the thesis with an overall conclusion, answering the research 
questions posed with regards to the purpose. Moreover, the contributions to existing research 
will be explained along with the managerial implications, limitations of the study and finishing 
with the encouragement of further research to be undertaken by others.
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2! Literature+Review+
The following chapter focuses on the examination of relevant literature in order to have a more 
in-depth understanding of the origins of CX and how CEM has become an important topic for 
both academics and business practitioners. Furthermore, competitive advantage and customer 
loyalty are also presented as clear outcomes of CX and how due to these outcomes highlight 
CEM as being a driver of growth. 

(

2.1! Service(Dominant(Logic(
Vargo & Lusch (2004) argue that the dominant logic in marketing has changed over time, 
moving from a goods dominant view to a service dominant view; where intangibility, 
relationships and exchange processes form the core of the offering. They define service as “the 
application of specialized competencies through deeds, processes and performances for the 
benefit of another entity or the entity itself” (p.2). Service is represented as a flow of 
information, or the act of using or providing information to the consumer, with or without the 
use of an accompanying product or appliance. (Vargo & Lusch, 2004) 
 

2.1.1! Operand(and(Operant(Resources(

Operand resources are resources which produce an effect when an operation is made or they 
are acted upon, while operant resources produce the effects when utilized. (Constantin & Lusch, 
1994) 

2.1.2! Service(dominant(view(of(marketing(

According to Vargo & Lusch (2004), in a service-centred view of marketing, the firm tries to 
provide a better value proposition than its competitors by engaging in continuous social and 
economic processes focused on operant resources, and looks at marketing as a continuous 
learning process that aims to improve the operant resources.  
 
Thus, in a service-centred view, marketing no longer talks in terms of the physical goods and 
marketplaces but instead looks at expanding the market by creating value for the customer 
through specialization. Thus, a customer is a co-producer, and marketing transforms into a 
process by which the firm can co-produce value through greater engagement with the customer 
to serve their needs in a better manner. (Vargo & Lusch, 2004) 
 

2.2! Customer(Value(
Customer Value has been defined as the perceived utility a customer obtains after investing in 
a product or service, from the perspective of the expectations that they have about the product 
or service (Huber, Herrmann, & Morgan, 2001). These expectations can include such factors 
as product attributes, attribute performances and consequences of using the product or service 
that allow the customer to achieve any goals or purposes that would have been served through 
use of the product or service (Woodruff, 1997). 
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However, it has also been argued that customers evaluate not just the transactional value of the 
product but also factor in other costs such as monetary costs, time costs, learning costs, 
emotional and cognitive as well as physical effort, in addition to financial, social and 
psychological risks of using the product or service weighed against the utility received through 
use. (Huber et al., 2001) 
 

2.3! The(Experience(Economy(
Studies of the economy have shown that the nature of the economy is dependent on the stage 
of development of society. Pine II & Gilmore (1998) explain this evolution by describing how 
a birthday cake was made in each economy, illustrating how the way the cake was created and 
consumed (and hence the economy) changed with the way society had evolved, culminating in 
the last stage called the experience economy, which is a stage where the item consumed is not 
as important as the overall experience of the consumption process itself. (Pine II & Gilmore, 
1998) 
 
Pine II & Gilmore (1998)  state that in an experience economy, the experience is a real offering, 
and equate the consumption of the experience to the consumption of a good, service or 
commodity. They also assert that the world has moved to an economy which was experience-
based from the service-based economy that it was in the years prior to the article being written. 
The argument made was that services, being ubiquitous, had become homogenized in the eyes 
of the consumers and had caused a change in customer behaviour. Thus, the only way that a 
company could attract the customer again was by engaging the customer and making the 
experience of consuming the product or service memorable and unique. (Pine II & Gilmore, 
1998) 
 
Further research has gone into translating and adapting this concept of the Experience Economy 
into various fields, such as Experiential Marketing (Carù & Cova, 2003; B. Schmitt, 1999). 
Carù & Cova, (2003), for example, examine the concept of experiential marketing from the 
point of view of the consumption experience, and identify that consumption can be divided into 
four major stages – the pre-consumption experience, the purchase experience, the core 
consumption experience and the remembered consumption experience. They then argue that 
the consumption experience transcends the market offering, and includes social experiences, 
which shape the experience of consuming itself. They also argue that not all consumption 
experiences need to be extraordinary, and present a model (Figure 1) that uses a combination 
of these two arguments to understand the consumption experience. (Carù & Cova, 2003). 
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(

(
 

2.3.1! Defining(Experience(

The Merriam-Webster dictionary defines experience as “the fact or state of having been 
affected by or gained knowledge through direct observation or participation”. (Merriam 
Webster, n.d.) 
 
However, from the perspective of management science, experience has been defined as an act 
of consumption, which often has an emotional and personal aspect to it and is founded on 
interaction with external factors or stimuli such as: The products or services consumed and the 
role the product or service plays for the consumer. (Holbrook & Hirschman, 1982) 
 
Similarly, Pine II & Gilmore (1998) identify the experience to be as real an offering as any 
product or service, and identify two dimensions by which it can be understood – customer 
participation, which is the kind of interaction that the customer has with the experience, and 
ranges from active to passive. On the other hand, connection or environmental relationship is 
the connection that the customer has with the experience, which ranges from absorption to 
immersion. By combining these two dimensions, Pine II & Gilmore (1998) identify four types 
of experiences that can be had by customers (Figure 2), which are: Entertainment, education, 
escapist and aesthetic experience. (Pine II & Gilmore, 1998) 
 
 
 
 
 

Figure'1:'Consumption'Experience'model'(Carù'&'Cova,'2003;'p'282)'
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(

(
Finally, Arnould and Price, (1993) note that the act of consumption, or experiencing the product 
or service has a transformative effect on the customer and it is relevant to focus on the aspect 
of the consumption itself than to mechanically connect managerial decisions to customer 
expectations. 
 

2.4! Customer(Experience((CX)(
2.4.1! Customer(experience(history(

Initially CX was not considered an independent construct by many (Verhoef et al., 2009) and 
it originally derived from the purchase process concept, which examined the steps and 
interactions between an organisation and consumer (Laming & Mason, 2014). Nonetheless, 
CX emerged in the mid-80’s and was described by Holbrook and Hirschman (1982) as “a 
steady flow of fantasies, feelings, and fun” (Khan et al., 2015, p 89) as they had theorized that 
consumption had experiential aspects (Verhoef et al., 2009). 
 
Yet it was during the late-90’s when CX became the focal point for many organisations as it 
had been explained within Pine II and Gilmore's (1998) work that experience had risen as the 
fourth economic offering after commodities, goods and services. Moreover, Klaus et al. (2013) 
later highlighted Maklan and Klaus' (2011) work, whereby they stated that in the 2000s, a shift 
had occurred that took away the focus from service-based relationship marketing and placed it 
instead onto CX management.  
 

Figure'2:'Four'realms'of'an'experience'model'(Pine'II'&'Gilmore,'1998;'p'102)'
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This was further supported by Kim, Cha, Knutson, and Beck (2011) where they explained that 
business in the 21st century had begun to pay attention more to the experience-based economy 
than to service-based.  
 
The CX advantages found by firms and researchers alike were that it provided an opportunity 
for long-term competitive advantage for a company and the results normally were satisfied and 
loyal customers (Khan et al., 2015). 
 
Although CX has captured considerable momentum in the last two decades (Gentile et al., 
2007), many researchers have highlighted that there was still an important matter that needed 
to be addressed: That the definition of CX was still not clear (Klaus, 2013; Verhoef et al., 2009). 
Therefore, it is necessary to carry out an extensive research so to be able to define and 
understand CX. 

2.4.2! Defining(customer(experience((CX)(

In recent years’ CX has become a fast growing topic that has attracted a lot of attention from 
both researchers and organisations alike ( Klaus et al., 2013; Teixeira et al., 2012; Verhoef et 
al., 2009).  Nevertheless, despite its popularity it has been argued by many that the definition 
of CX is still too vague ( Klaus et al., 2013), and in the marketing literature it has been disputed 
that its interpretation is too broad (Meyer & Schwager, 2007) 
 
Consequently, due to the ambiguity, it has proven to be a challenge for many when designing 
a successful CX strategy ( Klaus et al., 2013). Also, it has been highlighted that managers have 
perceived the management of experiences as simply being the provision of entertainment or 
engaging creativity, instead of a customer’s journey (Berry, Carbone, & Haeckel, 2002). 
 These uncertainties have been noticed throughout the literature research, and a review of a 
variety of definitions is therefore required, in order to understand the common elements of CX. 
 
In the aforementioned chapter, two CX definitions were presented. The second CX definition 
was found to be adopted throughout a variety of studies, therefore, in order to have an in-depth 
understanding of CX and its common features, a table was created to summarize the most 
frequently utilized descriptions (Appendix 1). 
 
It can be observed that throughout all the definitions, a prominent feature is that customer 
experience is perceived to be an emotional relationship between the customer and the 
organization. Therefore, it is in agreement with Laming and Mason (2014) that CX is a physical 
and emotional experience that occurs during the different stages of interaction. These particular 
stages are known as both moments of contact or touchpoints, and each one of these stages act 
as an individual experience (Dunn & Davis, 2004). 

Accordingly, it needs to be taken into account that “customers always have an experience – 
good, bad or indifferent – whenever they purchase a product or service from a company” (Berry 
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et al., 2002, p. 88); hence, another common feature of CX is that the experience is subjective 
as all experiences are altogether personal and unique  (Vanharanta, Kantola, & Seikola, 2015).  

Pine II and Gilmore (1998) discuss that consumers purchase products and services as a mean 
to fill their deeper emotional, sensory and hedonic yearnings. This is in accordance with Shaw, 
Dibeehi and Walden (2010) who point out that “50 percent of customer experience is linked to 
emotions” (p.199). Thus, Verhoef et al.'s (2009) definition of CX being a holistic construct by 
nature is relevant and it embodies every aspect of an organisation’s offering (Zomerdijk & 
Voss, 2009). Thereupon, it is to be disputed that the fundamental objective of consumption is 
not the actual product but rather how “customers experience the extended process of acquiring, 
integrating and ultimately achieving fulfilment of their aspirations” (Nasution, Sembada, 
Miliani, Resti, & Prawono, 2014, p. 225). 

Accordingly, CX can be summarized as being a holistic concept which primarily entails an 
emotional relationship between a consumer and organization. CX occurs from the costumer’s 
internal and subjective responses to the business throughout the different stages of interaction 
between the two. Therefore, at present a company can no longer compete on purely providing 
a good-valued core product, but rather should focus on providing long-term and emotional 
bonds with their customer through CX (Bitner, Ostrom, & Morgan, 2008). Furthermore, it has 
been underlined by previous studies that a customer’s experience is what makes a business 
(Prahalad & Ramaswamy, 2004). 

Nonetheless, it needs to be taken into account that CX is complex and although it has been 
recognized as the new core focus of managerial attention (Nasution et al., 2014), Verhoef et al. 
(2009) point out that there are many elements that need to be taken into account in order to 
strategize the optimal level of CX. Therefore, in order to understand the complexity of CX and 
whether an organisation grasps and implements favourable CX strategies, the Customer 
Experience Framework (CEF) designed by Nasution et al. (2014) would be best-suited for the 
study. 
 

2.5! Customer(Experience(Management((CEM)(
“Managers are beginning to understand the importance of focusing on the customer experience 
and doing so in an integrative fashion.” (Schmitt, 2003, p. VI)  
�

Schmitt (2003) argues that traditional marketing, customer satisfaction and CRM-based 
approaches to connecting with customers have been the mainstay for the last few decades, but 
are not as effective as CEM because they are more engineering and logistics-driven, and remain 
product-focused and sales-oriented. 
 
The marketing concept focuses on talking about the benefits of the product or features and the 
differences in the product (differentiation) and treats customers as rational decision makers. 
Customer satisfaction equates customer satisfaction with customer loyalty and focuses on the 
expectations of the customer versus the performance of the product or service. Finally, CRM 
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uses databases and software to analyze data and thereby help organizations build relationships 
with their customers. However, this data and the focus of CRM remains transactional, and often 
the data captured is what is easy to measure and record, and not the less quantifiable 
information that usually helps in building an emotional bond with the customer. Most 
importantly, where building a relationship with the customer requires integration with a variety 
of touchpoints, CRM does not integrate across verticals such as advertising, promotions or 
special events. (Schmitt, 2003) 
 
While the marketing concept, customer satisfaction and CRM allows organizations to 
understand their customers better, each approach has a narrow focus on the customer and the 
organization’s interaction with the customer. CEM, however, focuses on a holistic view and 
looks at the total customer experience by looking at the product/service and functional 
transactions but also other factors that provide value during decision making, purchase and 
usage. (Schmitt, 2003) 
 

2.5.1! Defining(customer(experience(management(

CEM has been defined as the process of strategically managing the entire experience that a 
customer has with a product or service, and a company. (Schmitt, 2003) 
 
Haeckel, Carbone and Berry, (2003) find that customers identify different ‘clues’ during their 
experience with an organization or product, and filter these clues consciously and 
unconsciously to form a set of impressions about the experience. These clues are divided into 
two types: Mechanics (clues emitted by interaction with things) and humanics (clues emitted 
by interactions with people). Thus, they identify customer experience management as a process 
by which organizations present an integrated set of clues that, when processed in totality by 
customers, allow organizations to meet or exceed the customers’ expectations. They also 
advocate focusing on working with different parts of an organization to create an aligned 
customer feeling as an outcome of processing these clues in order to manage the customer 
experience. (Haeckel, et al., 2003) 
 
In addition, talks about the Branded Customer Experience, which is a carefully designed 
experience that is created by investments in service training, standards and processes so as to 
intentionally shape the customer to make it more predictable. This carefully-designed Branded 
Customer Experience allows companies to turn customers into advocates of the product or 
service, and differentiate from the competition by meeting customer needs consistently and 
creating a valuable difference for the customer. (Smith, 2001) 
 
Combining all the definitions by the various authors, CEM is best described as a process by 
which organizations can focus on creating a memorable experience for the customer, while 
consistently meeting all their needs through a careful and focused program. This program works 
on every aspect of the customers’ relationship with the product or service, at all touchpoints of 
interaction that the customer has with the company. 
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2.5.2! Touchpoints(

In Carù and Cova (2003) article, the authors argue that the consumption experience transcends 
the market offering and that the process of consumption is divided into four major stages: The 
pre-consumption experience, the purchase experience, the core consumption experience and 
the remembered consumption experience. These can be deemed to be various points at which 
the customer comes into contact with the company and its product or service. 

These points of interaction, or ‘touchpoints’, can occur at multiple points in time and across 
multiple channels in an organization, and can range from call-centers to sales clerks at the retail 
store. (Dunn & Davis, 2004; Zomerdijk & Voss, 2009). Meyer and Schwager (2007) go one 
step further by defining touchpoints as instances of direct contact between the customer and 
the product or service, as well as with representations of the product/service by the company 
or any third party. However, touchpoints are different from the clues that Haeckel et al. (2003) 
talk about. Zomerdijk and Voss (2009) differentiate between clues and touchpoints by stating 
that while clues and service encounters are what organizations plan for the customer, the 
touchpoints and customer journeys are what the customer actually experiences.  

2.5.3! Customer(Journey((

When customers interact with companies through touchpoints, the arc or path of these 
touchpoints experiences is called the Customer Journey. Customers form an impression of the 
product or services using the series of experiences across a journey and use these impressions 
to develop an idea of the value of the product or company. (Dubberly, Evenson, & Robinson, 
2008) 
 
According to Norton and Pine II (2003), the customer journey is a sequence of events that 
customers go through in order to gain an understanding of the company and its product or 
services. This sequence of events could both be the designed sequence prepared by an 
organization as well as the ad-hoc encounters they may have by themselves; and contributes to 
the overall experience of the customer. (Norton & Pine II, 2013) 
 
Organizations can prepare planned customer journey maps or diagram in order to plan and 
organize the customers’ experience at various touchpoints. These journey maps can be both 
simple or comprehensive cradle-to-grave diagrams and plans. (Richardson, 2010) 
 

2.6! Customer(Loyalty(
2.6.1! Defining(Customer(Loyalty(

At present, it has been found that there is still no agreed universal definition of customer loyalty 
(Uncles, Dowling, & Hammond, 2003). Nevertheless, according to McMullan and Gilmore 
(2008) the definition of loyalty most widely accepted is that of Jacoby and Kyner (1973), who 
illustrate loyalty as “the biased, behavioural response (i.e. purchase), expressed over time, by 
some decision making unit, with respect to one or more alternative brands out of a set of such 
brands, and is a function of psychological processes” (Jacoby & Kyner, 1973; p.1085). 
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Jacoby and Kyner’s (1973) definition, amongst others, has been heavily criticized by Oliver, 
(1999) who argues that all descriptions have been unsuccessful in providing a unitary one that 
includes the dependable three phases of cognition, affect and behavioural intention (McMullan 
& Gilmore, 2008). These derive from Oliver's (1997) previous study whereby he states that the 
notion of customer loyalty is an evolutionary process which consists of four-phases known as: 
cognitive (rational), affective (emotional), conative (a commitment to a goal by a customer) 
and action (the customer’s decision to act) (Fraering & Minor, 2013). Therefore, Oliver (1999) 
defines customer loyalty as “a deeply held commitment to re-buy or re-patronize a preferred 
product or service consistently in the future, causing repetitive same brand or same brand-set 
purchasing, despite situational influences and marketing efforts” (p.34). 

Despite the ambiguous definition of customer loyalty, in this occasion, it is best characterised 
by Oliver (1999). Essentially, loyalty can be investigated as either behaviourally or 
psychologically (Gurski, 2014). Although, throughout a variety of literature there is still an 
ongoing debate about customer loyalty being either two or three dimensional (Jones & Taylor, 
2007; Wieselquist, Rusbult, Foster, & Agnew, 1999). The one found to concur with Oliver 
(1999), is that of Jones and Taylor (2007) who underline loyalty as tri-dimensional consisting 
of behavioural, attitudinal and cognitive. 

Nevertheless, although all three are important forms of loyalty; behavioural and attitudinal 
loyalty have been highlighted to be more critical in the long run for a business (Mascarenhas 
et al., 2006), especially in regards to financial performance (Smith & Wright, 2004). Therefore, 
as the consumer dictates the profits of a business, the consumer’s loyalty is very important for 
a company’s growth (Chow & Holden, 1997). 

Nonetheless, in order for there to be loyalty, it is to be understood that there are determinants 
which create customer loyalty (Tarus & Rabach, 2013) 

2.6.2! Determinants(of(Customer(Loyalty((

Although researchers have stated that there is a declining trend in customer loyalty (Fraering 
& Minor, 2013), many companies still recognize the importance of retaining customers in 
today’s competitive market (McMullan & Gilmore, 2008). This is in accordance with 
Keaveney (1995) who highlights that customer loyalty is beneficial for both the customer and 
the company as it is a source of sustained competitive edge. Moreover, Yang and Peterson 
(2004) further highlight the significance; from that of a firm’s point of view, whereby a loyal 
customer willing to carry out repeat purchases with those who deliver value beyond their 
expectations. Whilst, from a customer perspective, becoming loyal to an organization means 
that it will incur less time and costs in searching new companies as well as in switching them 
(Yang & Peterson, 2004). 

Therefore, one of the main reasons why firms seek loyalty is to build stronger and more durable 
relationships with consumers (Duffy, 1998). This is pointed out by Straw (2012) who explains 
that the ability to form a positive relationship with a customer is key to short-term customer 
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satisfaction and in the long run to customer loyalty. Furthermore, customer loyalty provides 
organizations with a variety of benefits such as repeat or behavioural loyal customers that act 
as information channels and linkages to networks (Shoemaker & Lewis, 1999). Nonetheless, 
for there to be loyalty, researchers have been disputing that there are constructs which are 
determinants of customer loyalty. In addition, it has been emphasized that constructs affect the 
customers buying decisions in different ways depending on the industry and circumstances, 
therefore, the determinants of loyalty in one industry cannot be assumed to be the same in 
another. (Tarus & Rabach, 2013) 

Regardless of this, researchers have identified recurring constructs, the most common ones 
being: quality, value and satisfaction (Calisir, Basak, & Calisir, 2016; Fraering & Minor, 2013; 
Tarus & Rabach, 2013; Yang & Peterson, 2004). Principally, all constructs are either related to 
one another or there is a relationship amongst them. Quality, satisfaction and loyalty have been 
some of the most dominant relationships found in research. (Bei & Chiao, 2006) 
 
Customer satisfaction and loyalty have been associated to go hand in hand by many researchers; 
for instance, Hansemark and Albinsson (2004) explain that consumers who are satisfied with a 
company tend to be less price sensitive, purchase more products, are not influenced by 
competitors and remain loyal for a longer period of time. Similarly, Bearden and Teel (1983) 
highlight that satisfaction is an important determinant of loyalty, as well as of repeat sales and 
positive word of mouth. Both statements are in accordance with a number of authors who 
dispute that satisfaction is multidimensional and integrates cognitive aspects related to beliefs 
and expectations of a product/service as well as affective components such as emotions (White 
& Yu, 2005). In other words, it it as an “overall customer attitude towards a service provider” 
(Levesque & McDougall, 1996; p 14). Moreover, it is believed that satisfaction is a function 
between customer expectations and experience that depends on value  (Dahlsten, 2003).  Oliver 
(1980) best describes satisfaction as an emotive response following an expectancy-
disconfirmation experience involving an emotional process. Thus, a consumer’s attitude 
towards a product or service, for example, will affect their intention to perform various actions 
with regards to the product or service; meaning that customer loyalty can be affected by 
customer satisfaction (Bei & Chiao, 2006). 
 
Nonetheless, practitioners and researchers alike have suggested that purely satisfying 
customers doesn’t always guarantee customer loyalty (Reichheld, 1996). This is due to the 
nature of satisfaction being subjective, whereby a product or service can satisfy one customer 
and dissatisfy another (Arnould & Thompson, 2005). Therefore, it has been suggested by Pine 
and Gilmore (1999) that in order for there to be customer satisfaction and for it to be a 
determinant of customer loyalty, companies need to provide them with experiences. 

On the other hand, both quality and value have been recognized to be essential predictors of 
satisfaction (Cronin, Brady, & Hult, 2000). The notion is based upon Bagozzi's (1992) concept 
whereby it is suggested that a consumer’s primary service evaluation will lead to an emotional 
reaction which will generate a behavioural outcome  (Gotlieb, Grewal, & Brown, 1994). This 
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concept is in accordance with Cronin et al.’s (2000) study whereby it was found that quality 
and value do indeed lead to satisfaction. This is further supported by researchers, such as 
Athanassopoulos (2000), who describes satisfaction being hugely associated with value, which 
in turn is based on the combination of quality attributes such as price. 

Nonetheless, in regards to quality, it is to be understood that there is both service and product 
quality, service quality seemingly being the primary determinant of satisfaction. Yet, it has 
been recently recognized that product quality is just as important as it affects a costumer’s 
buying decision (Bei & Chiao, 2006). Service quality is described as being the comparison a 
consumer makes between the expectations they have regarding the service and the perception 
they acquire from the actual service performance. Whilst, product quality is focused instead on 
the tangible good an organization provides and the expectations and perception the consumer 
has of it (Parasuraman, Zeithaml, & Berry, 1994). 

Consequently, a study carried out by Bei and Chiao (2006) showed that service quality had a 
direct and positive effect on customer loyalty and also an indirect and positive effect on 
customer loyalty through customer satisfaction. Furthermore, it was found that product quality 
is also related both directly and indirectly to customer loyalty, yet it does not have to be related 
through satisfaction. Lastly, it is determined that customer satisfaction is built from quality but 
quality doesn’t always ensure loyal behaviour (Bei & Chiao, 2006). Still, it has been implied 
that value is stronger in regards to behavioural intention such as loyalty than satisfaction and 
quality (Cronin et al., 2000). 

Although quality, value and satisfaction have been accepted as the general constructs of loyalty, 
it has been argued that CX is key to developing customer loyalty (Klaus, 2013; Philipp Klaus 
et al., 2013). This is further reflected by Smith and Wheeler (2002) who state that organisations 
need to provide customers with a “branded customer experience” (p.15) because it is a powerful 
driver of customer loyalty. Berry and Carbone (2007) deliberate further that it is the consumers’ 
overall experiences with a company and the goods and services offered that conjures the 
awareness of value which determines brand preference. Consequently, when a consumer likes 
a brand or company and they are able to have a say in the delivery of the experience, they then 
become advocates for the brand or company (Duffy, 1998). 
 
Therefore, as suggested by Donnelly, Lynch, and Holden (2008), an alternative approach to 
creating customer loyalty is that of recognising customer experience as a key fundament in 
establishing loyalty. 
 

2.6.3! Customer(Experience(and(Customer(Loyalty(

According to Prahalad and Ramaswamy (2004), within Klaus et al. (2013) work, CX enhances 
business performance whereby an outcome is that of customer loyalty. This is further supported 
by Klaus (2013) who highlights Badgett et al.’s (2007) statement that companies who wish to 
create customer loyalty should begin by creating suitable customer experiences. In fact, Berry 
and Carbone (2007) explain that a consumers’ appeal to return to a business again is due to 
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how they feel about the overall experience they have and are provided; rather than from their 
thoughts about the firm’s products and services. Thus, the emotional connection is key between 
that of the firm and the consumer because it creates “a cohesive, authentic and sensory-
stimulating total customer experience that resonates, pleases, communicates effectively and 
differentiates the organization from the competition”. (Berry & Carbone, 2007, p. 26) 

2.7! Competition(

2.7.1! Competitive(Advantage(

When a firm is able to implement a value-creating strategy that neither current nor potential 
competitors can implement at that same time, it can be said to possess a competitive advantage 
over them.  When the competitors are unable to replicate the conditions or benefits derived by 
such a strategy, the competitive advantage can be said to be a sustained one (Barney, 1991). 
Thus, sustained competitive advantage depends on the unique resources and capabilities that a 
firm brings to competition in its environment (Barney, 1995) and can be said to exist when the 
competitors’ behaviour is unable to nullify the effects of the firm’s competitive advantage. 
(Porter, 1985) 

Researchers have also found that competitive advantage can be obtained in two broad ways: 
By the acquisition of unique resources or by possessing distinctive skills. However, Bharadwaj, 
Varadarajan and Fahy (1993) identify that these unique resources and distinctive skills allow 
the firm to perform various primary and secondary activities in its value chain in such a manner 
as to be able to derive either cost or differentiation benefits. This in turn allows them to deliver 
superior value to the customer. However, they also find that while superior skills or resources 
do not give a firm an automatic competitive advantage by themselves they provide the business 
an opportunity to leverage these skills and resources to achieve competitive cost advantages, 
differentiation advantages or both. (Bharadwaj et al, 1993)  

In order for a resource or skill to provide a sustainable competitive advantage, it has to meet 
four key requirements: It must be valuable, it must be rare among a firm’s current and potential 
competitors, it must be imperfectly imitable and there must not be any strategically equivalent 
substitutes for this resource or skill. (Barney, 1991) 

2.7.2! Customer(Value(

Customer Value has been defined as the perceived utility a customer obtains after investing in 
a product or service, from the perspective of the expectations that they have about the product 
or service (Huber et al., 2001).  These expectations can include such factors as product 
attributes, attribute performances and consequences of using the product or service that allow 
the customer to achieve any goals or purposes that would have been served through use of the 
product or service (Woodruff, 1997). 
 
However, it has also been argued that customers evaluate not just the transactional value of the 
product but also factor in other costs such as monetary costs, time costs, learning costs, 



Literature Review 

 17 

emotional, cognitive and physical effort, as well as financial, social and psychological risks of 
using the product or service against the utility received through use. (Huber, et al., 2001) 
 

2.7.3! Competitive(Advantage,(Customer(Value(and(Customer(Experience(

Johnston et al. state that the experiences and outcomes of the consumption process create value 
for the customer. Thus, by being a part of the process of using the product or service and 
consequently, the experience, the customer has a significant role in the creation of value. 
(Johnston, Clark, & Shulver, 2012). 
 
Customer experience is now seen as a source of customer loyalty and competitive advantage, 
and is a key strategic objective for many firms. Thus, by integrating customer insights into 
customer-facing processes and adapting their business model to factor in the customer’s 
perspective, companies can seek to improve the overall customer experience. (Badgett, et al., 
2007) 
 
Thus, it can be concluded that by engineering a better process which allows customers to be a 
part of the experience rather than passive consumers, companies can create better value for the 
customer, and thus gain a competitive advantage through increased customer loyalty. 
 

2.8! Growth(
Many researchers have attempted to analyse and explain the factors that are important in the 
creation of high-growth firms. While some cite the entrepreneur’s characteristics as primary, 
others attribute other factors such as networks or institutions in society at large. Some 
researchers have also concluded that firm growth is very complex and requires viewing through 
multiple perspectives. 
 
Andersson (2003) found that there are many factors affecting the high-growth companies - 
Entrepreneurs, the Firm, its resources and environment, its planning and strategy, the Sector 
within which the firm operates, and the macro environment within which the firm operates. 
Also, at the firm level, a clearly defined growth strategy, combined with a strategy based on 
environment was found to play a key role in aiding firm growth. 

(
2.8.1! Competitive(Advantage(and(Firm(Growth(
“Competitive advantage is at the heart of a firm’s performance in competitive markets.” 
(Porter, 1985, p. xxi) 
 
Porter (1985) says that competitive advantage is an ability that a firm’s resources and attributes 
endow it, that allow the firm to perform in a superior manner in comparison to its rivals in the 
industry or market. Barney (1991) states that by obtaining resources that are valuable, rare 
among the firm’s competition, and which cannot be imitated perfectly or have any equivalent 
substitutes, a firm can achieve a sustained competitive advantage.  
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Similarly, Coyne (1985) also mentions that capabilities are also central to sustained competitive 
advantage, apart from firm resources. By ensuring that the competitors do not have the same 
attributes in one or more key buying criteria, and that the competitors do not have the same 
capabilities as the firm, the competitive advantage can be sustained. 
 
Saloner, Shepard, & Podolny (2001) found that sustainable competitive advantage allows a 
firm to create and capture value, which is essential for it to prosper. According to Barney 
(2002), the above-than-expected value resulting from competitive advantage allows firms to 
obtain an above-normal performance.  
 
2.8.2! Loyalty(and(Growth(
Reichheld (1993) found that by gaining customer loyalty by delivering superior value to its 
customers allowed companies to gain market share and revenues while simultaneously driving 
down the costs of acquiring and serving its customers. However, to do this, companies have to 
first understand the relationship between customers and the way the business functions, and 
then be able to view in concrete terms the linkage between profits and loyalty. To achieve this, 
companies must focus on those customers it can deliver a superior value to, and make 
investments to improve service quality to these specific customers. Finally, Reichheld (1993) 
concludes that growth is only possible when they put creating customer value at the heart of 
their strategy and not maximizing profits or shareholder value.  
 
Edvardsson, Johnson, Gustafsson and Strandvik (2000) combine the works of Reichheld (1996) 
and Johnson (1998) to conclude that the sales and profits of a firm increase as loyal customers 
are retained longer. However, they also find that loyalty is earned differently for service 
companies, who have to ‘earn’ loyalty, and product companies which can ‘buy’ loyalty through 
pricing strategies but whose actual growth is fuelled by customer satisfaction. Gupta and 
Zeithaml (2006) found in their study that customer satisfaction and customer retention were 
strongly positively related, and concluded that customer retention helped drive customer 
lifetime value and firm growth.  
 
This is echoed in Smith and Wright's (2004) findings, which include the conclusion that sales 
growth is significantly positively correlated to customer loyalty and that customer loyalty is 
positively linked to firm profitability. The authors also conclude that a firm’s ability to satisfy 
its customers and retain their loyalty gives the firm a competitive advantage, resulting in better 
financial performance, and through this, growth. 
 
 

2.9! (Customer(Experience(Framework((
A customer experience framework (hereafter CEF) was developed by Nasution et al. (2014) 
from their academic journal; the customer experience framework as baseline for strategy and 
implementation in services marketing. A reason for CX models being developed is because the 
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focus has mainly been on managerial actions and outcomes instead of theories which underline 
the precedents and consequences of CX  (McColl-Kennedy et al., 2015). 

 Furthermore, researchers within service marketing have recently begun to contemplate 
customer satisfaction from the perspective of the experience service encounter which develops 
into the CEM concept (Nasution et al., 2014). This statement supports that of Schmitt (2003) 
who contends that customer satisfaction is no longer as effective as CEM. Therefore, CEF is 
deemed to be an applicable framework as the focal point is that of the customer’s journey 
throughout the experience and its touchpoints. 

The CEF model was generated from Swinyard's (1993) description of CX whereby it’s 
explained as the journey a consumer goes through, collecting a variety of perceptions and 
responses throughout the different touchpoints with the organization. The model was designed 
principally to depict the process of customer formation. Nevertheless, its other purpose is to act 
as a diagnostics tool to study the different attitudes and behaviours that customer have towards 
the organization regarding the experience (Nasution et. al, 2014).  

CEF has five stages (Figure 3) by which the journey begins with the values, wants and needs 
of the consumer, followed by the customer interacting with the marketing strategy which would 
then result in the customer having an experience or as mentioned before an emotional 
relationship (Laming & Mason, 2014) with the organization. During the third and fourth stage, 
the consumer will go through the so called touchpoints, or as highlighted by Nasution et al. 
(2014) pre-, during and post-consumption. Lastly, from the amassing of the different 
experiences the customer had, it would then determine the behaviour and attitude the consumer 
will have in the future towards said organization. 

(

Figure'3:'The'Customer'Experience'Framework'(Nasution'et'al.,'2014,'p.'257)'
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(

Therefore, this framework could be considered as a tool which can be used by both researchers 
and business practitioners in order to understand the consumer, CX, and also a guide on how 
to implement and maintain a CEM strategy.  

 

  

(
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(
3! Methodology+
This chapter will present and discuss the choice of selected methodology for this thesis. The 
choice of research purpose, research approach, and research strategy and data collection are 
outlined, as well as, the research criteria of the study.  
 

3.1! Research(purpose(
Kothari (2004) states that the purpose of research is to determine answers from questions posed 
via the use of scientific procedures, where the crucial aim is to “find out the truth which is 
hidden and which has not been discovered as yet” (p.2). This is in accordance with Saunders, 
Lewis and Thornhill (2007), who illustrate that a research purpose usually focuses on answering 
both the research question and research objectives of a study. Moreover, Saunders, Lewis and 
Thornhill (2009) proceed to explain that depending on how the research question is formulated, 
the purpose could take the form of either an exploratory, descriptive or explanatory study. 
Nevertheless, it needs to be taken into account that a research study may have more than one 
purpose (Saunders et al., 2009) and also that it could change throughout the study (Robson, 
2002). 
 
Therefore, with regards to the purpose and the research questions posed it was possible to 
identify that both an exploratory and explanatory study would be conducted.  
 
The purpose can be defined as exploratory as it was described as gaining a deeper 
understanding on how CEM enables growth. According to Saunders et al. (2009) an 
exploratory study is highlighted as a means to finding out or clarifying an understanding of a 
problem. Furthermore, it is usually carried out at the beginning of a study in order to identify 
possible problems in the study (Bryman & Bell, 2011). Whilst the explanatory study would be 
in conformity with the research questions, as highlighted by Bryman and Bell (2011), it is the 
study to describe how certain variables can affect others causing change and impact between 
each other.  
 
Due to the increasing interest in CEM, it is believed that this study could contribute to not only 
firms but research and business fields alike. 
 

3.2! Research(approach(
3.2.1! Deductive(research(process((

A deductive research process is considered to be the most common approach used in order to 
understand the relationship between the theory and research, whilst, inductive is referred to the 
use of findings which then arrive at a theory (Bryman & Bell, 2011). It is possible to dispute 
that it can be challenging to highlight which one to use in a study, thus, Bryman and Bell (2011) 
explain that instead one should see it as tendencies. For this particular study, it can be disputed 
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that there is a slight inductive approach as the field of Customer Experience management is 
relatively new still. Nonetheless, it mostly follows a deductive process, as the study uses prior 
research in order to help establish findings to the purpose of the thesis. Moreover, it is 
advocated by Yin (2003) that when carrying out a case study research it commends a deductive 
approach.  
 

3.3! Research(strategies(
According to Bryman and Bell (2011) there are five different research strategies that can be 
adopted in a study. They are known as: Experimental design, cross-sectional/social survey 
design, longitudinal design, case study design and comparative design. The mentioned designs 
can be implemented in an exploratory, descriptive or explanatory study (Yin, 2003); provided 
that it allows the researcher to gain the required knowledge to answer the purpose and research 
question of the study (Saunders et al., 2009). 
 
As a result of the study being a mixture of both exploratory and explanatory and the approach 
has been defined as qualitative; the design opted for is that of a multiple case study.  
A case study has been defined by Robson (2002) as “a strategy for doing research which 
involves an empirical investigation of a particular contemporary phenomenon within its real 
life context using multiple sources of evidence” (p.178).  

The reason to implement a case study for this thesis is to be able to gain an extensive 
understanding of the context of the research and its process (Morris & Wood, 1991).  
Furthermore, Saunders et al. (2009) highlights that apart from the strategy having the ability to 
generate answers from why, what and how questions; it is considered to be used specifically 
for exploratory and explanatory research. As such, multiple case studies allow for the 
comparison and contrasting of the findings and it encourages researchers to “consider what is 
unique and what is common across cases, and frequently promotes theoretical reflection on the 
findings” (Bryman & Bell, 2011, p.63). 

3.3.1! Multiple(case(study(

Yin (2009) describes the use of a case study as a deep and intensive investigation in order to 
acquire an insight and understanding of the phenomena which is new, not-understood or has 
not yet been analysed. Moreover, Saunders et al. (2009) reason that the main purpose of a 
multiple case study is to be able to establish “whether the findings of the first case occur in 
other cases and, as a consequence, the need to generalise from these findings” (p.146). 
Additionally, it has been argued that a multiple case study is more favourable than that of a 
single case study because there needs to be a strong justification for choosing a single case 
(Yin, 2003). The favourability of a multiple case study is that it improves theory building 
whereby the comparison of two or more cases provides the researcher with a better position to 
establish whether the theory will hold or not (Yin 1984; Eisenhardt 1989). Furthermore, the 
comparison may even provide concepts which could be relevant to an emerging theory 
(Bryman & Bell, 2011). 
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For the purpose of this thesis, it was opted to select both practitioners and organisations within 
a variety of different industries in order to examine how CEM is being implemented, whether 
there are visible differences and similarities and ultimately to understand whether CEM does 
drive growth. Our study is designed to be an in-depth investigation and aside from the 
outcomes, a case study can also be applied to develop new theories (Jacobsen, 2002), which 
would allow for us to contribute to both the academic and business field. 

3.4! Data(Collection(
In order to answer the research question and meet the objectives of the study, it is important to 
collect data from a variety of sources. This can include both data taken directly from the source 
as well as data from other sources. (Saunders, Lewis, & Thornhill, 2003) 

3.4.1! Primary(Data(Collection(

Primary data is new data that has been collected by the researcher directly from the source or 
through first-hand experience and then used or processed to derive information relevant to the 
study. (Businessdictionary.com, n.d.)  
 
Interviews, questionnaires and structured observation, among others are the most popular ways 
of gathering Primary data. Saunders et al. (2003) state that interviews can be either structured, 
semi-structured or unstructured (also known as in-depth) interviews. In a structured interview, 
there are a set of predetermined questions whereas a semi-structured interview uses a list of 
themes and a set of questions that need to be answered (Saunders et al., 2009). Finally, in an 
unstructured interview, a discussion is had with the subject without the use of a questionnaire 
but with care taken by the interviewer to have a clear idea of the information that needs to be 
captured.  
 
In this study, we will be using a set of semi-structured interviews with respondents to get an 
understanding of the subject area. 
 

3.4.2! Company(Selection((

In this thesis, two firms were chosen from within the furniture retail industry and railway 
industry. These particular organizations were found to either have a form of CEM strategy in 
place or were looking at implementing one, which aided us in supporting the theory of this 
study, as well as providing clear outcomes regarding the interlink of CEM and growth. 
Moreover, it was opted as well to include a customer experience consultancy company within 
the study, as it would contribute to the understanding of CEM and further support the data of 
the different cases.  

Also, apart from the companies and consultancy firm, an independent practitioner was included 
within the study because of their customer experience management background, which would 
further provide value to the thesis. Finally, the study was not focused on either the location of 
the organisations or the nationality of the practitioners because the purpose of the study is to 
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investigate whether CEM is being implemented and how. Furthermore, the interest of the 
research is to investigate the similarities and differences of the cases. 

3.4.3! Respondents((

In order to obtain the data for the study, it was important to establish that the participants had 
both good and relevant knowledge on the topic, which according to Kvale and Brinkmann 
(2009) is essential that a respondent has a good understanding of the subject. Therefore, we 
proceeded to send emails to the companies, the consultancy firm and individual with 
information regarding; who we were, what we were doing and what it was we were looking to 
accomplish. By doing so it was possible to ascertain who would be the best suited to take part 
in the study.  

Furthermore, it was noted that all respondents have different positions within the organisations, 
nonetheless, they were either working with CEM or had worked with it before. Moreover, it 
was opted to interview multiple respondents in order to be able to retrieve as much data as 
possible from different perspectives, which is in accordance with Bryman and Bell (2011) who 
argue that it’s not good to rely on a single respondent as they won’t know everything about the 
organization or topic. The number of respondents per case varied depending on whether there 
were multiple participants within the same or similar role and as mentioned before the 
knowledge of the topic. Below, a table (table 1) was created with all the participants’ name, 
position, company, industry and when the interview was held. 

Table'1:'own'creation'(2016)'of'respondents,'organisation,'industry'and'interview'date.'

Interviewee Position Company Industry Date of Interview 

Tian Tang Designer & 
Customer 

Experience 
Manager 

Tian Tang 
Design/ 

Company A 
& B1 

Various 
(design, co-

working 
space, 

delivery) 

29/03/16, 15:00, via 
Skype 

Jon Melin Customer 
Relations Manager 

IKEA Furniture 
Retailer 

04/04/2016, 14:00, at 
IKEA Helsingborg 

Jeroen Visser & 
Miles Cheetham 

Founding 
Directors 

CX NPD CX 
Consultancy 

Firm 

05/04/2016, 12:00, via 
Skype 

                                                
1 The companies Tian worked for have not been named on Tian’s request. Therefore, they are named Company 
A&B 
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Eddie Buglass Specialist 
Customer 
Relations 

Inter IKEA Furniture 
Retailer 

08/04/2016, 13:30, via 
Skype 

Johan Wistrand Customer 
Experience 
Manager 

SJ AB Railway 
Industry 

21/04/2016, 10:30, via 
Skype 

Tobias Pålsson Customer 
Knowledge 

Manager 

Inter IKEA Furniture 
Retailer 

26/04/2016, 07:30, via 
Skype 

 

3.4.4! Secondary(Data(Collection(

Secondary data is data that has been collected by a third party for their own use, which can be 
reanalysed to gain a better understanding of the research topic. Thus, secondary data can 
include raw data, reports and summaries. (Saunders et al, 2003). 
 
For the purpose of this study, we will be using collected secondary data about the case studies 
to strengthen the arguments and observations made.  
 

3.5! Interview(Process(and(Data(Analysis(
Due to our study being of a qualitative nature and us carrying out semi-structured interviews, 
it is therefore in agreement with Saunders et al. (2009) that a qualitative analysis will be 
performed whereby non-numeric data or data that has not been quantified will be collected. 
Then, the qualitative analysis will assist us to deduce conclusions from the data. 
 
A semi-structured interview guide was created (Appendix 2), using the theoretical framework 
of the thesis in order to perform all the interviews. The guide was designed to be semi-
structured as the aim was to explore the research topic as well as seek explanations regarding 
it. The interviews followed a set of themes and questions, nonetheless, Saunders et al. (2009) 
highlights that the order of the themes and questions could vary depending on the interviewee 
and the flow of conversation between them and the researcher, which would at times require 
the need for additional questions. This was found to be true within the different interviews, 
because although the questions were adapted to suite all, it was found that at times we would 
have to rephrase them in order to retrieve the needed data. This would be of agreement with 
Denscombe (2010) who describes interviews as being a very flexible method for data collection 
as it allows for modifications during them. 

All the interviews, apart from one which was face to face, were performed via Skype as the 
participants reside in different locations. Furthermore, the Skype interviews are considered to 
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be face to face interviews as well because they were mostly carried out using the video option 
allowing for the creation of a trustworthy environment and familiarity for the respondents. 
Jacobsen (2002) claims that by doing so the participants will be more willing to converse and 
provide the best responses. Additionally, all the interviews were executed in English so that 
there was no need for translating and also for validity reasons. 

Furthermore, the interviews performed were recorded and later transcribed, which according 
to Rowley (2012) is the best practice to carry out as it allows for the identification of key points 
as well as to understand the different perspectives of the participants and organisations. In 
addition, Saunders et al. (2009) further explain that as an interviewer we would not only be 
interested in what the interviewees say but also how they say it. Notes were also taken 
throughout the interview sessions in case “any practical details that might affect subsequent 
interviews” arose (Rowley, 2012, p. 267). 

Once the transcribed interviews had been finalized and given the green light by the interviewees 
we proceeded to analyse the data. Firstly, each case was analysed individually in order for us 
to retrieve and highlight the most important points and then we proceeded to carry out a cross-
analysis between the cases in order to compare and contrast the points.  Therefore, it is of 
agreement with Miles and Huberman (2002), that a cross-case analysis would provide the most 
relevant outcomes. 

3.6! Research(Criteria((
3.6.1! Validity((

Validity is a way of measuring or observing the integrity of the conclusions that are derived as 
an outcome of research. There are essentially four types of validity: Measurement validity, 
which examines whether the measure of a construct used in a study reflects the concept 
accurately, Internal Validity, which examines whether a drawn conclusion that establishes a 
causal relationship between multiple variables is accurate, External Validity, which examines 
whether the results of a study, and its conclusions can be extended or generalized beyond the 
scope or context of the study, and Ecological Validity, which explores whether the social 
scientific findings of studies are applicable to the everyday life of people and to natural settings. 
(Bryman & Bell, 2011) 
  
However, while Validity is best used to assess quantitative studies, for qualitative studies, the 
criteria that are used are Credibility in the place of internal validity, in order to confirm the 
believability of the findings, Transferability in the place of external validity, which assesses 
whether the findings can be used in other contexts, Dependability in the place of reliability, 
where it is examined whether the findings can be applied at other times and contexts, and 
Conformability in the place of objectivity, which evaluates if the values of the examiner have 
impacted the study and its results. (Bryman & Bell, 2007) 
 
Therefore, throughout the thesis, we have tried to ensure credibility in the cases by having 
detailed conversations that allow us to understand if the participants feel that the findings of 
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this study are credible and reflect what it is that they have observed. Similarly, we have tried 
to ensure Transferability by stating clearly all our underlying assumptions, and describing the 
context of our research as clearly as possible. Additionally, we have tried to follow a consistent 
data gathering, data interpretation and analysis process in order to maintain Dependability. 
Finally, we have documented the procedures we have used to gather our data in as detailed a 
manner as possible so as to ensure confirmability of the data gathered. 
 

3.6.2! Reliability(

According to Saunders et al. (2009) reliability is referred to the degree in which the data 
collection methods or the analysis process will allow for consistent findings. On the other hand, 
McKinnon (1988) defined reliability in a more general term, whereby the concern was focused 
on whether a researcher would attain data which was trustworthy or not. Bell (2014) further 
highlights that a study needs to rely upon credible sources as well.  

Nonetheless, LeCompte and Goetz, (1982) stress that reliability is also centred, to a degree, to 
which the study can be replicated by other researchers, which Shenton (2004) disputes that it 
is important for the process of a study to be explained in great detail for it to be repeated again. 
Nevertheless, reliability, according to Bryman and Bell (2011), can be adapted to as external 
and internal. External reliability can be referred to LeCompte and Goetz's (1982) discussion of 
replicability, as it has been highlighted that in qualitative studies it can be “subjective” (Bryman 
& Bell, 2011), whilst internal reliability is that of whether the researchers/observers agree to 
hearing or seeing the same thing whilst carrying out a study (Bryman & Bell, 2011). 

Therefore, throughout the whole writing process of the thesis and especially within the theory 
chapter, we ensured to use sources from renowned and reliable journal sites. Moreover, when 
collecting the data, we firstly researched the companies in order to determine whether CEM 
was either implemented or being implemented within them. We would proceed to contact them 
with an overall introduction of ourselves and what it is that we were doing. Once we were 
responded to, we would then provide the participants with the introductory chapter of the thesis 
and interview questions to give them a more in-depth understanding of the study. Bryman and 
Bell (2011) highlight that by providing a copy of the interview guide, it helps strengthen the 
reliability of the research. Moreover, during the period of correspondence, we would explain 
the steps of the interview and how the data would then be used in the thesis. This is in agreement 
with Robson (2002) who explains that it is necessary to gain approval and consent from the 
individual taking part in the study in order to acquire the data that they are able to give. 

Furthermore, by including the semi-structured interview guide in the appendices it concurs with 
LeCompte and Goetz (1982) and Shenton (2004), whereby it is possible for others to replicate 
the study. This also applies to our methodology chapter, through which we present a structured 
and detailed section so that it can be performed again. Lastly, the recording of the interviews is 
to be considered as well because according to Patel and Davidson (2011) it improves the 
reliability of a study as it allows for the researcher to continuously repeat the interview 
recording and remove errors and misunderstandings. This was further improved by us sending 
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the transcribed copy to the participants for them to correct and provide changes. Hence, all the 
above mentioned decreases the “subjectivity” of the study, furthermore, as this research and 
data interpretation is being carried out by two researchers, the reliability is further increased. 
Alternatively, a parallel form of reliability could be adopted as well, whereby, the interviewees 
participate in more than one interview, so as to raise the reliability (Morley, 2016). 
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4! Empirical+Findings+
This chapter will present the empirical findings collected for the study. The data will be 
outlined in reference to each individual case and divide into two sections; consultants and 
companies. A short summary of the participant and organization will then be provided for each. 
Semi-structured interviews were carried out either face to face or via Skype and were recorded 
and later transcribed. 
  

4.1! Consultants(
4.1.1! Case(1:(CX(NPD(

CX NPD is a consulting firm that specializes in Customer Experience and New Product 
Development strategies using CEM. The company was founded in January 2016 by Jeroen 
Visser and Miles Cheetham, and is headquartered in Slanting Hill, Newbury, UK. 
 
Jeroen Visser is the founding Director of CX NPD and is a successful international commercial 
director who has delivered high impact initiatives throughout his career. Jeroen specializes in 
driving initiatives from strategic ideas to launched propositions and has a broad skill set and 
experience covering strategy, business unit management, product marketing, national and 
international proposition launches, customer retention and customer care management, sales 
and distribution management, and program management. Prior to founding CX NPD, Jeroen 
has extensive knowledge of the mobile industry acquired through senior appointments in the 
Netherlands, Sweden, Ireland, Germany, UK and work experience in Europe, Africa and China 
with organization like Vodafone, Eircell and Unisource Mobile. 
 
Miles Cheetham is a director at CX NPD and has spent almost 30 years in the mobile industry, 
gaining extensive experience in product development, marketing, channel sales, strategy and 
innovation. He is an innovator with a deep understanding of Consumer, SME and Corporate 
environments. He has been known challenge existing thinking, led by example and deliver 
tangible results. He specializes in strategy, customer experience led product innovation and 
development, working with clients to adjust to the new realities of the digital world. Prior to 
founding CX NPD, Miles has been a consulting director at Jam ICT consulting, Chief 
Marketing officer at The Key Revolution and worked in such roles as Senior Innovation 
Manager at Vodafone and other telecom companies. 

Case%Details%

CEM(definition(and(why(CEM(
 
CEM, according to Miles, is an attitude that runs all the way through the business, and is most 
effective when each person or key stakeholder in the organizational process understands the 
impact of their actions and the value that their role and actions create for the customer. CEM 
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puts the customer in control of what they want to obtain by using the service that the company 
provides, and uses data and feedback from the customers to improve various aspects of the 
business to make them work more effectively to meet customer needs and to help the customers 
derive a greater satisfaction. 
 
Jeroen felt that CEM is a cross-functional way of improving the business, and looked at CEM 
as a continuous way of examining the way the organization interacts with the customer. This 
starts right from the stage where the product is defined to the way in which the customer comes 
in contact with the product or service, the way the sale is made, the service is offered, the way 
the product or service is viewed and used by the customer, the after sales service and finally 
the way the customer chooses to stop using the service or product. CEM uses this knowledge 
to deeply examine and improve every aspect of the interaction so as to better serve the 
customer’s needs and make the experience seamless. 
 
According to Jeroen, today features are no longer the main means by which companies can 
differentiate with each other and compete – technology today has allowed companies and 
competitors to quickly catch up with innovation either by replication or by helping companies 
develop credible alternatives. Adding to this, Miles shared that in his experience in telecom, 
price could not be considered an effective way to compete. Thus, they found that today it is 
getting harder and harder to compete, and reached the conclusion that customer experience was 
the only way in which a firm could effectively compete. 

CEM(in(the(industry,(and(other(companies(implementing(CEM(
 
Both Jeroen and Miles felt that the prevalence of CEM in the industry was not very widespread, 
and the scene could be considered immature. This was attributed to the nature of CEM, which 
is cross-functional and made it hard for companies to embrace, given that traditional companies 
are organized in hierarchical silos. Another hurdle to the spread of CEM was the short-term 
focus on profitability of many board members and shareholders who would look only at 
immediate returns in exchange for any investment. Given that CEM implementations produce 
results that are hard to quantify into financial data, it can be hard to convince most CFOs and 
shareholders and hence is only implemented in companies with visionary leaders. 

Objectives(/(Perceived(benefits(of(CEM(and(Methods(used(while(implementing(CEM(
 
CEM allows companies to better cater to customer needs by anticipating their needs and the 
ways in which the product or service is to be used, and coming up with ways in which the 
process of searching, purchasing and using the service is simplified. By looking beyond the 
short term financial benefits and looking at not just what the customer wants to do but also how 
they want it to be done and the place or space in which they interact with the company, the 
company can make themselves more relevant to the customer. For example, Dominos has 
embraced the pervasiveness of digital media to allow customers to order pizza in so many ways, 
and IKEA has used Augmented Reality to improve the product evaluation process for 
customers and improve the buying process. 
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CEM also allows for insights based on customer behaviour and allows companies to develop 
new products or features based on customer behaviour. For example, Vodafone came up with 
MMS and multimedia communication products by studying the needs of their customers. This 
resulted in a rapid increase of not only data package sales but also sales of phones with color 
screens and multimedia capability. Similarly, Vodafone Simply was a phone aimed at older 
people and senior citizens who were put off by the technical features of newer phones. The re-
engineered phone allowed them to not only keep using their phones but also indirectly helped 
Vodafone earn revenues through this usage. Similarly, insights from studying older customers 
led Jeroen to develop a product which combined a phone charger and a key stand, increasing 
the phone usage of customers. 
 
To implement these projects, Jeroen and Miles had used touchpoints basing on studies of 
customers, and had developed multiple customer journeys which contained these touchpoints. 
The behaviour and needs of the customer at each of these touchpoints was examined in detail 
and analysed to draw conclusions about customer needs, expectations and behaviour. 

Challenges(faced(while(implementing(CEM(
 
Jeroen felt that the conventional silo based structure of companies was a major problem that 
came in the way of good CEM. To overcome this, companies need to have CX teams which 
are cross functional, and perhaps a CX person at the C level (CEO/CFO) to help drive this. The 
second problem was that this commitment to CEM had to exist at all levels in the organization 
and not just at the top – often the vision did nor percolate down effectively, and resulted in 
people in non-sales and customer facing roles not having an idea of the impact of their roles 
and actions on the CX. 
 
Miles added that to counter this, CX needed to be a part of their objectives and measured as 
part of their goals, with rewards for driving good CX. Also, the thinking of CX needed to come 
from the product and process design stage – when every stage and every person is aware of the 
need for a good CX, then CEM implementations become vastly easy. 

Industry(trends(/(competitive(environment(and(How(CEM(helps(the(company(compete(
better(
 
Miles and Jeroen both felt that in the future, CEM was the only way in which a firm would be 
able to maintain competitive advantage. This is because pricing is not a sustainable way to 
compete as it erodes margins and in the long term is not very effective. Similarly, competing 
on features alone was not effective, as worldwide, competition has become very fierce, and 
technology has allowed competitors to replicate or replace features with better ones. Thus, 
building a strong feature set is no longer a guarantee that the company can maintain a 
competitive advantage. Thus, competitive advantage has to come from within the customer 
experience. By looking at what customers want and the way they want to use the product, a 
better experience can be build, adding to the competitive advantage. 
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For example, in the late nineties, Freeserve, a UK ISP gained massive market share by 
revolutionizing the way the customers could connect to the internet. By adopting a freemium 
strategy where customers could choose to browse for free in exchange for being exposed to 
advertising or paying to browse ad-free they understood customer needs and overtook the 
competition. Similarly, Apple makes using and upgrading devices and setting them up post 
upgrade painless and simple, helping customers choose Apple products for a repeat purchase. 
IKEA uses augmented reality to aid its customers in choosing the best product for their homes 
in a seamless and convenient manner, and reduces customer effort while augmenting their 
catalogue based sales. 
 
Overall, CEM is poised to really come up in the future as many companies have started 
realizing the importance of having a CX based strategy. Today most visionary companies have 
already embraced CEM, and the early adopters are starting to follow suit. Jeroen felt that in the 
next five to ten years, CEM would be a big thing and most companies would have a CX officer 
at the C level to help improve/drive their CEM. 

Advantage(gained(by(implementing(CEM(/(CEM(implementation(by(competitors(
 
In both the key instances given by Jeroen and Miles, by implementing CEM, Vodafone was 
able to not only anticipate the needs of the customer but also to tap into the way the customer 
wanted to be served – in the example of the data service, Vodafone in no way had a new 
technology but listened to their customers to understand how to position the service and how 
to tailor it to customers’ needs and make it more relevant to the customers’ lives, for example 
by creating a photo sharing and MMS application that met customers real world needs. This 
resulted in customers choosing Vodafone over the competition as this product was not only 
easier to use but also allowed them to use the technology in a way that they could understand 
(Ex: Photo sharing, instant messaging, multimedia messages for occasions like greeting cards, 
etc).  
 
Similarly, in the case of Vodafone Simply, the customers who were in the older age groups 
already had phones and phone connections. However the challenge was in getting them to use 
the phones – many just found the technology overwhelming and hard to understand how to use, 
resulting in lesser usage readily (ex: switching off the phone instead of putting it in silent mode, 
and then missing calls because they forgot to switch the phone on again). CEM allowed 
Vodafone to understand these challenges to tailor the usage experience to these needs, thereby 
resulting in a much easier experience for the target group, and a higher phone usage and 
customer loyalty (and revenues for Vodafone). Similarly, by offering value added tools and 
products like the phone charger which also doubled as a key stand, Vodafone demonstrated to 
its customers that it had them in mind and this resulted in a larger market share and higher 
revenues for Vodafone. 
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What(keeps(customers(loyal(/(What(do(customers(want/expect(today(and(How(CEM(helps(
the(firm(retain/build(customer(base(
%
In the telecom industry2 where Jeroen and Miles had spent a lot of their time, CEM helped 
drive repeated sales by making the product easily understandable, easy to use and more relevant 
to their personal needs. This was achieved by studying their usage patterns, behavior, the way 
in which the services and products were used and augmenting their usage experience through 
features or products that made it easier to consume the core service. 
 
By making sure that they can best address the individual need of the customer, companies can 
work towards building a better relationship with customers and retain them. To do this, 
companies not only have to look at the need of the customer but also where the customers are 
available and looking at ways in which the customer experience at each of these channels can 
be improved. This helps build a better connect with the customer base, more engagement and 
ultimately a stronger relationship as today most customers want a more personalized 
experience, want to be heard and want to be able to tailor things to suit themselves.  

What(the(company(does(to(drive(loyalty(
%
According to Jeroen and Miles, Loyalty was an outcome of multiple things – by driving a great 
CX, combined with using technology to build a product that was relevant to the customers’ 
needs, companies could build relationships with their customers, and this would be what it took 
for the customers to come back to the company again and again. An example of this would be 
the Vodafone Simply product, which was designed around the needs of older customers who 
found technology confusing. By studying customers and looking into not just their usage 
patterns but also their behaviour, Vodafone was able to design products and service offerings 
around their needs, which resulted in a more personal and relevant experience, resulting in 
customers using their phones more, resulting in a success for Vodafone. 
 (

                                                
2 Here it is refered to the telecom industry in the EU, primarily the UK where Miles and Jeroen have had 
extensive experience. 
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4.1.2! Case(2:(Tian(Tang(

Tian Tang is an industrial and user experience designer from China, currently residing in 
Sweden where she undertook a master degree in Child Culture Design and founded her own 
culture brand. Aside from being a designer, Tian also has experience in customer experience, 
whereby she previously worked as a customer experience manager for two different firms in 
Shanghai. Furthermore, she carried out a freelance project on customer experience in Sweden.  
 
Company A is China’s largest co-working space company that provides startups, small 
businesses and individuals with friendly and comfortable working space. The aim of the 
company is to create “space for people”, therefore the spaces are individually themed.  
Company B, on the other hand, is a developer and operator of online and offline service apps, 
with the aim to provide services to people’s everyday life. Tian worked with them on a 15-
minute food delivery project. 

Case%Details%

CEM(definition(and(why(CEM(
 
Tian’s definition and perception of CEM is that it’s a “continuous loop”, whereby there needs 
to be a constant analysis of “each touch point of the interaction between the company, the 
product and the customer”. Tian explains that the process when analyzing the interaction allows 
for the pin pointing of the most critical path for the customer, through which it is possible to 
then improve that particular touch point making it better for that customer. Furthermore, these 
improvements need to be monitored by the organization in order to measure the efforts made 
and also what is at present lacking. Tian describes the step she takes as firstly analysing the 
process, then she proceeds to discuss with the different departments what needs to be improved 
and what solutions should be implemented; followed by them measuring the impact of the 
solution to lastly begin analysing again, hence it being a continuous loop. 
 
The interest for CEM arose when Tian carried out a freelance project in Sweden specifically 
on the subject and found that it is truly the core of a business. This was further enhanced when 
she began working at Company A, whereby at the beginning the managers of the firm were not 
aware of what CX was, yet they knew that they needed and wanted to satisfy their customers. 
It was further highlighted that they did not have the mind-set to measure their work or had the 
organization to carry out a methodological research. Nonetheless, once Tian explained the 
concept of CEM, it was taken on board straight away as they saw the potential it would bring 
them. Tian highlights that CEM is important within every department, for example, the 
operation team at Company A would be required to think about how visitors should be 
approached. Whilst, the architecture team would need to consider for instance, where should 
they locate the space. According to Tian, this is all part CEM. 
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CEM(in(the(industry,(and(other(companies(implementing(CEM(
 
Tian clarifies that CX is still a very new topic for many, especially within the industry of co-
working spaces for startups. Furthermore, in Shanghai especially, there are hardly any customer 
experience manager positions as the perception of CEM is mainly seen as “how to make things 
nicer”. For example, in Company A they would do bits here and there to satisfy their customers, 
but it was not consistent as they did not know how to approach it or which methods to use in 
order to implement CEM. This all changed once Tian began working for them and organized 
it so that she could implement CEM in the organization. 

Objectives(/(Perceived(benefits(of(CEM(and(Methods(used(while(implementing(CEM(
 
While the methods implemented by Tian at Company A varied, one of the main objectives of 
the organisation and for the implementation of CEM was to build a community. The firm 
wanted businesses and individuals to use the spaces not just for “the desk” but for the people 
and community because they believe that this was a way to get the startups to network with 
each other and use this as a way to drive success. Therefore, an overall checklist was 
implemented in the company which was followed by all the different departments.  The 
checklist was designed by Tian and an example of why the checklist was created was due to 
the community objective. This mainly thrived from observation and the communication with 
the customers, for instance, they built an open space plaza in order for people to meet and talk 
together and enhance the feeling of being in a community. Furthermore, Tian explains that the 
other methods used to implement CEM in Company A were quality research and regular 
meetings with all departments as everyone was involved in designing the checklist. Also, 
during the meetings it was also about “how to build our space identity” which was another 
objective for the company when using CEM. 
 
Likewise, Tian provided another example of the objectives and methods implemented within 
Company B. The main objective for the firm was to reduce customer complaints and the 
method used to counter act this was primarily by implementing a customer rating option on the 
app. Apart from the customer rating option, Tian would work alongside the customer service 
team where they would look into customer complaints, specifically what it was they were 
complaining about and how they then could improve it. An example, would be that customers 
would complain about the usability of the app, thus, Tian would then collaborate with the 
product manager to improve it. Another example given was that of the delivery tools which are 
tricky to use, therefore, Tian would have to develop new prototypes to better them. 
 
Furthermore, Tian’s method was to also follow the customers on the app and see how they 
were using it and in what context. She also made sure to follow the delivery staff in order to 
identify and work on problems in the delivery process, thereby reducing the errors. Also, the 
other key objectives of Company B are to maintain their 15-minute delivery promise and 
increase the delivery orders. 
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Challenges(faced(while(implementing(CEM(
 
Tian believes that the key challenge faced within Company B was the communication between 
the customer experience design and the delivery staff. She highlights that it’s not only the 
customer that she has to keep satisfied but the members of staff as well, hence necessitating a 
lot of communication and understanding between her and them in order to help them deliver 
better. Tian learned that it’s about co-designing, meaning that “it’s not about me just sitting in 
the office but it’s about being in the field and talking with them and why it’s being done that 
way, it’s part of the process and the implementation”. Similarly, at Company A, Tian says that 
the management of Company A did not really understand the concept of CX, and thought that 
it was the same as User Experience, and it took a lot of convincing before the managers and 
various teams at Company A realized the importance of CEM. 

Industry(trends(/(competitive(environment(
 
Tian stresses that currently within the delivery industry there are no other competitors who 
deliver within 15 minutes. Also, she emphasizes that Company B is open 24 hours and does 
not charge a fee for the delivery, whereby “no company is currently offering fast delivery and 
for free”. Tian expresses that while the industry is immature, she feels that other competitors 
will soon catch up, and hence the organization is offering the service for free initially in order 
to establish itself and gain market share. This is enabled by the firm’s investors who allow it to 
use the ‘burn money’ strategy to execute this strategy. 

Advantage(gained(by(implementing(CEM(
 
The advantage of CEM is that it aids the organization connect with customer, yet, Tian, is also 
looking at how she can make the delivery people at Company B more effective and happy as 
they then will be happy to the customers. By implementing a CEM strategy, Tian was able to 
not only improve the delivery processes, but also make the process of using the delivery service 
effortless and familiar for the customers. This ensured that customers would stay loyal to the 
product and would use the delivery service more often. Similarly, at Company A, CEM allowed 
the various start-ups to settle in in a more organized manner, and reduced inconveniences while 
making the process of co-locating at Company A more customized to the start-up and allowing 
the start-ups at Company A to gain the maximum benefit possible by choosing Company A. 

Consequently, she stresses that CEM needs to be implemented both internally and externally, 
that is improving the processes keeping in mind not just customers but also employees as well, 
as employees who are happy and understand the importance of their work make for a better 
CX as well. 

CEM(implementation(by(competitors(
 
When Tian was asked regarding whether the competitors were implementing CEM, she 
highlighted that most competitors she was aware of confused CEM for user interface design.  
Nonetheless, she was unsure whether they actually called it CEM or had anyone in a CEM role. 
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Furthermore, she mentions that she was unsure whether they were being as systematic as the 
organizations Tian worked for. 

How(CEM(helps(the(company(compete(better(
 
Tian explains that it is the constant development of the system and the delivery system that has 
aided them when competing. This is especially focused on Company B, where she further 
explains that working out how the delivery staff uses the software and making the software 
faster has become a weapon in maintaining their edge. Also, she highlights that it is the 
connection between the delivery staff, the company and the customer that helps them compete 
because “it makes the customer feel like its not strangers coming to their homes every day. So 
we want to build this kind of connection, a human connection, so that they feel warm, so it 
makes it hard for them to leave our service”. Tian does stress that another edge to the business 
is their promise of delivering in 15-minutes, which CEM has helped them meet. 

What(keeps(customers(loyal(and(what(do(customers(expect(today(
 
Fundamentally, when it comes to keeping customers loyal and what they want and expect, Tian 
expresses that “the first thing is that you promised, you deliver what you promise. It’s basic, 
like you cannot break that”. Secondly, she highlights “human connection”, for instance, by 
having name tags for delivery personnel as well as uniforms in order for the customers to feel 
that they are connecting to a real person. Furthermore, Tian describes how the delivery 
employees always carry fresh currency for change on them, therefore, it’s all about “the small 
details” when it comes to the customer. Additionally, Tian expresses that due to Company B 
providing a very new and unique service they are finding that they have a good loyal base of 
customers as there are no obvious competitors. Likewise, Tian emphasizes that the delivery 
service provided is for free for the customers and instead the companies using the service will 
be charged. Tian explains that this will remain this way as it gives Company B that much more 
of a competitive edge. 
 
Lastly, Tian accentuates that customers want and expect Company B to provide them with 
quick and effective responses with regards to their complaints, thus it being a key focus for 
Company B in order to maintain them happy and loyal. 

How(CEM(helps(the(firm(retain/build(customer(base(
 
Tian states that “most importantly it is about developing the business all the time”, she explains 
that Company B are looking to evolve because of their customer base as they are no longer just 
ordering food to their homes but also to their workplace. The reason being, according to Tian 
is that in China people usually do not cook at home mainly because they either live in shared 
accommodation, there are no kitchen facilities and many do not want to cook. Furthermore, 
Tian discusses that many of them tend to eat on the go due to them having busy lives, therefore, 
Company B now provides delivery services to multiple locations as the customer base is 
growing rapidly. An example of how CEM was implemented, in order to introduce the multiple 
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location service as well as the “breakfast delivery” concept, was by carrying out studies based 
on capturing customer behaviour as well as retrieving customer feedback. This use of CEM 
then helped Company B to come up with more features or products to help provide more value 
to the customer. Tian adds further that when it originally was introduced she observed that 
consumers were not using the service as much, therefore, she applied CEM tools in order to 
understand what it was the consumers needed and wanted, thus creating the concept of 
delivering within 15 minutes. Tian adds further that Company B were aware of time being 
critical for their customers, thus, they provided the customers with an option to customise the 
time. Moreover, to further retain customers, Tian described how by using CEM she found out 
that customers are very health conscious, thus, Company B made sure to deliver from suppliers 
that provide healthy products. Lastly, Tian further highlights that throughout these different 
situations, the app was constantly redeveloped in order to fulfil the customer’s expectations. 
Thus, she contends that the firm is maintaining their competitive edge and unique selling points 
through the use of CEM. 

 (
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4.2! Companies(
4.2.1! Case(1:(IKEA((

IKEA is a Swedish furniture retailer, renowned worldwide with 328 operating stores in 28 
countries. The firm was founded by entrepreneur Ingvar Kamprad in 1943, with its first store 
opening in 1958 in Älmhult. The concept of IKEA is to provide home furnishing products at 
an affordable price by incorporating quality, function, value and design with the aim of aiding 
people live a better life in their homes.  
 
Presently, all stores operate under franchise agreements as it is believed to be an efficient way 
to build long-term benefits with the IKEA concept. The owners of both the IKEA concept and 
the worldwide IKEA franchisor is Inter IKEA Systems B.V. The aim is to support the IKEA 
vision by paying attention to the IKEA’s retailer’s needs, share ideas and solutions and 
ultimately provide tools and knowledge to help sell the IKEA product range.  
 
For this particular case, three IKEA employees were interviewed. The first interview was 
carried out with Jon Melin, who is the customer relations manager at the IKEA store. For the 
past 10 years, Jon has been working for IKEA, specifically with customer relations. 
 
The following interview was with Eddie Buglass, who is a specialist in customer relations and 
support for Inter IKEA Systems B.V in Delft, and has been working for the IKEA group for 17 
years. He has had a variety of different roles in IKEA and currently he is part of two different 
projects involving service products and an IKEA customer experience map. Prior to IKEA, he 
worked for two different kitchen manufacturer and retailers in the UK, with varying roles 
including: sales manager, branch manager and regional customer service manager.  
 
The final interview was with Tobias Pålsson, who is the customer knowledge manager at 
Global IKEA Retail Services in Malmö. He has been working for IKEA for 10 years and has a 
varied background, mostly within retail. He has a passion for service and the process of creating 
experience and at present, his role within IKEA is to help improve the multi-channel 
transformation. He is responsible for customer information, entailing how IKEA can utilize the 
customer data to strengthen the customer - company relationship, as well as for data insight, 
which aids improve the experience and relevance to the customer.  

Case%Details%

CEM(definition(
 
All three respondents have a different perception when it comes to CEM. Jon feels that CEM 
is more of a mind-set, where the customer is put first and foremost. He says that CEM is the 
way a larger company would be able to go back to being like a smaller company where every 
customer is important and treated well and catered to their every need. Thus, CEM is a way of 
meeting and then exceeding the expectation of every customer in a large customer base and 
catering to all the customers in a good way. In the case of IKEA, its about making sure that 



Empirical Findings 

 39 

customers leave IKEA with a very good feeling and wanting to return to the store for the next 
purchase. To do this, IKEA looked at why the customers came to IKEA and how best IKEA 
could cater to them. 
 
Similarly, Tobias’s perception is that he truly believes that CEM is really about understanding 
customers’ needs, wants and also meeting them from a company prospect. He explains that its 
not only about the experience and the understanding of their needs and wants, but its also about 
what it is they are offering the customer, therefore, its about addressing the needs by creating 
experience. Yet, he disputes that its not for the company to interpret whether “they are 
providing a good or bad experience”. Instead, he argues that “it will always be the evaluation 
of the customer and their experience/interaction with the company that will define whether you 
are providing a good or bad experience”.  
 
Eddie, on the other hand, highlights that IKEA is still “underdeveloped when it comes to our 
understanding of this”, meaning CEM. Nevertheless, his perception of CEM is that its 
composed of a variety of different things and clarifies it as being a circle. The CEM circle 
incorporates: from when an organisation connects with the customer and understands them; to 
then creating more personalisation; to having an overall customer database which then provides 
the firm with information regarding the customers’ purchase patterns which allows for the 
adaptation of offers making it “more personal for them”. He illustrates that many professionals 
consider CRM as taking care of after sales and having the “right systems in place in order to 
administer customer requests”, however, Eddie argues that CRM is part of the CEM circle and 
that CEM is much more than that. 
 
Consequently, Eddie’s assumption that there is still uncertainty with regards to CEM is in 
accordance with Tobias who emphasizes that its open to interpretation and questions the 
truthfulness when it comes to what is good or bad experience as “what might be perceived as 
a good experience for one person may be the opposite to another”. 

Why(CEM(
 
According to Jon, IKEA is currently facing the challenge of staying relevant to their target 
audience due to the change in the global markets and customer demographics. With the rise of 
e-commerce and the changing nature of customers’ preferences and the nature of demand 
shifting markedly, this is a threat to IKEA. Today, he feels, customers want better quality and 
lower prices and also want a different way of interacting with the product and the company, 
resulting in a challenge for IKEA. As Jon says, earlier companies used to be in the driver’s 
seat, but today, they need to listen to customers as the market isn’t what is used to be anymore. 
Today, customers need tailored personal solutions, which companies need to work with 
customers to co-create, thus putting the customer in the driver’s seat, and with the company 
more as a passenger in the back. 
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Correspondingly to Jon, Tobias clarifies that they need to be “different to the customers’ needs 
and wants” by creating value for them, therefore creating customer service, hence, he states 
that CX “is on the agenda”. According to Tobias, IKEA mainly focused on their product, but 
they realized and understood that it’s not just about the product but about providing a “wider” 
offer. Thus, he highlights that CEM will become important for IKEA as currently there are 
many changes taking place within the organization. This goes in accordance with Eddie, who 
highlights that “there is lots of things driving this whole customer experience management” 
and it is especially “gathering momentum within the IKEA world now”. 
 
The IKEA Group is aware of its importance and all the concepts driving CEM and although 
Eddie highlights that the organisation has had phenomenal success in the past, a huge shift in 
thinking has taken place in the company. One of the reasons for this shift in thinking is that 
IKEA has experienced a decline in young consumers and Eddie explains that it is because they 
have “a less unique offer then in previous years where we were super successful”. Moreover, 
he draws attention to the fact that “customers are becoming more and more demanding and 
expect more for less”, therefore, IKEA is being transformed into a multi-channel retailer in an 
attempt to decrease the decline of young consumers as well as trying to maintain their relevance 
within peoples’ lives and “meet them on their terms”. Consequently, Eddie believes that with 
the project and the shift in thinking, the company recognises the need to have the customer “in 
sight of things” and to look at the experience, as consumers have expressed their feelings 
regarding IKEA, thus Eddie stresses customer experience as being vital.  

CEM(in(the(industry,(and(other(companies(implementing(CEM(
 
Jon emphasize that IKEA per say has no one true competitor and Eddie highlights that “we are 
the only company the size of IKEA that are trying to change something” when it comes to 
CEM. Jon explains that many competitors who operate in competing segments have programs 
to retain their customers and compete better. For example, Åhléns or Jysk use certain methods 
to retain their customers, such as offers and localized positioning, while, IKEA is looking at 
what its competitors do for cues. The focus is on bettering themselves so as to ensure that the 
customers return to IKEA, and use the tools available (and designed) to stay as relevant to the 
customers as possible. With regards to other companies, Tobias further clarifies that at present 
many firms from different industries, not only within retail, are focusing on the topic of CEM. 
Nonetheless, Tobias stresses that “we are for sure not ahead of the game” when it comes to 
CEM, hence, Eddie believing that it will take a few years for CEM to “start to bed down” in 
both IKEA and other firms. Moreover, Eddie explains that within IKEA the mind-set has to 
change when it comes to for example the customer relations department as it is not just about 
handling complaints but more so about working “pro-actively to try to create the right 
conditions to still be connected with our customers and stay connected”.  

On the other hand, Tobias, explains that the current challenged faced by many is figuring out 
“what is a good customer experience” and “how do we generate that”. Moreover, he explains 
that there still is very little clarity regarding the “code” between how to measure customer 
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experience and the correlation between experience and customer satisfaction, as well as, 
between customer satisfaction, revenue and loyalty. Nevertheless, Tobias believes that within 
IKEA and other companies, it is not so much the experience but about providing hygiene 
factors as he believes that this is the key ingredient when it comes to understanding what it is 
they want to offer and “what are the technical qualities or the more rational parts in 
understanding what it is that needs to work”. For example, what are the drivers of 
dissatisfaction or what the enlighteners of a customer are, by providing factors such as these 
allows for a company to stand out from others. 

Objectives(/(Perceived(benefits(of(CEM(
 
According to Tobias the vision and objective of IKEA, is to become the leader in home 
furnishings and to be continuously relevant to people all around the world by providing the 
range at affordable prices. It is however understood by IKEA that in today’s market it is not 
enough to just provide a new range, it is of course also about providing a good experience. 
Tobias explains that what IKEA is looking to gain from creating a good experience is to attract 
new customers and retain existing ones. This is also further supported by both Eddie and Jon, 
whereby Eddie perceives CEM as essentially to understand the customer and Jon further 
confirms this by explaining that IKEA has tried to focus on customer relations and experience. 
Moreover, Eddie explains that the collection of data is key when it comes to understanding 
their consumers and also to aid them maintain relevance to their customers lives in order to 
meet them where they want to be met. Also, he stresses that at the end of the day, IKEA is a 
sales machine, and thus it’s all very sales orientated with the aim of increasing its market share, 
expand and grow as an organisation. 
 
Therefore, Eddie clarifies that one objective for IKEA is to know about their customers so that 
they can maintain their offers as current as possible.  
Hence, Jon accentuates further that CEM allows IKEA to tap into what its customers say, what 
they need and how they want to be treated and serviced in order to better serve them. This 
allows it to compete better and stay more relevant to the customer. IKEA realized earlier on 
that the focus for CEM was to re-forge the relationship with the customers it had, and this 
needed to be put on a higher priority than its need to focus on immediate numbers and profits, 
as knowing their customers and helping forge this relationship would give it the edge in the 
long run. Thus the objective of CEM was overall to be more relevant and accessible to their 
customers, and focus on having the right solution for the customer based on his/her needs in 
order to build a strong relationship between IKEA and each customer. 
 
On the other hand, Tobias considers that the ingredient in understanding CEM, are the hygiene 
factors, the ones which identify the “functional quality” or “emotional aspects” that can create 
value for the customer. He illustrates that in order to benefit from CEM, it is about finding a 
way to inspire, excite, emotionally connect and enlighten a customer to the firm as this creates 
value and believes then this way good experience can be created. Also, he stresses that by not 
pin-pointing these factors then “you will never stand out from the competition”. Consequently, 



Empirical Findings 

 42 

Tobias’s accentuates that it is very important to improve the bottom line and support the growth 
agenda. Thus, he explains that its also about understanding the different levels of experience.  

Methods(used(while(implementing(CEM(
 
When implementing CEM and the methods used at IKEA, Eddie stresses that he doesn’t think 
that it has yet been implemented as it is still being figured out. This is also mentioned by Tobias 
who explains that instead of a customer experience strategy, a multi-channel strategy and 
positioning strategy are in place at IKEA. Eddie explains that for the past 18 months, a global 
customer experience manager has been working on finding the direction in which the business 
should go and at present the process is still being finalised. Nonetheless, Eddie does highlight 
that there are a few things being applied, for example, the service business that they have, they 
are currently defining it further and establishing it as part of the integrated concept of a 
“seamless experience” for the customers. In furtherance, with the multi-channel strategy and 
seamless experience, Tobias explains that IKEA is ensuring that they are accessible via the use 
of apps, physical stores, pick-up points, ecommerce and customer support centres, allowing for 
a smooth integration of the channels thus enabling the customers to integrate with IKEA. Eddie 
provides an example of the smooth integration with regards to pick up points, which are being 
developed in order to overcome the accessibility issues so to bring “IKEA closer to our 
customers”. 
 
Although, Eddie explains that “there is a lot of stuff going on and nothing is really even the 
third of the way, it’s all in progress”, he mentions that within some of the markets there has 
been an introduction of customer experience managers. For example, in the UK, there is a 
customer experience manager who is presently working together with the service product offer 
and “how that connects to the home furnishings that we have”. Nonetheless, he emphasises that 
“the mind work continuous, we got one based foundation down but there is still a lot more to 
do”. Jon further adds to Eddie’s implementation whereby in order to cater to different customer 
groups, especially within the stores, a shopping experience manager, buying manager and a 
CX team were put in place. 
 
A further method being implemented regarding CEM highlighted by both Eddie and Jon, is 
that of introducing a “definitive IKEA customer experience map”. Eddie expresses that it is to 
be used in different ways to “develop things” and “keep sight of the customer”. This is further 
supported by Tobias who highlights IKEA’s initiative in creating a customer experience map, 
whereby they are taking inspiration from other organisations. Thus, Jon further describes that 
IKEA has tried to understand and map the various customer journeys and the decision process, 
and tailoring its processes, and offering new services based on an understanding of customer 
needs that was derived from deep conversations with different customers in various segments. 
The deep conversations allowed IKEA to understand the different expectations of the 
customers, their motivations and drivers of satisfaction and dissatisfaction and expectations at 
each step of the customer journey. This information was then used to tailor a new way of 
offering the IKEA experience and services. Moreover, IKEA has also re-examined its customer 
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base and looked at ways it re-categorize its customers, for example, living-together couples, 
couples with children and those living alone.  
 
Moreover, Tobias explains that IKEA is currently heavily investing in becoming “more data 
driven” with concerns in how they meet their customers. IKEA has understood that there needs 
to be further additions to the capability of communicating and supporting customers on an 
individual level as this is already being expected by many consumers. Moreover, further tools 
being invested on, underlined by Jon, are: employer branding, a checklist that the store 
personnel use to make sure that the staff provide the best possible solution to each type of 
customer, training, and analytics based feedback and monitoring. With regards to checklists, 
Tobias highlights that they are being implemented as well in order to help co-workers 
understand the relation between “how customer service and customer relations work”. 
Moreover, her clarifies that the checklist are also a way to amplify the IKEA offer and become 
relevant to people. 
Also, to further accentuate the statement, made by Tobias, regarding being “more data driven”, 
Jon describes that data based CRM tools are in place to help build better relationships with the 
customer as well as, a measurement and audit process to make sure that they are able to measure 
the customer experience at various touch points at each stage of the customer journey. 
 
Similarly, IKEA is examining the various pain points of the customer to understand how they 
could fix their processes or the way they operated to be more relevant to the customer and build 
a longer lasting relationship, resulting in a customer return. This CEM was used to structure 
and create a road map that would be used to guide IKEA to take strategic decisions and act 
based on the available options and scenarios. 

Challenges(faced(while(implementing(CEM(
 
Both Tobias and Eddie express that a current challenge is to do with the fact that there is still a 
lot of uncertainty with regards to “what is customer experience” and CEM. Eddie previously 
highlighted that CEM was still underdeveloped within IKEA and Tobias affirms this from 
attending previous events regarding the topic. Nonetheless, Tobias does express that although 
IKEA is not fully focusing on CX, yet, he does argue that they have been slightly ahead with 
this concept as they have “been listening to our customers”, and clarifies that “the voice of the 
customer has been important when it comes to how we design and develop our offer”. 
On the other hand, Jon explains that when working on implementing CEM within IKEA, the 
biggest problem faced was handling the mind-set of its employees. To many, CEM added an 
extra layer of complexity to their jobs, and this change was hard to implement. IKEA tried to 
implement CEM by looking at how simple each process could be made, and worked to remove 
all obstacles to this. This required employees to change the very way they looked at how they 
did their jobs, which was a huge challenge. To do this, IKEA not only trained its employees 
but also worked on ways to motivate them to embrace this outlook, and made a lot of 
investments to make this happen, such as training programs and investment into support 
systems and tools to help them. Similarly, Eddie expresses that the underdevelopment is also 
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due to the size of the organisation and the fast paced environment, which Eddie regards as 
tricky to balance the customer experience in. Furthermore, Eddie further suggests that it also 
has to do with the number of employees, trade, basic information systems and lastly with the 
emergence of the digital age and shift to online shopping that has forced IKEA to reconsider 
and look at other ways of approaching CEM. 
 
According to both Tobias and Eddie, a major challenge which has been faced is that of 
accessibility. Tobias addresses the aspect of providing “seamless” accessibility to IKEA’s 
different touch points, whilst Eddie talks about the physical IKEA stores. With regards to the 
stores he expresses that they are symbolised to be a “fun day out”, yet, “the mechanical sense 
process” allegedly “more people just can’t be bothered in engaging in it”. Hence, he explains 
that with the emergence of the multi-channel transformation program they are now taking 
IKEA into the development of online offers and integrating it with the stores.  
 
Lastly, Eddie discusses a challenge which is that of quality, he disputes that because IKEA has 
a low price perception whereby they strive to be “the lowest on the market for our products” it 
has affected how customers perceive them and the quality offered. Jon also highlights this 
challenge whereby customers do not associate IKEA with quality and no longer view them as 
a high quality dealer. However, this is a common problem throughout the industry, and is faced 
by Jysk and Mio as well. This is because the expectations of customers in terms of quality 
today have increased from what they were in the past, and customers want this increased level 
of quality at a great price. IKEA has looked at this as a challenge and has looked at the store as 
a source of inspiration for customers, challenging itself to inspire customers better.  
Furthermore, Eddie states that there are other things affecting the quality perception which is 
how they are merchandising within the stores. Seemingly, Eddie explains that “how we fulfil 
some of our service products can have an adverse effect on customer’s perception on the 
quality” and emphasizes that IKEA needs to focus on the little details as well, as it all falls into 
the “whole customer experience”. 

Industry(trends(/(competitive(environment(
 
With regards to industry trends and the competitive market, the three respondents have slightly 
different perspectives. Eddie describes that IKEA is continuously looking at competitors but 
believes that globally there isn’t another company that can be considered a “global competitor 
or in the same league”. He further discusses that within their different markets there are national 
competitors where they do indeed need to “keep an eye on”, hence, IKEA carries out regular 
competitive monitoring. Furthermore, Eddie also explains that he cannot identify “who has a 
better customer experience management” as he believes that many companies are in the same 
situation as IKEA when it comes to implementing CEM. Similarly, Tobias is of comparable 
agreement with Eddie regards to the implementation of CEM whereby he reiterates that 
although competitors are focusing on CEM, the challenge is that they are still trying to figure 
out what exactly CEM is; what would be considered “good customer experience” and how it 
can be measured. Nevertheless, in respect to competition, Tobias expresses that IKEA is not 
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looking at what the competitors are doing but instead they are looking to become inspired as 
the key focus for them is to fill in the needs and wants of their consumers. Therefore, according 
to Tobias, it is about translating the IKEA values and foundations through the multi-channel 
which reflect the needs, wants and expectations of today’s customers. 
  
On the contrary to Eddie and Tobias reflections, Jon discusses that IKEA’s largest competitor 
in the Swedish market is the Danish chain Jysk. However, he disputes further that IKEA does 
not have one sole competitor, instead, they have lots of singular competitors competing on 
various offerings and categories. This space is very competitive for IKEA as it has to stay on 
top of its customers’ minds in all these categories. This is measured annually by means of a 
yearly brand survey conducted within its customer base, which is used to gauge the strength of 
the brand building done by IKEA for each of its categories. Furthermore, IKEA keeps a close 
track of the industry and its competitors in each category of investors, and compares its 
customers’ satisfaction with its products in each of these categories. To compete better, IKEA 
has also approached geographies in a different manner. Instead of looking at its immediate 
geographical surrounding area, an IKEA store looks at an extended geography and tries to look 
at its market in terms of number of households in an extended area, and comes up with a 
strategy based on customer behaviour and customer needs of people from various sub-areas. 
Similarly, IKEA’s multi-channel strategy includes an ecommerce store and the orders in the 
same geography as a physical store’s area is not looked at as cannibalization but rather as a part 
of an overall way of maintaining a presence. This allows it to compete as one brand with both 
online and offline retailers who operate in its various categories. 

Advantage(gained(by(implementing(CEM(
 
 Eddie expresses that CEM is the future for IKEA whereby they will gain many advantages. 
He provides an example of the work IKEA did in the UK with regards to the kitchen segment. 
Originally, IKEA UK assumed that customers would plan out their own kitchens, which they 
did, nevertheless, IKEA found that competition incremented from independent kitchen retailers 
who were offering “a more bespoke one to one service”, which at that time they were not 
delivering. Hence, in order to compete with them, they introduced a bespoke service as well. 
 
A further advantage has been the management of customer information as there was a need at 
IKEA to “streamline our customer information management”. Eddie reasons that it’s to make 
it “robust enough” and also its a requirement to comply with the data protection within the 
different markets and also to prevent data leaks. Nonetheless, the usage and management of 
customer information has supported both the customer relationship and customer experience 
management in knowing what IKEA customers’ buy, want and how they shop. Eddie explains 
that there are many different databases within the organisation ranging from: selling, customer 
service requests, home delivery requests, etc. but, they are not interlinked, so they are trying 
“to simplify the customer information management onto one database that many different 
systems can pull from”. Thus, once the data is delivered that’s when it’s possible to “turn on” 
the customer relationship management and use the data to aid with the marketing, the 
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interaction with the customers and by giving IKEA broader visibility and support in order to 
see the full customer history.  
 
This is in symmetry with Jon who feels that IKEA’s competitive advantage is that they really 
know their customers very well as they have built customized products and services tailored to 
the geography it caters to. These include having a delivery services where customers do not 
have cars, an interior design consulting service to help customers to better pick products based 
on their home design, and an installation service for kitchens to help them set this up once they 
have decided on what to purchase. By doing so, Jon explains that it helps IKEA build upon its 
existing customers and build its relationship with them. 

CEM(implementation(by(competitors(
%
Eddie is not fully aware on the implementation of CEM of other competitors, nevertheless, he 
does provide examples of UK retailers such as John Lewis or Tesco which he believes are 
introducing it. With John Lewis he highlights that they have a “really good integrated offer” 
but admits that they have as many issues behind the scenes as IKEA and also he is not sure that 
they are as far ahead with CEM as IKEA thinks they are. On the other hand, Tesco’s, which 
according to Eddie they are not direct competitors, have used their customer loyalty card to 
their advantage. He further highlights that they are continuously growing both online and 
offline and have become good on their home offers. 

How(CEM(helps(the(company(compete(better(
 
Jon believes that CEM has helped IKEA compete better with the use of customer journeys and 
by working on the different touch points which the customers go through while making a 
buying decision. This has allowed them to make sure that they are able to meet the need of the 
customers at each of these touch points. This, along with insights gained by analysing customer 
data and having deep conversations with customers has allowed them to come up with service 
offerings that allow them to cater better and offer more value to different customers with 
differing needs, for each segment that IKEA operates in. IKEA has also redesigned its service 
and sales processes to take note of the stage of the journey the customer is in, and tailor their 
interaction with the customer basing on this. Similarly, IKEA is looking at what existing 
customers are saying and using data to identify ways to improve the after sales experience and 
trying to use the sale as merely one more point of interaction with the customer and not the end 
of a process, thus changing the after sales experience from just customer complaints to 
relationship building as well, to increase customer interaction and retention. IKEA is also 
extending the IKEA family loyalty program to the after-sales experience, and looking at the 
way they can build trust with the customer and build better relationships and an emotional 
connection. 

 
On the contrary, Eddie highlights that it really depends on the market with regards to how CEM 
helps the organisation compete better. Originally, IKEA UK were reluctant when it came to 
ecommerce, nevertheless, they found that when implemented sales grew 25% a year and it gave 
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a “new life to the IKEA brand” and according to Eddie it “reignited interest in the brand and 
drove people to the stores as well”.   
 
Moreover, with the immersion of pick-up points, Eddie emphasizes that it has taken IKEA 
further because by having a “sampler store” with a “display room and with an opportunity to 
pick things up” it allows those customers who live far from a store to “touch, feel, taste a bit of 
IKEA”. Also it has allowed customers to order the full range which they then can pick up at 
their local pick up point, therefore, the pick-up point supports and allows for a better customer 
experience. 
 
Lastly, although Tobias has highlighted that CEM is not yet a key focus for IKEA, he stresses 
that a major change was the recognition of widening their offer in order to be relevant. He 
expresses that it’s about meeting the customers’ needs and wants and not only focusing on the 
product aspect but really about starting to create individual experiences as “it is another way 
for us to differentiate ourselves in the market and thereby strengthen the relationship with our 
customer and in the end of course generate greater growth”. 

What(keeps(customers(loyal(and(what(do(customers(want/expect(today((
 
Eddie and Jon both highlight that at present what keeps customers loyal and what is expected 
and wanted by them is value for money. Jon explains that customers want better quality 
products at lower and more affordable prices. They both also agree that it’s about the 
experience the consumer has, Eddie for example explains that consumers want a hassle free 
experience. Also, Jon further illustrates that customers want to be able to have a say in the way 
the product/service is delivered to them, and co-create the experience of delivery. Today’s 
customers are more demanding, and have a lot of alternatives to go to, as they no longer want 
to be ‘sold to’. Instead, customers want the whole experience of searching, learning of, buying 
and using a product or service to be seamless and satisfying and want this to be done on their 
terms. Consequently, Eddie clarifies that this is all a major driver for the multi-channel concept 
and also a big driver in the transformation of the firm, whereby now they are open 24/7 allowing 
for hassle free experiences. 
 
Tobias on the hand, believes that customer loyalty and the customer expectations vary from 
company to company. However, he believes that trust is important, for example, he describes 
that during a service recovery process; if something went wrong in a service meeting, yet it 
was possible to recover, this would create more trust and loyal behaviour. Nevertheless, Tobias 
finds that there is no clear answer when it comes to loyalty because loyalty have been “put out 
of place” and IKEA as well as other companies are finding it difficult to identify what it is that 
“creates loyalty”. 
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(

What(the(company(does(to(drive(loyalty(and(how(CEM(helps(the(firm(retain/build(customer(
base(
 
According to Tobias the IKEA range is very important when it comes to customer loyalty 
because the “products are good designs and affordable”. From the IKEA perspective, it 
signifies the company’s identity and Tobias illustrates that it is an important ingredient towards 
customer loyalty as they are the only ones providing the range. This is further emphasized by 
Eddie who stresses that the products and the price are some of the major drivers towards 
customer loyalty. Whilst, Jon disputes that IKEA’s strategy is now focusing on soft values 
rather than financial profitability because they want to be seen as a “friend” rather than a 
company, therefore wanting customers to move from “liking IKEA” to “loving IKEA”. Jon 
explains that in order for this mentality to occur, they have been speaking to their customers in 
order to build a way to be more relevant to do them, which is also acknowledged by both Eddie 
and Tobias. Jon reveals that IKEA is now looking at the extend experience part, whereby 
combining the value added services with existing loyalty initiatives like IKEA family and the 
CEM program, IKEA has been able to reposition itself as more than a company, into a ‘friend’ 
of sorts, and a place to visit and hang out.  
 
Eddie further reiterates the importance of “relevance”, even though the firm has really good 
growth, their “mature markets” require a fresh approach and relevance. This has been mainly 
due to the constant lifestyle changes people have and the way they shop, by which, he believes 
that CEM will be the future as it will give them a lot of advantages. Thus, he argues that they 
need to “get it right to be able to pull the right information from our customers, to be able to 
meet our customers in the right way”, which all depends on “how, when and where they connect 
with us”. Therefore, Eddie highlights that in order for this to take place they need to have better 
approaches, solutions and ethos then the ones they currently have in the company. 
 
Therefore, they all agree that in order to drive loyalty, its to both collect and analyse all the 
customer information they retrieve from their databases. Jon highlights that IKEA Sweden has 
seen results from using these tools, whereby loyalty has increased, along with the market share. 
Eddie further illustrates that with all the databases, it has allowed for the adaptation of more 
personalised offers and membership promotions, granting customers to become loyal and for 
IKEA to retain them longer. This is also discussed by Tobias who reveals that a CRM program 
has been put in place which develops and defines the customers’ propositions. He highlights 
that this is important for IKEA when it comes to the offer and also the multi-channel program 
as it looks at business ideas, the vision of the company and how this can be implemented to the 
present-day, ensuring relevance and exceeding customer needs, wants and expectations. He 
stresses further that it’s all about understanding the customer, listening to them and involving 
them in the co-creation of the experience, therefore IKEA is currently investing heavily on the 
multi-channel transformation to develop customer experience which consists of solutions to 
websites, digital, etc.  
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4.2.2! Case(2:(SJ(AB(

SJ AB is a Swedish train company headquartered in Stockholm. SJ is the largest train operator 
in Sweden, and was created when the Swedish government spun off the Swedish state railways 
and public transport into private businesses in 2000. While it is still government owned, SJ is 
no longer a monopoly and competes with multiple train operators in various sectors/tracks of 
Sweden. 
 
SJ transports over 10,000 people daily and has an extensive operation that spans all of Sweden, 
with over 50% of its ticket booking coming from its website and apps. SJ offers multiple 
services including the SJ Night Train service, SJ InterCity service, SJ Regional service and the 
SJ High-speed trains.  
 
Johan Wistrand is a Customer Experience Manager at SJ and has worked in many organizations 
including Mobiento, IKEA, and his own consulting firm in a variety of roles including creative 
director, consultant and as a digital strategist. 
As part of SJ, Johan has been responsible for working on SJ’s CEM program in order to 
increase the online and offline customer experience and drive conversions on sales through the 
online and app platforms. 

Case%Details%

CEM(Definition(
 
Johan defined CX as a process of continuously listening to customers to understand their needs 
and taking steps to address their pain points by working with various organizational 
stakeholders to make the experience more convenient for the customer, attempting to build a 
better relationship with them. To create a good CX, the firm needs to invest in the right tools 
and listen in the right way, and then take steps based on the feedback, in an iterative process. 

Why(CEM(
 
Johan mentioned that the future was always an unknown, and that if they wanted to survive, 
companies had to adapt to change. However, this change was not always what companies 
anticipate, and thus, listening to customers and keeping an eye on the big picture was the only 
way in which firms could anticipate larger trends, and move proactively to take necessary steps. 
This allowed them to build better products and services to serve the customers better, and in a 
manner that customers wanted to be served. Similarly, companies have to really listen to what 
customer say, and take steps to understand their unstated needs to be able to connect with them 
and serve them better – something that CEM allows firms to do. 

CEM(in(the(industry,(and(other(companies(implementing(CEM(
 
Johan confirmed that many market leaders were already aware of the need for CEM and were 
taking steps to proactively implement this, and were switching to a service dominant logic, 
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often using the product being sold as a part of an overall experience rather than viewing the 
sale as the final objective of all activity. This involved re-imagining the way they were engaged 
in business, and looking at ways in which they were able to be relevant to customers. 

Objectives(/(Perceived(benefits(of(CEM(
 
In the case of SJ, SJ initially started looking at CEM as a way of improving their brand index 
rating, which showed them how customers viewed them. Examining CEM as an approach 
allowed them to understand that this perception had a larger impact – for example, as a way in 
which they could get customers to stay loyal to their experience and service, and travel by SJ 
again. This in turn allowed them to compete better against new competitors such as MTR, who 
otherwise posed a potential threat in the future. Similarly, investment in CEM was looked at as 
a way of improving their digital sales conversions, and as the company had switched to a mostly 
digital sales mechanism, this carried additional weight. 

Methods(used(while(implementing(CEM(
 
To implement CEM, SJ hired consulting agencies which surveyed existing customers and non-
customers to gauge their perception of the company, identified their pain and pleasure points, 
and used this information to construct customer journeys based on the touchpoints identified. 
They then posted this on an online tool, and set up processes to have this data updated regularly. 
This data was then used to work with the various stakeholders across SJ’s organization on the 
aspects of the business identified to be negatively impacting CX. 
 
Similarly, the customer journey and touchpoints identified were also integrated into the app 
and SJ’s loyalty program for an enhanced customer experience, where customers would receive 
prompts and notifications based on the stage of the journey they were in, such as a prompt to 
buy coffee or be offered free drinks for loyal customers once they had settled in and their tickets 
had been checked. 
 
Additionally, SJ has used its extensive database of customers to reach out to its customers and 
ask for product ideas, suggestions and recommendations on various aspects. It then engaged 
with the customers using this tool to identify various areas to improve and added new features 
and products as well, especially in terms of the digital (online) experience. 

Challenges(faced(while(implementing(CEM(
 
The main challenge SJ faced was in getting their employees to understand and come on board 
the CEM plan that the organization was implementing – this required a shift in the thinking of 
the employees and even managers, who needed some time and effort to be convinced. 
The other challenge was from the older customers that SJ had, who were used to things working 
and being in a particular way. SJ managed this by reaching out proactively to the older 
customers, engaging them in dialogue, and incorporating feedback from their discussions into 
their services. SJ also actively engaged with customers with accessibility issues/disabilities by 
involving various fora that represented them, and taking their feedback and inputs as well. This 
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feedback and inputs were then used to develop prototype products and offerings that were 
tested in the wild before being rolled into testing for future use in the mainstream ‘production’ 
system or processes. 

Industry(trends(/(competitive(environment(
 
When asked about who SJs main competitors were, Johan identified that he saw cars, and 
commute by cars as a bigger threat to SJ’s business rather than other train service providers. 
Due to the size of the country, many people often considered travel by car to be an alternative 
to a train journey, which SJ had earlier tried to counter using the ecological platform, presenting 
its electric train service as a more eco-friendly and faster alternative to cars. With the increasing 
popularity of electric cars, however, and recent innovations by Volvo (the SARTRE road train 
project), which allowed customers to leverage technology to make car travel faster and more 
fuel efficient, Johan feels that this ability to differentiate SJ as a better alternative to car 
journeys may soon not be viable.  
 
Thus, SJ’s business development team is now looking at alternatives, such as relooking at the 
core business model, and instead rephrasing SJ’s value proposition as ‘bringing people 
together’. To this effect SJ’s business development team is evaluating alternate technologies 
such as Virtual Reality as a way to enable this, and maybe identifying ways in which they can 
help people come together without even requiring a train journey. 

Advantage(gained(by(implementing(CEM(
 
Johan states that SJ aims to become a way of bringing people together, whether in virtual reality 
or physical. However, in terms of the existing business, Johan says that CEM has already 
helped SJ improve the way they connect to their customers, build better relationships based on 
their needs and stay relevant to them. By using CEM, SJ has managed to re-segment its 
customers and work on ways in which it interacts with different customers in different 
segments based on their specific customer journeys. The reworked segmenting has allowed SJ 
to focus on the segments that are the most valuable to its larger vision, and focus on these 
segments. This, in combination with the regular input-development cycle, allow it to deliver a 
much better and enhanced CX for its customers, thus allowing it to build better relationships, 
brand equity and eventually better sales. 
 
For example, the CX-driven rework of its digital systems such as website, app and booking 
process have already started paying off in terms of online booking – the firm has seen 
increasingly positive feedback about the revamped digital processes and increased sales 
conversions. 

CEM(implementation(by(competitors(
 
Johan said that while he did have an idea of what his competitors were doing, no other train 
operator, to the best of his knowledge, had a CEM implementation, as this was very costly, and 
required a large scale operation, and a large volume of customer data – none of which any of 
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the other train operators had. However, he did mention that Volvo’s SARTRE road train project 
was a threat that he could not ignore as this, in combination with the increasing prevalence of 
electric cars, would be a thing for SJ to watch out for. 

How(CEM(helps(the(company(compete(better(
 
SJ’s biggest challenge at the moment was their poor brand index rating, which the CEM 
implementation aimed at addressing. In combination with the change in brand perception and 
the value added by the various initiatives, Johann feels that SJ can hold off being overwhelmed 
by competitors like MTR Express3. Similarly, CEM allowed SJ to stay relevant to customers’ 
needs and break from the traditional view of customer satisfaction and quality - where 
companies worked to solve problems they thought their customers had – and understand the 
real problems their customers faced, and take steps to address them. This not only helps build 
competitive advantage, but also work on improving customer loyalty, and drive better sales 
conversions by focusing on the customer experience. 

What(keeps(customers(loyal(and(what(do(customers(want/expect(today(
 
Customers want value, and to have a larger improved and effortless experience. Johan feels 
that it is no longer about meeting needs, but about making sure that there are no inconveniences 
in the consumption experience – customers do not want to have to put up with inconveniences, 
and want an experience that is pleasant overall.  Customers also want to give inputs, and be 
listened to, so organizations should work with customers to create (co-create) a better 
experience for the customer, instead of focusing on wowing the customer. 

What(the(company(does(to(drive(loyalty,(and(how(CEM(helps(the(firm(build(customer(base(
 
SJ already has a loyalty program and a large customer database. This is used to send out 
mailers. However, SJ has used CEM to improve this using Adobe Campaign to not only 
automate but also improve the mailers that go out, making them more relevant and contextual. 
Similarly, this customer information is also linked into the digital system and the customer 
journey to drive an improved customer experience using contextual cues, and drive better 
engagement with the customer and make SJ more relevant and personal. 
 
By implementing CEM in conjunction with its revised segmentation, SJ firstly seeks to 
improve how customers view it and its services, and aims to be able to serve these customers 
in a better and more personalized way, resulting in a better conversion on sales, thus retaining 
its customer base and preventing them from switching to the competition. Secondly, by 
focusing on ways in which it can appeal to customers with specific needs in a way that would 
make it more relevant to them, SJ aims to appeal to more customers and increase its customer 
base. (
                                                
3 MTR Express is a Swedish subsidiary of the Hong Kong based MTR/ Hong Kong Railway Corporation 
Limited, which operates Hong Kong’s Mass Transit Railway and is also a major property developer and 
landlord in Hong Kong. According to Johan, MTR has a market capitalization of at least a hundred times that of 
SJ AB. 
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5! Analysis+
This chapter will present the analysis of the collected empirical data. Firstly, the data will be 
analysed by individual case and then a cross-case analysis will be carried out in order to 
highlight the main points and findings of the study. 
)
5.1! Within(Case(Analysis(
In this section, the cases will be analysed individually and referred to the theory from the 
second chapter. The cases are the two companies and the consultants, with the three consultants 
being merged into one case. The individual cases will follow a similar section format as in the 
empirical chapter. 
 

5.1.1! Case(1:(IKEA(

Customer(Experience(Management(Definition(
All three respondents from the IKEA Group identified CEM from a personal perspective, yet, 
it was found that there wasn’t a concrete inter-link as such between them. Therefore, it would 
confirm what many previous researchers have highlighted, which was that there is still a very 
unclear understanding of CEM (Klaus et al., 2013, Verhoef et al., 2009). It was specifically 
stressed by both Eddie and Tobias, that CEM is still a grey topic, whereby at IKEA it still is 
“underdeveloped when it comes to our understanding of this”, thus, confirming Klaus et al.’s 
(2013) statement of CEM being ambiguous. Furthermore, it is also in accordance with Tobias 
who believes that CEM can be interpreted differently, agreeing with Meyer and Schwager 
(2007) that its interpretation is too broad.  
 
Also, Tobias questions the truth of good or bad experience because according to him it varies 
from individual to individual. This concurs with Vanharanta et al. (2015), who draws attention 
to the fact that CX is subjective and overall it is personal and unique to an individual. Moreover, 
adding to the uncertainty, CRM, according to Eddie, is still considered by many professionals 
as the tool to use to care of after sales and to administer customer requests, which emphasizes 
Schmitt’s (2003) argument of it being the approach to connect with customers for the last few 
decades. Nonetheless, Eddie clarifies that it is actually a part for the overall CEM picture. 
Consequently, it highlights Klaus et al. (2013) further whereby he disputes that it is challenging 
for many to design a successful CX strategy.  
 
Regardless, it was however possible to find similarities between the respondents and 
researchers with regards to previous descriptions of CEM. All three respondents overall 
harmonize regarding the fact that it is about putting the customer first and understanding them 
when it comes to needs, wants and expectations. Thus, it goes along with Verhoef et al. (2009) 
whereby CEM is holistic in nature as it does “involve the customers cognitive, affective, 
emotional, social and physical responses” (p.32). Jon further underlines that CEM is a mind-
set where it should be about meeting and exceeding the expectation of every customer in order 
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for them to then return, for instance, to IKEA again. This goes in line with Eddie’s CEM circle 
idea, composed of a variety of different things from the connection between organization and 
consumer, to retrieving customer purchasing patterns, to adapting in order to make it “more 
personal for them”. Therefore, it can be related to Shaw’s (2005) description that CEM is 
generally an interaction between a company and consumer which blends an organization’s 
performance, stimulations and emotions evoked which are then measured against the 
consumer’s expectations throughout the whole experience.  
 
Although there may not be a concrete interlink with regards to the different perceptions of 
CEM, it is visible that all three respondents understand the importance of CEM. 

Objectives(and(Perceived(Benefits(of(CEM((
One of the key objectives for IKEA highlighted was to become the leader within the furniture 
retail industry and to be continuously relevant to consumers. All respondents understood the 
importance of CEM mainly because they had all witnessed the changing behaviour of their 
customers. Jon highlighted that “today, customers need tailored personal solutions” and Tobias 
further expresses that IKEA needs to be different and create better value for the customers. 
Thus, it’s possible to connect these notions with Kim et al. (2011), who mentioned that 
organizations were becoming more and more interested on the experience-based economy. 
 
 Furthermore, this is also relatable with Pine II and Gilmour’s (1998) identification of 
experience being as real of an offering as a product or service. Likewise, their statement also 
concords with the fact that IKEA has recognized the need of having the costumer “in sight of 
things” as well as looking at the experience. Eddie explained that consumers were becoming 
ever more demanding and expected “more for less” and highlights that customers have 
expressed their opinion to IKEA. Therefore, it is possible to connect this to Schmitt’s (2003) 
discussion whereby consumers need to perceive that they are being treated as rational decision 
makers. Hence, Eddie stresses that CX is vital, and even though at present they are focusing on 
their multi-channel approach, Tobias does emphasize that CX “is on the agenda”.  
 
Further CEM objectives being pursued by IKEA which encourages the implementation of 
CEM, is to be able to understand their customers. Jon emphasized that the benefits to be gained 
from using CEM is that it allows for IKEA to “tap into what its customers say, what they need 
and how they want to be treated”. Furthermore, he accentuates that CEM also allows for IKEA 
to compete better and stay relevant to their customers. Therefore, Garg et al.’s (2004) statement 
highlights that a benefit of CX is that it provides competitive advantage for a firm and results 
also in having satisfied and loyal customers.  
 
Moreover, IKEA had come to realize that the focus for CEM would aid them in re-forging their 
relationship with their customer giving them the edge in the long run. Consequently, it seems 
that the focus is to compete by providing long-term and emotional bonds with their customers 
through CX (Bitner et al., 2008).  Thus, the respondents highlight that the overall objective is 
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to be relevant to the IKEA customers, benefiting from building stronger relationships with them 
by using CEM.  
 
Moreover, another CEM benefit considered by Tobias, was that by inspiring, exciting, 
emotionally connecting and enlightening the customer, it creates value for them, thus allowing 
for the creation of a good experience. Accordingly, it confirms Huber et al.’s (2001) argument 
that consumers evaluate other factors than just the transactional value, such as emotional and 
cognitive efforts. Additionally, it also supports Nagasawa’s (2008) study whereby CX is 
defined as an essential intrinsic value. 

Methods(used(to(implement(CEM(and(Challenges(faced(
When the respondents were queried regarding the methods used to implement CEM, there was 
a slight variance of responses as to whether it was truly being put in place. Eddie believed that 
IKEA had not yet implemented it, as well as Tobias who highlighted that CX wasn’t IKEA’s 
main focus at present. This again can be referred back to CX still being an ambiguous subject 
for them, therefore, making it challenging to implement (Klaus et al., 2013). Instead, the multi-
channel strategy was accentuated, nonetheless, all respondents, however, did highlight that 
IKEA was introducing a “definitive IKEA customer experience map”. The reasoning to 
implement a customer experience map was in order to help “develop things” and to “keep sight 
of the customer”. Also, IKEA designed the map in order to help them take strategic decisions 
and to both be relevant and aid build lasting relationships with customers.   
 
Furthermore, it was discussed that the introduction of the map was developed by IKEA carrying 
out “deep conversations” with their customers, which helped IKEA understand their 
“expectations, motivations and drivers of satisfaction and dissatisfaction”. Thus, this 
accentuates the IKEA customer experience map further as IKEA had understood that customers 
form impressions of the product/service through their journey experience with a firm (Dubberly 
& Evenson, 2008). Additionally, a customer journey is a sequence of events that a customer 
goes through whereby partly the sequences can be prepared and designed by the firm (Norton 
& Pine II, 2003). Consequently, Jon points out that IKEA has mapped various customer 
journeys in accordance with the feedback from their customers.  
 
Further, the methods being applied to showcase the use of CEM are: the establishment of a 
“seamless experience” customer concept, introduction of customer experience managers, 
shopping experience managers, employer branding, checklists for employees, pick-up points, 
etc. All these methods were said to bring “IKEA closer to our customers” as well as help IKEA 
employees understand the relation between “how customer service and customer relations 
work” in order to then be able to provide the best possible service to the customer. Jon discusses 
that a challenge faced was that of changing the mind-set of employees with regards to CEM as 
it added a layer of complexity to their jobs. However, this was changed by providing training 
and motivated them to embrace it. 
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The mentioned methods can also be referred to as ‘touchpoints’ as it is what the customers will 
experience throughout their journey (Zomerdijk & Voss, 2009). Furthermore, Jon explains that 
CRM tools have been put in place as well to measure the customer experience at various touch 
points of the journey in order to help build better customer relationships. This addresses further 
Schmitt's (2003) argument that touchpoints need to be integrated in order to build a relationship 
with a customer.  
 
Nevertheless, IKEA being the size it is, which Eddie highlights as being a challenge as well 
when trying to implement CEM, has been experiencing challenges with regards to accessibility 
and the perception of quality. These are currently being resolved, the accessibility with the 
multi-channel transformation and the quality by having their customers look at the store for 
inspiration, whereby IKEA also focuses on the little details as it falls into the “whole customer 
experience”. 

Industry(trends(and(Source(of(Competitive(Advantage(
In the case of IKEA, the firm being able to establish itself as a market leader because of the 
past association, the way IKEA products are perceived as value for money and the breadth of 
product offering that IKEA has. While there are multiple firms that compete with IKEA on 
multiple categories, IKEA remains the one place where customers can go to in order to find all 
their needs under one roof, and at a price that is competitive. This ties in with Barney’s (1995) 
assertion that competitive advantage depends on a firm’s unique resources and capabilities and 
occurs when the competition is unable to nullify this competitive advantage.  
 
In that IKEA has no one true competitor with the same scale and breadth of operations, this has 
enabled it to establish a clear competitive advantage in the offline space. However, online, this 
advantage is nullified by the fact that checking out the competition no longer requires travel, 
which is the reason why IKEA has also been increasingly investing in an online presence as 
well. This way, IKEA is able to compete with multiple competitors in both the online and 
offline space. This is in line with Barney’s (1991) criterion of imperfect imitability and lack of 
strategically equivalent substitutes as a way of establishing sustained competitive advantage.  
 
Similarly, the competition is unable to nullify the Customer Value that IKEA has been able to 
provide through the strength of its customer relationships over time. Thus, the relationship that 
IKEA has managed to build has added an emotional cost to switching away from IKEA 
entirely, given that IKEA is seen by many as a ‘Swedish brand’, which gives IKEA another 
source of competitive advantage.  

Objectives(and(Advantage(gained(by(implementing(CEM(
CEM has allowed IKEA to work on being more relevant and have an increasingly improved 
interaction with the customer at each point of the customer journey – the focus has shifted away 
from competing in terms of price or product offerings to looking at what the customers said 
they wanted at each stage, and how they want the experience to be. This has allowed IKEA to 
identify new areas and ways in which they can better cater to their customers and come up with 
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service or product offerings like an interior design consulting service, a kitchen planning and 
installation service, a home delivery service for customers without cars, among others. This 
ties in with Bharadwaj et al.'s (1993) proposition that superior skills and resources, while they 
do not confer automatic competitive advantage, provide the business an opportunity to leverage 
them to achieve competitive cost and differentiation advantages, such as IKEA’s being able to 
provide value added services alongside its regular products, which its competitors are unable 
to. 
 
This has allowed IKEA to take back market share lost to many smaller players who were 
operating in these spaces, and be more relevant to their customers. In conjunction with their 
Loyalty program, IKEA has used CEM to become a better market player, and offer products 
tailored to the geographies it operates in, which helps it sustain its Competitive Advantage. 
These advantages, being un-imitable and lacking any strategically equivalent substitutes, have 
resulted in competitive advantage for IKEA as indicated by Barney’s (1991) research. 

How(CEM(helps(the(company(compete(better(
By implementing CEM and evaluating the customers’ experiences from the perspective of the 
customer journey and the touchpoints of interaction, IKEA has been able to glean a lot of 
insights about the different needs of the customers, and redesign its service and sales processes 
and offerings to be able to offer a better CX at each stage of the customer’s journey. Similarly, 
IKEA has used customer feedback to widen its product offering and come up with new service 
offerings to cater to differing customer needs.  
 
All these initiatives, put together with the increased investment in e-commerce and pick-up 
points have enabled IKEA to become more than a store, and progress on the path to making 
IKEA an experience by allowing customers to ‘touch, feel and taste a bit of IKEA’, and build 
relationships with customers to help IKEA stay relevant to customers today. This way, IKEA 
works with each customer to co-create an experience that is unique to that customer, which 
allows it to create a greater value for the customer (Huber, et al, 2001) and this in turn results 
in a competitive advantage due to the non-imitability and inability of the competition to 
substitute the source of the experience (Barney, 1991). 
 
This is also as discussed by Badgett, et al. (2007) who state that customer experience can be 
improved by integrating customer inputs into customer facing roles and adapting business 
models to factor in customers’ perspectives.  

What(keeps(customers(loyal(and(what(do(customers(want/expect(today(
In the case of IKEA, the respondents feel that customers are loyal to IKEA because of the 
quality of designs available, the affordable price point of the items sold and the variety of items 
sold under one roof. Key to this is the concept that IKEA provides good value for money. All 
the respondents feel that today this is central to what all customers want – value for money and 
a hassle free experience. Additionally, customers today are more demanding in that they want 
to have a greater control over the product and service and the way they are made available and 
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consumed, i.e. customers want things to be done on their terms. This is key to earning the trust 
of the customer, which then drives loyalty.  
 
This is in accordance with the findings of Bei and Chiao (2006) who state that quality, value 
and satisfaction are related to loyalty. By offering good quality products at a price point 
customers find reasonable, and having a quality of service, IKEA was able to drive loyalty in 
its customers. 
 
However, the respondents also indicated that this trend of loyalty was changing – customers 
today are more demanding than customers in the past, and today’s customers not only demand 
a higher quality of product and service at more competitive prices, they also want the process 
of purchase to be more streamlined and effortless, thus emphasizing Yang & Peterson's (2004) 
research . With the rise in e-commerce, the alternatives that customers have gone up, and the 
competition in the industry as well. This has put a lot of pressure on companies to innovate and 
stay more relevant to customers.  
 
This is in line with Bei and Chiao (2006)’s observation that service quality has a directly effect 
on loyalty and also an indirect effect on customer loyalty through customer satisfaction, and 
Klaus et al.’s (2013) observation that CX is key to developing customer loyalty.  

What(the(company(does(to(drive(loyalty(and(how(CEM(helps(the(firm(with(its(customer(base(
Before implementing CEM, IKEA had already invested in a Loyalty program called IKEA 
Family. This provided IKEA with a database of loyal customers, and their purchase data. In 
the past, IKEA had offered discounts and promotional pricing to IKEA family members in 
order to drive loyalty. However, post implementing CEM, this data has helped IKEA further.  
 
By having deep conversations with its customers and implementing CEM principles, IKEA has 
been able to identify new segments in its customer base, and the different needs of these 
segments. By studying these segments and their needs, IKEA has been able to not just tailor 
the products to the markets it caters to but also come up with new service offerings to cater to 
the needs of these segments, and redesign its processes to be more tailored to each segment and 
relevant to the customers in each segment by working on the way it interfaces with the customer 
in each stage of their interaction with IKEA up to, during and after the purchase.  
 
Additionally, IKEA has used its IKEA Family data to examine not only customer purchase 
behaviour but also used this to aid it in other areas such as improving the after sales experience.  
This has allowed IKEA to progress further in its goal of wanting customers to move from liking 
IKEA to loving IKEA by being more relevant to each of its customers, and being able to offer 
an experience that is tailored to the customer’s specific needs. 
 
Berry & Carbone's (2007) findings that customers’ appeal to return to a business based on their 
feelings about the overall experience, rather than the products or services, can be seen to be 
applicable in the case of IKEA. While CEM has helped IKEA tailor the products offerings local 
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to the area and offer value added services based on inputs, it is not these, directly, which have 
resulted in a gain in customer trust but rather the improvement in overall customer experience 
itself.  
 
By changing the way, the customers experience planning to buy at IKEA, the actual shopping 
experience, and the way IKEA integrates into each customers’ plans and experience, IKEA has 
been able to change the way customers view the brand, resulting in IKEA becoming more 
relevant to the customers. This has resulted in an increase in market share and customer loyalty. 
This is consistent with Duffy’s (1998) findings that customers become advocates of the 
company or brand when they have a say in the delivery of the experience. This is also in 
accordance to Prahalad & Ramaswamy's (2004) statement that CX enhances the business 
performance with customer loyalty as an outcome.  
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5.1.2! Case(2:(SJ(AB(

Customer(Experience(Management(Definition((
Johan’s definition of CX can be associated to a few CX descriptions which have common 
features. A focal point of Johan’s description is that it is important to listen to the customers in 
order to then understand their needs and wants, whereby the firm can then address the “pain 
points” so to create a more “convenient” experience. Thus, it is possible to affiliate it to 
Nasution et al. (2014) who described CX as the process of “acquiring, integrating and 
ultimately achieving fulfilment of their (customers) aspirations” (p.225). Similarly, Johan’s 
description seems to reflect that CX is perceived as being both a physical and emotional 
experience (Laming & Mason, 2014) and also, it has taken into account that there are different 
elements needed in order to strategize a good level of CX (Verhoef et al., 2009), such as the 
investment of tools.  
 
Therefore, it possible to highlight Johan’s understanding of CX as a process in which a firm 
focus on creating a memorable experience for the customer, by consistently meeting their needs 
with a set program (Haeckel et al., 2003; B. H. Schmitt, 2003; Shaun Smith, 2011). Also, it is 
possible to perceive that Johan is aware of the complexity of CX (Nasution et al., 2014) as he 
stresses it to be an iterative process. 

Objectives(and(Perceived(Benefits(of(CEM((
It can be agreed upon that Johan, is a manager that has understood the importance of focusing 
on CX (Schmitt, 2003) within SJ AB. He highlights that in order to survive as a company, it’s 
all about adapting to change, thus, emphasizing that there is a need to listen to the customers 
and to always “keep an eye on the big picture”. Moreover, he highlights that other organisations 
are also aware of the need of CEM and are actively implementing it, hence, highlighting that 
there has been a shift in focus for many firms (Maklan & Klaus, 2011; Klaus et al., 2013). 
Therefore, Johan discusses further that CEM allows firms to take the necessary steps to build 
a better product/service for the customer, by carefully listening and understanding the needs of 
the customer and applying them to connect and serve them better.  
 
At SJ AB, the objective of using CEM was originally to improve their brand index rating which 
allowed them understand how consumers viewed them. Additionally, SJ understood that their 
idea of what was great quality was not necessarily the same way their customers perceived 
quality and good service, and felt that CEM would allow them to truly understand the 
customers’ needs. Also, with the change in the competitive scenario with the arrival of a 
potential competitor who could easily become a threat to SJ, it was felt that SJ needed to look 
at ways in which they could not just compete better but also differentiate themselves and ensure 
that customers would stay loyal. CEM was seen as a way of ensuring these objectives. This is 
a viewpoint that is in accordance with findings that CX can enhance business further with a 
potential outcome of customer loyalty (Prahalad & Ramaswamy, 2004; Klaus, 2013; Klaus et 
al. 2013) and competitive advantage (Badgett, et al., 2007; Garg et al., 2014). 
 



Analysis 

 61 

Methods(used(to(implement(CEM(and(Challenges(faced((
SJ AB hired a consulting agency in order to help with the implementation of CEM, to survey 
their current customers and non-customers so to understand how they were being perceived. 
Moreover, they investigated as well the emotional points of the customer so to develop the 
customer journey based on the determined touchpoints. Thus this goes in accordance with 
Haeckel, et al. (2003) whereby SJ AB and the agency are integrating clues to be processed by 
the consumer in order for the organisation to either meet or exceed the consumers’ 
expectations.  
 
Furthermore, SJ AB made sure to work together with other stakeholders within the organisation 
in order to identify issues, hence, this then allows to create aligned customer feelings in order 
to manage the customer experience (Haeckel, et al., 2003). To further enhance the 
implementation of CEM in SJ AB, they used their customer database to reach out to them to 
retrieve opinions, thus engaging the customer with the organisation and identifying areas of 
improvement. Therefore, CEM helps the organisation understand the consumer better (Schmitt, 
2003). 
 
SJ AB has encountered challenges, especially at the beginning of the CEM implementation 
process, which involved the employees. It needs to be taken into consideration that although 
CEM is a core focus for managers it is still a complex topic (Nasution et al., 2014). Thus, it 
first required to be understood and then there needed to a mind shift from the employees, as 
well as, conviction from the managers at SJ AB.  
 
Another challenge presented itself in the form of their mature clientele who were used to a 
particular way of things functioning. Nonetheless, SJ AB applied similar surveying procedures 
in order to improve their experience and journey. 

Industry(trends(and(Source(of(Competitive(Advantage(
In the past, SJ was a government owned monopoly that was privatized in the early 2000s and 
has Sweden’s largest rail network, covering the maximum number of routes via high-speed 
rail. This, and its long association with Swedish customers gave it a competitive advantage that 
has allowed it to stay ahead of the competition. According to Barney (1991), this would be a 
source of competitive advantage as smaller players are unable to offer the same breadth of 
service that SJ does and are too new to be a threat to the longstanding relationship that SJ has 
cultivated with Swedish travelers over the years. 
 
However, SJ also looks at travel by cars, the rise in popularity of electric cars and innovations 
such as Volvo’s SARTRE road train as competition and a potential threat to its competitive 
advantage. Additionally, new competitors such as MTR, which is a Hong-Kong based Train 
Company that has expanded into the Swedish market pose a future threat to SJ as MTR has the 
financial resources to drive up its level of competition.  
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Thus, SJ has decided to invest in CEM and alternative technologies such as VR as a means of 
reinventing itself for its customers. This behaviour can be explained by Barney’s (1991) article 
which states that for a resource to be a source of competitive advantage it must be rare and un-
imitable by competition. The combination of SJ’s existing relationship with it’s customers, the 
breadth of its services and the investment into CEM and alternate technologies combine to give 
SJ an advantage that is not readily imitable and not immediately apparent to competition (thus 
preventing imitation or substitution). 

Objectives(and(Advantage(gained(by(implementing(CEM(
SJ looked at CEM as a way of changing the way that customers viewed the brand and as a way 
of allowing SJ to differentiate itself from its competitors, both current and future. Additionally, 
CEM is also being used as a tool to build a better relationship with its customers so that it could 
stay connected and understand the way the customer needs change over time, so that it can 
reinvent itself as and when needed. By using CEM, SJ has been able to revisit the way they 
have segmented and targeted users, identify new products, features and services that they can 
offer to customers in order to be more relevant to customers. Similarly, investment in CEM has 
also allowed SJ to not only increase their brand rating, but also sales conversions on their 
website and apps, which have increased dramatically. This is in line with Bharadwaj, 
Varadarajan and Fahy’s (1993) observation that unique resources and distinctive skills allow 
the firm to derive cost or differentiation benefits. These resources, such as wide network and 
better customer experience, allow SJ to then gain competitive advantage due to non-imitability 
and lack of substitutes in the market. (Barney, 1991) 

How(CEM(helps(the(company(compete(better(
By implementing CEM, SJ not only managed to improve their ranking on the brand index, but 
also improved the way customers interacted with them throughout the process of travel, starting 
from the journey planning stage to getting off the train. This was achieved by re-segmenting 
the customer base, improving the booking interface (website/app), followed by the smart 
campaign over email that was driven by customers to help with add-on products and services, 
followed by the use of CEM to model customer experience at all the touchpoints, and the use 
of the app and prompts to customers at strategic moments, and the use of customer feedback to 
remodel key features and services around the travel experience. This information is consistent 
with Barney’s (1995) observation that sustained competitive advantage depends on the ability 
to bring and exploit its unique resources and abilities in an environment.  
 
All in all, this has allowed SJ to reinvent itself and not only change the way the customers view 
the brand but also experience the service, allowing SJ to make the relationship with their 
customers even stronger, while providing a seamless experience with a relevant and timely 
service offering. SJ makes the travel experience more personal and allows them to co-create 
the experience in a manner which is personalized, thus adding more value to the customer 
(Vargo & Lusch, 2004), thus becoming more relatable and relevant to customers, resulting in 
competitive advantage (Barney, 1993). This has already been reflected in an increase in sales, 
and a gain in market share, according to Johan. 
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What(keeps(customers(loyal(and(what(do(customers(want/expect(today(
In SJ’s case, customers are loyal to the company because of their long association with SJ, and 
the fact that SJ has the widest rail network in Sweden. SJ has also used its loyalty programs in 
the past to tailor its services to better cater to certain types of travelers such as business 
travelers, holiday travelers, etc. However, at the heart of why customers prefer to travel with 
SJ is that it has been around for a long time, offers a convenient way to travel to many 
customers, and in many cases it has been the only alternative to its customers on certain routes. 
However, according to Johan, today customers demand value, and to be able to have a greater 
degree of control over the way the experience products or services, resulting in a shift from 
being consumers to experience co-creators. This gives the customers a higher degree of 
satisfaction, which in turn results in increased loyalty and repeated business and improved word 
of mouth. (Bearden & Teel, 1983). 

What(the(company(does(to(drive(loyalty(and(how(CEM(helps(the(firm(retain/build(customer(
base(
With the rise of many smaller competitors who compete in limited segments, the arrival of 
MTR as a potential threat to SJ’s position, and the rise in alternative technologies like electric 
cars, SJ has had to invest in CEM and look for alternate ways to maintain its position as market 
leader and retain this changing and highly demanding customer base. This is according to the 
findings of Yang and Peterson (2004) who found that loyalty is convenient to customers as it 
incurs less time and costs in searching for and switching to alternatives. By making itself more 
convenient and relevant to customers, SJ can be said to trying to make the cost and effort of 
switching away higher, thereby promoting loyalty. 
 
To do this, SJ invested in CEM by opening a dialog with its customers and studying them, 
resulting in initiatives to revamp the various touchpoints, such as the travel enquiry and 
purchase interfaces, an improved intelligent campaign-based non-intrusive sales process, the 
features and facilities available as part of the travel experience, and  a digitally aided experience 
enhanced tool (the smartphone app backed by business intelligence/customer data) that 
recognizes the customer and his/her journey and helps make it more personal. This has resulted 
in positive results for SJ, such as the increase in brand index ranking which was the main 
objective behind the CEM efforts, and a rise in sales conversion on their ticket booking 
platforms.  This is consistent with Berry and Carbone’s (2007) explanation that customers are 
loyal and return to a business when they have a better overall experience, and not because of 
the product or service in itself.
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5.1.3! Case(3:(Consultants:(CX(NPD(&(Tian(Tang(

Customer(Experience(Management(Definition(
All three consultants provided a description of CEM resembling that of Schmitt (2003) who 
defines it as a process whereby the entire experience of a customer is strategically managed. 
Nonetheless, Miles highlighted CEM as an attitude that should run throughout the business and 
it becomes most effective when the impact of the employer’s actions and the value their role 
plays for the customer is understood. Hence, it can be related to Shaw et al. (2010) who stresses 
it being continuously linked to emotions.  
 
On the other hand, Jeroen highlights it as cross-functional way of improving the business and 
further explains CEM as being a continuous way of examining how the business interacts with 
consumers, thus, it can be considered as a careful and focused program (Smith, 2001; Haeckel, 
et al., 2003; Schmitt, 2003). Similarly, Tian sees CEM as “continuous loop” whereby there 
needs to be constant analysis of “each touch point of the interaction between the company, the 
product and the customer”. This conforms as well with the fact that CX primarily entails of an 
emotional relationship between the consumer and organisation, which develops from the 
consumers’ responses to the business through the different stages of interactions or touchpoints 
(Verhoef et al., 2009; Zomerdijk & Voss, 2009; Nasution et al., 2014). Consequently, Miles 
emphasizes that CEM puts the customer in control with regards to their expectations about the 
product/service and with the feedback provided the organisation can then improve to meet their 
needs further. Jeroen concurs with Miles, that CEM uses the knowledge of the different touch 
points to analyse and improve the interaction between the firm and organisation, as well as, 
provide to the customer needs and create a seamless experience.  
 
Accordingly, it is possible to recognise that all three consultants understand CEM and also the 
importance of the customer journey (Berry, Carbone & Haeckel, 2002). 

Objectives(and(Perceived(Benefits(of(CEM(
Both Jeroen and Miles emphasize that at present the only way an organisation can compete 
effectively is by customer experience, as it has been previously demonstrated that the global 
market has become difficult to compete in (Gentile et al., 2007). Moreover, in the case of Tian 
one of the companies had never previously heard about CX, yet once they had understood the 
concept of CEM, the firm wanted to implement it as they could see the strategic component 
and success it could provide (Teixeira et al., 2012; Klaus et al. 2013).  
 
On the other hand, both CX NPD consultants highlighted that the benefits of CEM is that it 
aids companies cater to the needs of the consumers as well as become even more relevant to 
them. Thus, it highlights Bitner et al. (2008) whereby it was expressed that there is a need to 
look beyond the short term financial benefits, as at present organisations can no longer compete 
purely by providing a product. 
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Methods(used(to(implement(CEM(and(Challenges(faced((
CX NPD provided examples of organisations which have implemented CEM and the methods 
used. Nonetheless, Jeroen and Miles highlight that the methods used within the assigned 
projects were that of using touchpoints which aided to develop customer journeys. These 
touchpoints are examined with the behaviour and needs of the consumer, which aids conclude 
what the needs, wants and expectations are. Therefore, it concurs with previous research as 
well as it accentuates that both consultants have a clear understanding of touchpoints and how 
they help develop customer journeys (Davis & Dunn, 2002; Dubberly et al., 2008; Zomerdijk 
& Voss, 2009). 
 
On the other hand, Tian’s methods were to implement checklists for the organisation to use 
throughout in order to create and maintain a good experience, which can be compared with 
Smith’s (2001) Branded Customer Experience whereby the experience is created from 
investments in service training, standards and processes. Moreover, this can be related further 
to Tian working closely with the customer service team to counter act complaints. 
 
All three consultants highlight that there are a few challenges concerning the implementation 
of CEM. Jeroen stresses there is a need for CX teams and CX connoisseur at C level in order 
to drive CEM and also encourage CEM commitment throughout the whole of an organisation. 
Miles adds further, by disputing that CX needs to be part of a firms’ objectives and CX needs 
to develop during the product and process design stage, once everyone is committed to CEM 
then it easier to implement. These challenges are similar to those mentioned by Tian, who 
highlights that communication between departments when implementing CEM is essential. 
Also another challenge stressed by Tian is that the concept of CX still remains unknown for 
some, therefore, highlighting how challenging it is to implement a successful CX strategy due 
to its ambiguity (Klaus et al., 2013). 

Industry(trends(and(Source(of(Competitive(Advantage(
Miles and Jeroen felt that as technology permeated industry, technology or price as a source of 
differentiation would cease to be effective, and that CX would be the only way companies 
could compete. This was seen in the case of Freeserve, which introduced the freemium model 
to better serve their customers in the UK by understanding what they wanted, or in the case of 
Apple, which made the upgrade experience seamless for customers and make the products 
really simple to use, resulting in a repeat business. 
 
Tian mentioned her experience with Company B, where there were other firms trying to enter 
different segments of the home delivery market. The primary advantage that the company had 
was that it was the first mover in the market, had an established presence and had access to 
investor funding, apart from being the only company which operated 24/7. As part its strategy 
to ensure market dominance the firm had adopted the ‘cash burn’ strategy wherein it was 
providing its services for free as an introductory offer in order to capture maximum possible 
market share and establish market dominance before other competitors. These factors resulted 
in a competitive advantage for the company, as the competition was unable to replicate the 
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strength of the relationship with customers obtained by the company over time and could not 
compete with the pricing strategy that the company employed.  
 
This is in line with Porter’s (1985) observation that a firm sustains competitive advantage when 
the competitors are unable to nullify the effects of the firm’s competitive advantage. 

Objectives(and(Advantage(gained(by(implementing(CEM(
Miles and Jeroen spoke about the case of Vodafone, where Vodafone developed applications 
based on a study of how customers wanted to interact to design products that allowed them to 
use their phones to do the same. This resulted in a rapid surge in adoption of data connections 
and data-enabled phones in the UK, resulting in a much better experience for them, which 
further resulted in market leadership for Vodafone as it took over a year for competitors to 
catch up. This is consistent with Barney’s (1991) statement that competitive advantage occurs 
when a firm possesses unique skills and resources that competitors cannot duplicate or 
substitute them with other resources.  
 
Similarly, according to Tian, the objective behind implementing CEM at her workplace was as 
an alternative to the ‘cash burn’ strategy that the firm was currently employing, as it was not a 
sustainable one. In implementing CEM, the company was not only able to drive up efficiencies 
in its operations, but was also able to come up with new products or service variants based on 
customer feedback and inputs, which enabled it to provide an experience to customers that was 
more tailored to their needs and thus more relevant. As these service offerings were on the 
basis of feedback from the firm’s customers, these were unique to the company, providing the 
company with an advantage and a better way to compete in the market. These unique products 
as well as the advantage already gained due to the pricing strategy made it difficult for 
competitors to duplicate in entirety or substitute with an alternate offering, resulting in a 
competitive advantage as indicated by Barney (1991). 
 
Thus CEM can help organizations gain a competitive advantage by helping companies create 
a unique and non-duplicable experience for their customers. 

How(CEM(helps(the(company(compete(better(
As part of the CEM implementation, by focusing on the staff as well as the customers, the 
company was able to drive better efficiencies in its processes, thus enabling its staff to serve 
the customers better, leading to a better CX and giving the company an edge. By using the 
same delivery person for an area, the company looking at building a relationship between the 
delivery person and the customers in that geography, thus building a relationship with the 
customers by having the employee become the literal face of the company. This resulted in a 
more personal and unique relationship with the customers. Similarly, the company used 
feedback from customers to design new service offerings such as breakfast delivery and 
delivery to multiple locations that allowed it to become more relevant to customers and add 
more value to them as mentioned by Huber, et al (2001).  
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This value, aided by the relationship between the company and its customers allowed the 
company to sustain its competitive advantage keeping in mind an upcoming switch in pricing 
strategy. This has allowed the company to possess distinctive skills in the form of a product or 
service offering more uniquely tailored to the market and resources such as a deeper market 
understanding and better relationships with customers, resulting in competitive advantage 
(Bharadwaj, Varadarajan and Fahy, 1993). This is also seen in the case of Jeroen and Miles, 
where better CEM allowed Vodafone to design better applications which helped make the data 
connection product more understandable to customers, resulting in increased sales and thus, 
increased market share. 

What(keeps(customers(loyal(and(what(do(customers(want/expect(today(
Jeroen feels that customers today need to be served better and in a more personal way, at every 
stage of their interaction of a company or product. Companies need to not only focus on 
addressing the need of each individual customer but also look at where customers are available 
and how they want to be served, in order to build a more personalized experience. Customers 
also want to be heard and to be able to tailor things to suit themselves – and companies need to 
recognize this. 
 
Tian feels that the first thing that aids in Loyalty is delivering on the promise that is made to 
customer. Secondly, she feels that customers respond better to a ‘human connection’ i.e. 
making the customer feel more emotionally connected to the firm, by delivering a more 
personal service, resulting in the customer placing more value to the relationship. Finally, 
according to Tian, a quick response and resolution to complaints and problems helps the 
customers feel more listened to and trust the brand or company, resulting in loyalty. This helps 
reinforce the customer confidence on the quality and results in customer satisfaction. This is 
consistent with Yang and Peterson’s (2004) finding that Quality, Value and Satisfaction are 
three major determinants of Loyalty.  

How(CEM(helps(the(firm(retain/build(customer(base(
Jeroen and Miles spoke about the way in which Vodafone designed Vodafone Simply!, which 
was a product designed around the needs of older users. This was a phone designed keeping in 
mind the usage patterns of older users and their level of awareness and familiarity with 
technology. By doing this, Vodafone was able to allow these users to be able to use their phones 
more, resulting in not only more usage and higher revenues but also repeat sales of the product 
itself, which was an indicator of loyalty arising from the tailored customer experience. This is 
consistent with Athanassopoulos' (2000) conclusion that satisfaction arises from value, which 
in turn arises from a combination of quality and other attributes. Thus, better customer 
experiences result in satisfaction, which results in loyalty. (Pine and Gilmore, 1999) 
 
Similarly, Company B, where Tian worked, believed that in order to be more relevant to 
customers, they had to keep evolving, and offer more services that are based on customer needs.  
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While implementing a CEM based approach at Company B, Tian looked at revisiting and 
improving processes keeping both employees and customers in mind. In order to drive the 
concept of CEM into the minds of the employees, Tian worked with the employees across the 
organization and looked at ways to help them be more productive. This approach helped the 
employees deliver a better customer experience by being able to do their jobs more efficiently. 
This is in accordance with Bei and Chiao’s (2006) observation that service quality has a direct 
and positive effect on customer loyalty and an indirect and positive effect on loyalty through 
customer satisfaction. 
 
By working on customers’ feedback and inputs to identify new ways in which customers 
needed to be serviced, the company was able to come up with innovative service offerings such 
as breakfast delivery service, and improved the ways in which existing services such as 
breakfast delivery, delivery personnel having the change ready for cash payments and allowing 
customers to customize the locations to which breakfast was delivered were offered to 
customers so as to better meet customer needs. Similarly, the discussions with the customers 
were able to highlight that having a consistent delivery person for an area gave the customers 
a ‘human face’ to connect to, and made the service more personal as well.  
 
According to Tian, this was a big advantage that would help the company retain customers 
against efforts by competition in the present and future as well. This ties in to Duffy’s (1998) 
deliberation that customers become advocates for a brand or company when they like the brand 
and are able to have a say in the delivery of the experience. 
 
Similarly, at the co-hosting space company, Tian was able to make the transition into the new 
workspace smooth and effortless for the start-ups who were moving in, reducing their setup 
effort and making the physical office layout more relevant to their needs. Additionally, by 
designing the overall layout to allow more interaction between the companies in the premises, 
Tien allowed the start-ups to network better and make the most of the resources available in 
the co-hosting space, which was one of the key objective of the co-hosting space company. 
This allowed the start-ups to become more productive earlier and allowed the co-hosting space 
to earn a reputation as being a very start-up friendly destination, thus improving their market 
reputation and succeed in attracting more start-ups to their space/service. This is also in 
accordance with Bei and Chiao’s (2006) observation that service quality has a direct and 
positive effect on customer loyalty and an indirect and positive effect on loyalty through 
customer satisfaction. 
 
 (
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5.2! Cross(Case(Analysis(
In this section, the cases will be cross-analysed in order to compare whether there are 
similarities or differences between them. Tables were created in order to highlight the key 
findings for each of the cases. 
 

5.2.1! Customer(Experience(Management(

Customer(Experience(Management(Definition(
In all the three cases, it was visible that all the different organizations have a different viewpoint 
on what constitutes CEM (table 2). However, in spite of differences, there is an underlying 
commonality to the different definitions. Across the cases, all respondents agreed that CEM 
was about listening to customers and using the feedback iteratively to improve the customer’s 
experience at every point of contact. Thus, it relates with Laming and Mason’s (2014) 
description that CX is both a physical and emotional experience that takes place throughout 
different stages of interaction between an organization and the customer. In two of the cases, 
the respondents explicitly said that CEM was also a cross-functional endeavour, and in the case 
of SJ, the same was implicitly stated at various stages of the interview. 
%
Although, there are some similarities between the cases, it was also perceived that CEM was 
still quite a complex topic (Nasution et al., 2014) to describe, thus, it can be reiterated that 
CEM is still vague and also too broad of a subject (Meyer & Schwager, 2007: Klaus et al., 
2013). 

However, combining the various definitions of CEM as understood by the various practitioners, 
it is possible to see that this is similar in many aspects to the model defined by Nasution et al 
(2014) which starts by putting the customers’ needs wants and expected value at the core of 
the company’s business proposition, and then working to model a marketing strategy around 
these. This is followed by managing the interactions at various touchpoints to provide a positive 
CX at each touch point. This results in a perception of quality and trust based on the overall 
CX, resulting in an emotional relationship and therefore loyalty and competitive advantage. 

Table'2:'own'illustration'(2016)'of'respondents'CEM'point'of'view.'

+ IKEA SJ Consultants 
Customer 

Experience 
Management 

Definition 

1.!Putting the 
customer first and 
understanding their 
needs, wants and 
expectations. 

 
2.!A mindset of 

meeting and 
exceeding the 
expectation of every 
customer at every 

1.! Important to listen to 
customers to 
understand their 
needs and wants 
 

2.!Addresses pain 
points and create a 
more convenient 
experience by 
working with various 

1.!A cross functional 
way of improving 
the business 
 

2.!A continuous way 
of examining how 
the business 
interacts with the 
customer 
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interaction in order 
to get the customer 
to return again. 

 
 

organizational 
stakeholders. 

 
3.!Creates a better 

physical and 
emotional experience 
through an iterative 
process 

3.!A process that 
starts at product 
design and flows 
through the 
organization. 

 

Objectives(and(Perceived(Benefits(of(CEM((
Across the three cases (table 3), it was evident that CEM was implemented as a way of staying 
relevant to the customer by better understanding their needs and that companies felt that CEM 
would ultimately help them compete better and gain market share by helping build better 
products or services tailored to the customers’ needs and thereby have a better relationship with 
them. Hence, it confirming Bitner et al.’s (2008) concept of CX being strongly related to 
focusing on providing long-term and emotional bonds with the customer as well as it agreeing 
with prior studies whereby CEM is seen as an important strategy for firms in order to have a 
competitive advantage (Badgett, et al., 2007). 
 

Table'3:'own'illustration'(2016)'of'respondents’'objectives'and'perceived'benefits'of'CEM.'

 IKEA SJ Consultants 
Objectives behind 

implementing CEM 
1.! To become the 

leader within the 
furniture retail 
industry. 
 

2.! To be continuously 
relevant to 
consumers. 

1.!CEM would help SJ 
better the customers’ 
perception of them. 
 

2.!CEM would help SJ 
compete better 
(gain/retain market 
share). 

 
3.!To make the service 

more relevant to 
customer needs 
 

1.!To make the 
product more 
relevant to 
customers. 
 

2.!To increase market 
penetration and 
gain market share. 

Perceived benefits of 
CEM 

1.! To be continuously 
relevant to 
consumers. 
 

2.! To adapt to change 
in customer 
behavior 

 
3.! Understand their 

customer better 
and re-forge 
relationships. 
 

1.!To allow the 
company to keep an 
eye on the big 
picture and survive 
by adapting to 
change 

 
2.! CEM helps build a 

better 
product/service for 
the customer that 
allows the company 
to connect to them 

1.!To help the 
company compete 
better. 
 

2.!To be able to stay 
relevant to 
customers’ 
changing needs. 
 

3.!To help build a 
better product or 
service for 
customers. 
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Methods(used(to(implement(CEM(and(Challenges(faced((
While there were differences in the steps taken to implement CEM in all three cases (table 4), 
each case showed that the company fundamentally analyzed the different touchpoints of 
interaction with the customer. Moreover, the cases worked on improving the experience at each 
touch point in order to drive a better CX, often using feedback from customers to identify 
expectations at each touch point. This accentuates a clear understanding of touchpoints (Meyer 
& Schwager, 2007, Zomerdijk & Voss, 2009) from the cases and also its visible that the firms 
prepare “customer journey maps” (Richardson, 2010) from the retrieved feedback, 
emphasizing Dubberly, Evenson and Robinson’s (2008) study, whereby customers use the 
impressions formed from the experiences to form a value of the product or organization. 
 
Conversely, the common challenge all cases had was that the biggest challenge was to get the 
employees to understand the value of good CX, and to get them to be more participative in 
building this. This again illustrates that although it’s a managerial focus (Nasution et al., 2014), 
its still very complex and there are many elements that need to take into account, one being 
ambiguity, thus, it being challenging to design and implement (Verhoef et al., 2009; Klaus et 
al., 2013). However, SJ also highlighted the challenge faced in having to handle entrenched 
older customers who are used to having the product or service work in a particular way. 
 

Table'4:':'own'illustration'(2016)'of'CEM'methods'used'and'challenges'faced'by'respondents'

 IKEA SJ Consultants 
Method used to 

implement CEM 
1.!Multi-channel 

strategy 
 

2.!Deep conversations 
to study customer 
expectations 
resulting in CX 
Map based on 
touchpoints 

 
3.!Customer Journey 

mapping 
 
4.!Adding key roles to 

monitor and drive 
CX 

 

1.!Commissioned 
consultancy to study 
customers and non-
customers 
 

2.! Identified emotional 
needs of customers 
as well 

 
3.! Identified 

touchpoints and 
designed clues to 
meet/exceed 
expectations 

 
4.!Used customer 

database to reach 
out customers and 
take feedback on 
regular basis 

1.! Identified and used 
touchpoints to 
create a specific 
customer 
experience at each 
touch point using 
data and tools. 
 

2.!Used data from 
customer 
complaints to 
identify and resolve 
issues around pain 
points to improve 
experience and 
come up with new 
service offerings.  

Challenges faced 
when trying to 

implement CEM 

1.! Resistance from 
older employees 
 

2.! Complexity of 
organization the 

1.!Resistance from 
older employees 
and sections of 
senior management 

 

1.!Lack of awareness 
of CEM in the 
middle 
management and 
lower levels. 
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multi-channel 
organization 

 

2.!Faced resistance 
from older 
customers 

2.!No incentive for 
being customer 
centric in many 
roles as CX is not 
in KRAs/KPIs. 

 

5.2.2! Competitive(Advantage(

Industry(trends(and(Source(of(Competitive(Advantage(
While the source of competitive advantage differed from firm to firm based on industry, the 
common trends seen were that technology has allowed competition to quickly catch up and 
nullify many previous advantages that the firms had, and that customers today were more 
demanding (table 5). It was stressed that customers were often looking for the maximum value 
for money and demanding higher quality of product or service. This was seen in all the cases, 
with Tian’s and Jeroen and Miles’ cases highlighting how pricing and technology are no longer 
sources of differentiation for companies. Hence, it illustrates Badgett, et al., (2007) concept 
that customer experience is now a key source for competitive advantage, especially with 
regards to consumers being more demanding because by integrating them into the process, it 
allows for organisations to create better value for them and thus creating a better competitive 
advantage through customers being satisfied and loyal (Badgett, et al., 2007; Johnston, et al., 
2012). 
 

Table'5:':'own'illustration'(2016)'of'industry'trends'&'competitive'advantage'

 IKEA SJ Consultants 
Industry Trends 1.! IKEA is the market 

leader in the offline 
space and has no 
one clear 
competitor 
 

2.! There are multiple 
competitors in 
various segments of 
its range. 

 
3.! e-commerce is 

posing a threat to 
IKEA 

 
4.! The nature of 

customers is also 
changing, and 
IKEA is losing 
market share due to 
perceptions of poor 
quality 

1.!SJ has many 
smaller competitors 
who compete on 
smaller segments 
 

2.!Recently, MTR has 
entered the market, 
and has significant 
resources 

 
3.!Electric cars and 

other innovations 
remain a significant 
potential threat to 
SJ 

 
4.!SJ has had a poor 

brand index 
ranking, implying 
poor customer 
perception. 

1.! As technology 
permeates industry, 
features are 
insufficient to 
provide competitive 
advantage as 
competition can 
quickly 
copy/duplicate this. 
 

2.!Pricing is also not 
an effective way to 
compete. 

 
3.!Thus CX often is 

the only way to 
compete as it helps 
companies to 
connect and stay 
relevant to 
customers. 
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Source of 
Competitive 

Advantage till date 

1.!Multiple products 
and categories 
under one roof 
 

2.!Products are 
perceived as being 
good value for 
money 

 
 

3.!Competitive pricing 
 

4.!Emotional 
association as a 
‘Swedish 
Company’ 

1.!SJ has the largest 
rail network in 
Sweden 
 

2.!SJ has always been 
engineering-driven 
and has maintained 
high quality of 
service. 
 

1.!The companies had 
an existing market 
presence and 
customer base. 
 

2.!First mover 
advantage. 

Objectives(and(Advantage(gained(by(implementing(CEM(
What was common in all the three cases was that all the companies have been able to use CEM 
to build a highly personal experience for each customer or category of customer (table 6). In 
the case of IKEA, SJ and Tian, this was often caused by the participation of the customer in 
adding to the customization, resulting in a very personal experience for the customer in terms 
of how the service or product consumption experience was experienced by the customer. 
However, in the case of Vodafone Simply, this was done to a lesser degree given the nature of 
the product. This demonstrates that the objective of consumption is not always the product 
itself, rather its about the experience a consumer has, as it’s a process where they acquire, 
integrate and achieve the fulfillment of their aspirations (Nasution et al., 2014). 

Table'6:'own'illustration'(2016)'of'objective'and'advantage'of'CEM'implementation.'

 IKEA SJ Consultants 
Advantage gained 

by CEM 
implementation 

1.! Improved interaction at each 
point of the customer journey 
to help each customer in the 
way they need, how they 
need to be helped 
 

2.! IKEA has come up with new 
products to suit local market 

 
3.! IKEA has come up with 

service offerings to stay more 
relevant to different customer 
needs 

 
4.!The multi-channel strategy 

also allowed IKEA to be 
available to customers in the 
format of their choice – 
online or offline, and allowed 
customers to combine 

1.! SJ was able to 
successfully 
improve its brand 
index rating. 
 

2.! CEM allowed SJ 
to identify 
customer needs 
beyond the ‘hard’ 
needs. 

 
3.! CEM has allowed 

SJ to personalize 
the CX better, and 
make the travel 
experience more 
seamless. 

 
4.! CEM has allowed 

SJ to add more 

1.!Allowed Vodafone to 
design products that 
were more relevant 
to the appropriate 
customer segment, 
allowing customers 
to communicate 
better. 
 

2.! Increased penetration 
of market segments, 
and increase in 
customer base and 
transactions. 

 
3.! CEM allowed 

Company B to 
evolve new services 
and features to stay 
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elements of the two – 
something most competitors 
could not duplicate, resulting 
in competitive advantage. 

features and 
services and 
improve sales 
conversion online. 

more relevant to 
customers. 

How(CEM(helps(the(company(compete(better(
The main outcome of CEM has been that the companies have been able to gain a competitive 
advantage due to this customized and personal offering, which competitors have found hard to 
replicate (table 7). Consequently, as emphasized by Barney (1991) there are key requirements 
in order to sustain competitive advantage, those being it must be valuable to consumer, must 
be imperfectly imitable and no strategically equivalent substitutes. This can then be supported 
with Badgett, et al. (2007) that by integrating customer insights into the process it improves 
the overall experience and thus sources competitive advantage. 
 
In the case of IKEA, IKEA was able to gain market share by being available to customers in 
the way they wanted to experience IKEA, and by providing a tailored experience, making the 
brand more relevant to all customer segments. As a result, this can also be considered as a 
“branded customer experience”, which has been accentuated as a need that should be provided 
by firms (Smith & Wheeler, 2002). SJ was able to improve customers’ perception of its services 
and both SJ and Company B were able to buffer themselves against future competition by 
proactively investing in CEM. Vodafone was able to use CEM to develop new products which 
not only helped it offer services that were more relevant to customers.  
 
CEM also allowed all the companies studied to establish themselves and settle themselves in 
their respective markets against competition, current or potential by studying the needs of their 
customers and working to serve this need in a personal way. 
 

Table'7:'own'illustration'(2016)'of'how'CEM'helps'compete'better'

 IKEA SJ Consultants 
How CEM 
helps the 
company 

compete better 

1.!Resulted in a completely 
unique and relevant CX 
to each customer, 
resulting in increase in 
market share 

(
2.!Allowed customers to 

have an experience that 
was specific to them, 
making IKEA more 
relevant 

 
3.!Was able to create a 

value proposition that 
was impossible for 
competitors to duplicate 
as they did not have the 
breadth of products as 

1.! SJ has made the 
travel experience 
more personal 
and relevant. This 
is something the 
competition does 
not offer. 
 

2.! SJ’s services have 
been improved 
and new 
features/services 
have been added 
based on 
feedback. 

 
3.! SJ can now focus 

on segments that 

1.! For Vodafone, 
resulted in a data 
product that was 
more relevant to 
customer needs, 
resulting in increased 
sales and market 
dominance. 
 

2.!Vodafone’s ‘Simply’ 
product allowed older 
customers to be able 
to use their phones 
better by 
understanding their 
specific needs. This 
resulted in increased 
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well as the relationship 
with customers.  

 

are more 
important to it, 
and profitable, 
and offer better 
service to those 
customers. 

 

sales and more 
transaction revenue. 

3.! Company B was able 
to anticipate 
customer needs and 
offer new relevant 
services.  

5.2.3! Loyalty(

What(keeps(customers(loyal(and(what(do(customers(want/expect(today(
Across the cases (table 8), it was observed that quality and value for money are consistent needs 
of customers, who also want to use products or services in a way that is convenient to them, in 
a way that was seamless and reduced effort from their end. Customers also want a more tailored 
experience which incorporated their inputs or is customizable. Therefore, the statement of 
customers seeing quality and value as a need, slightly differs from that of Berry and Carbone 
(2007) emphasis that the consumer’s appeal to return is not related to their thoughts of the 
product or service. Nonetheless, it does on the other hand, highlight again the advantages of 
the whole “branded customer experience” (Smith & Wheeler, 2002) which exemplifies that the 
cases recognize customer experience as a fundament in order to drive loyalty in today’s market, 
due to the consumer’s behaviour (Donnelly, et al., 2008).  
 

Table'8:'own'illustration'(2016)'of'what'keeps'customers'loyal.'

 IKEA SJ Consultants 
What keeps 

customers loyal 
 
 

1.! Higher quality and 
competitive prices 
 

2.!East and hassle free 
experience 

 
3.!A customized 

experience that is 
more personal 

1.!Customers demand 
Value 
 

2.!Greater degree of 
control over the way 
they experience the 
product/service 

1.! Customers want to 
be served better 
and in a more 
personal way, at 
every stage of 
interaction with a 
company. 
 

2.! Customers want to 
be heard and to 
tailor things to suit 
themselves. 

What(the(company(does(to(drive(loyalty(and(how(CEM(helps(the(firm(retain/build(customer(
base(
In all the cases (table 9), it is visible that all the companies have used CEM to better understand 
their customers, resulting in a redesign or products or services to make them more relevant to 
the needs of the targeted segments. Therefore, it is visible that all cases create suitable and 
customized experiences in order to create loyalty (Badgett et al., 2007).  
 
In the case of IKEA and SJ this has even resulted in the organizations revisiting the way they 
segment and approach their customers based on their behavior or place of origin.  
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Overall, CEM has allowed all the organizations to create a very personal experience for each 
customer, often involving interaction or inputs from the customer, resulting in an experience 
that is tailored to each customer at each point of their interaction with the company or product, 
resulted in great customer satisfaction. Accordingly, it agrees with the proclamation that when 
providing “branded customer experience” it drives loyalty (Smith & Wheeler, 2002), also, it 
highlights that when consumers like a brand/organization and they are included in the process 
of the creation of their experience, it encourages them to become “advocates” for the 
brand/organization (Duffy, 1998).  
 
Moreover, it is further highlighted in the cases that this has allowed the companies to build 
emotional relationships with the customers resulting in the customers staying loyal, further 
resulting in increased revenues or growth for all the firms. Hence, it further accentuates that 
the customer’s appeal to return to a firm is due to how they feel with regards to the overall 
experience encountered (Berry & Carbone, 2007). Moreover, by having an emotional 
relationship concurs with Berry and Carbones (2007) concept which is that it creates that 
“cohesive, authentic and sensory-stimulating total customer experience that resonates, pleases, 
communicates effectively and differentiates the organization from the competition” (p. 26).
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Table'9:'own'illustration'(2016)'of'how'CEM'helps'build/retain'customers'

 IKEA SJ Consultants 
How CEM helps 

build/retain 
customer base 

1.!New customer 
segments based on 
geography and 
customer behavior 
helps to create a more 
personalized 
experience based on 
customer type, need 
and segment 

2.! Reworked experience 
at each touch point, 
from pre-sale to post-
sale helps make a 
more tailored 
experience, resulting 
in returning 
customers. 

3.! IKEA has been able to 
gain market share and 
become more relevant 
to the customers as 
customers now co-
create their 
experience, making it 
hard for competitors 
to offer something 
similar. 

 
 

1.!New customer 
segments based on 
type of travel and 
behavior helps SJ 
tailor the experience 
better through better 
service and products 

2.!Reworked 
experience at each 
point of the 
customer journey 
helps SJ tailor a 
personal experience, 
and offer 
services/products 
that customers have 
identified as 
necessary. 

1.! CEM helped 
Vodafone look 
beyond customer 
segments and see 
what customers 
really needed the 
product (Simply) 
and service (Data) 
for, and tailor 
them to be more 
relevant to 
customers, 
resulting in 
customers staying 
loyal. 

2.! CEM helped 
Company B build 
an emotional 
connection which 
resulted in a more 
personal service, 
resulting in 
loyalty. 

3.! Allowed 
Company A to 
deliver a service 
that reduced 
customer effort in 
setting up and 
made things easy 
for customers, 
resulting in 
increase in 
reputation. 

 



Conclusion 

 78 

6! Conclusion+
)
In this chapter an overall conclusion is drawn with regards to the study. The research questions 
will be answered as well as managerial implications will be highlighted. Moreover, the 
limitations of the study will be highlighted as well as what further research could be pursued.  
 
6.1! Conclusion(
The purpose of the study was to gain a more in-depth understanding of customer experience 
management and how it enables growth within an organization. Furthermore, the growth aspect 
is from the perspective of the market share and customer base of a firm.  
 
As deliberated within the problem discussion, there is a vast amount of research being focused 
on CEM in an attempt to understand it, comprehend the effects it has on loyalty and business 
performance, as well as, grasping the determinants of CX. However, it was contemplated that 
very little research had gone into the use of CEM as a tool for growth.  
 
Therefore, in order to understand how CEM enables growth, the below research questions were 
formulated. 
 

Research(Question(1:(How(does(CEM(help(a(company(retain(and(grow(its(customer(base?(
+
From the analysis it was determined that in all the cases, companies have used conversations 
with customers and their feedback to revisit the way they have traditionally viewed customer 
segments – by enhancing the traditional segmentation through data analysis they were able to 
group customers based on behaviour, need or usage. 
 
By identifying touchpoints and using these to look at the various customer journeys, the 
companies were able to build or redesign the way they interacted with the customers and look 
at ways in which these customers needed to be served. This was not just in terms of how they 
needed to be served but also where they wanted to interact with the company and when they 
wanted these interactions with the company at each of the touchpoints. 
 
Combining both the points above, the companies were then able to identify the way different 
groups or types of customers had different customer journeys. They then used the feedback 
from the customers to build not just new service offerings or products but also a CX that was 
unique to the customer, based on his/her personal needs.  
 
By bringing in elements of interaction, the companies were then able to allow customers to 
more or less co-create an experience with the company, resulting in an experience that was 
unique, tailored to be relevant to the customer and enhanced the way they consumed the product 
or service. This helped the company build an emotional relationship with the customers, 
resulting in loyalty and an increase in customer base as customers become advocates. Thus it 
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was observed that all the organizations surveyed agree that CEM allows them to retain and 
grow their customer base. 
 

Research(Question(2:(How(does(CEM(help(a(company(in(its(competitive(environment?(
 
Across the cases, it has been consistently seen that competition is one key reason behind the 
organization’s choice of implementing CEM – whether to insure against potential threats or to 
help counter existing market rivals. In both the SJ and IKEA cases, the organization had no one 
true competitor, and yet felt threatened by the fact that there were a multitude of smaller 
competitors who competed on different segments or areas. With the rise of innovative 
technology in business and e-commerce, another challenge that arose was that it became easier 
for customers to switch to alternatives, which was seen as a potential threat to the organizations. 
In the case of the consultants, technology was previously a primary source of competitive 
advantage, but was no longer seen as a sole means of staying ahead of the competition who, by 
the nature of technological progress, could easily catch up and nullify any existing advantage. 
Thus in all the cases CEM was seen as a way of gaining an advantage which could not be easily 
be nullified as the exact source of advantage was not easily apparent to the competition. 
 
The second reason for implementing CEM has been to remain relevant to a changing market 
and market dynamic. By looking at the customers first, and taking their feedback to reinvent 
the way they served the customers, the companies were able to understand and embrace 
changing consumer behaviour, often caused due to technology and changing preferences. CEM 
helped the companies understand that customers were demanding to be heard, and wanted a 
greater say in the process of consumption of services/products. This allowed the companies to 
innovate quickly and either re-orient themselves to be more relevant to customers or to offer 
new services or product that met these demands, and thus allowed the companies to offer a 
value proposition to the customers that was not just relevant to them but also tailored to their 
needs. This allowed the companies to stay relevant to the customers and adapt to changing 
market trends and customer needs. 
 
By combining both the points above, it can be seen that CEM has allowed the companies to 
compete better by not only changing their way of operating to better reflect the changing 
customer needs but also by combining their existing products and services with elements of co-
creation to synthesize a dynamic and personalized way of delivering value to customers that is 
not easily replicable, resulting in sustained competitive advantage.  
 

6.1.1! CEM(and(firm(growth(
Combining the answers to both the research questions posed at the beginning of this research, 
it can be seen that CEM allows firms to not only better engage with their customers and improve 
their customer base but also provides the firms a way to gain and sustain competitive advantage, 
allowing them to outcompete their rivals in the same industry or market. As observed in the 
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literature review, an increase in the firm’s customer base and customer loyalty as well as 
sustained competitive advantage both drive growth in the firm.  
)
6.2! Managerial(Implications(
At the outset, this study establishes that CEM does indeed set the grounds for competitive 
advantage and driving customer loyalty, and through these, overall organizational growth. 
However, this is by no means a blanket validation of CEM as a catch-all tool for driving growth; 
there are aspects of business such as industry sector, stage of industry maturity and economic 
conditions, to name a few which may also have a role to play in the way competitive advantage 
is achieved. Nevertheless, from the study it can be concluded that CEM does indeed provide a 
novel way of connecting with a firm’s customers and quickly establish an emotional connection 
with them in order to help build a loyal customer base. As well as provide a way to understand 
and tap into the underlying needs of the customer in order to outmanoeuvre the competition.  
 
For the practitioner, this thesis offers the following remarks and suggestions on how best to 
implement a CEM strategy and how it can be used as a tool to drive loyalty and drive 
organization growth through competition. 
 

6.2.1! CEM(as(a(tool(for(loyalty(
 

1.! Consider having CEM as a supplement/superset of the existing CRM based approach – 
often, customers give valuable insights which need to be acted upon. Customer 
feedback can be a powerful tool that can be used not only to highlight operational 
inefficiencies but also as a way to gauge the customers, and take their pulse. What do 
they want? How do they want it? Where do they want it and where do they want to be 
served? These are questions that CEM can help understand, and this may even give the 
company a critical input. 

2.! CEM has to be implemented from the ground up in order for it to be successful – every 
member in the organization must understand the importance of his role and its impact 
on CX. 

3.! CEM has to be cross-functional, meaning that there has to be a cross functional team 
with oversight from the top to drive CX. 
 

6.2.2! CEM(as(a(tool(to(aid(in(competition(
 

1.! What customers tell us is sometimes more than just what went wrong – they tell us what 
they expect. This can be actionable intelligence, and can be studied for potential 
business opportunities – new features, products or service offerings, new add-on 
products or even a completely new way of offering the same product or service. 

2.! What went wrong for customers often tells us what needs to be improved – and this 
may be the very thing that can help a company outmanoeuvre the competition.  
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3.! CEM can highlight just what it is that the company and the market is not offering. Often 
customers are willing to pay extra for a hassle free experience or for that ‘something 
more’. 

6.2.3! How(best(to(implement(CEM((
 
While Nasution et al.’s (2014) Customer Experience Framework adequately covers the various 
aspects of designing an organization’s CEM program, the authors would like to suggest the 
following framework as a step-by-step guide to implementing CEM in an organization. This is 
based on the authors’ analysis of the data gathered as part of this study. 

 

 
Figure'4:'Own'illustration'(2016)'of'the'CEM'implementation'process'

The organization starts the implementation process by first understanding their objectives 
behind wanting to implement CEM and the results that they would like to obtain through this. 
Once this has been done, the organization needs to look at existing data in terms of customer 
feedback and study their customers to understand what the customers really need delivered 
through the product/service, how they would like to consume this and the way in which they 
want this to be delivered or accessible. Sometimes, this may even result in revisiting the way 
in which the customers are segmented or approached. 

Once this is understood, the organization then needs to understand the different ways customers 
interact with the company and brand, and identify different touchpoints where this interaction 
happens. This is then used to identify different customer journeys based on different customer 
types and use-cases. The company then designs the experience around these touchpoints using 
clues and revisits the processes to factor in the redesigned customer experience. 
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Next, the organization needs to ensure that CEM as an attitude is present throughout the 
organization and at all levels. This is important as every employee needs to understand his/her 
role in the value creation process and the impact of his/her actions on the CX. A good way of 
ensuring this would be by introducing aspects of CX in the KRAs of the employees. 

Finally, the organization listens to the feedback of the customer and measures their performance 
against the set goals to understand how they are doing and are able to improve the overall CX. 
This input is then used to understand what the customer is really saying and the process 
continues iteratively. 

 
6.3! (Limitations((
During the process of this study a few limitations were encountered, the main ones being: 
limited CEM literature, lack of CEM understanding from both organisations and individuals 
and lastly a reduced case sample due to participant availability.  
 
There was a slight restriction with regards to the collection of primary data as the participants 
interviewed were all working professionals with very busy schedules, meaning that there was 
limited flexibility when it came to scheduling interviews. Also, a challenge faced during the 
collection period was that many respondents who had agreed to participate in the study retracted 
from collaborating at the last minute due to varying reasons, thus, there being a smaller case 
sample in the study. 
 
Lastly, amidst the theoretical research and primary data collection period, a further limitation 
encountered was that there still was a lack of past research on CEM, mainly due to CX being 
defined as too ambiguous and broad by academics and likewise it is still an up and coming 
topic. This was visible when organisations were approached as many were unable to participate 
as they did not have a clear understanding of the subject and did not see it having a relevance 
to their firm. Furthermore, the broadness of CX was apparent as well when interviewing the 
participants as they all had a slight different point of view as to what CX entails.   
 
Therefore, it is encouraged that further research with regards to CEM should be pursued by 
both academics and practitioners in order to retrieve more concrete studies. 
 

6.4! Further(research(
This study tries to contribute to already existing CEM research, in providing further 
understanding as to what CEM is and what it entails. Furthermore, while there has been 
increasing research on CEM and what it entails, there has not been much research which 
explores the relationship between CEM and growth in organisations, therefore, this study aims 
at highlighting this relationship and the benefits of using it as a tool for such. With the acquired 
input from the different firms as well as consultants, it tries to showcase how current 
organisations are adopting and approaching the implementation of CEM. Nevertheless, CEM 
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still remains a complex topic for many, and therefore there is still further scope for studies to 
be carried out in order to understand more of the topic. 
 
A key focus which should be considered when carrying out further research from this study, is 
to try and determine CX and CEM further. This could help raise the validity of the study and 
strengthen the findings, therefore, it would be advisable to include a quantitative approach as 
well in order to measure CX.  
 
As the study only had a small case sample, it would be appropriate to carry out the same study 
again, yet, to include a much large number of companies through a longer period of time. 
Furthermore, it would be interesting to include a variety of different industries to see whether 
it affects how CEM is implemented. Also, the geography could be included as well in further 
studies to understand whether it plays a role in how CEM is done. 
  
As highlighted already, the study focuses on CEM from the perspective of an organisation, 
therefore, it would be fitting to carry out a similar study but from the outlook of a customer’s 
point of view. Thus, the interview guide would need to be adapted to the consumers and also 
by including them it could strengthen the findings further.  
 
Accordingly, it would be recommendable to carry out both a qualitative and quantitative 
methods simultaneously in all future studies as it could intensify the findings and potentially 
provide new insights to the subject. 
 

 

 
 
 
 
 (
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Appendix+
Appendix(1:(Own(illustration(of(CX(definitions(from(a(variety(of(sources.(

(
Reference Definition 

Schmitt (1999) (Garg et al., 2014, p. 89) Experiences are the “result of encountering, 
undergoing, or�living through situations. They are 
triggered stimulations to the senses, the heart, and 
the mind. Experiences also connect the company 
and the brand to the customer’s lifestyle and place 
individual customer actions and the purchase 
occasion in a broader social context. In sum, 
experiences provide sensory, emotional, cognitive, 
behavioral, and relational values that replace 
functional values” 

Gupta & Vajic (2000, p.34) Customer Experience as an interaction with 
different elements of a context created by the 
service provider, and state that an experience 
occurs from sensations or knowledge acquisition 
gained by the customer’s interacting with the 
different elements of a context created by the 
service provider. 

Shaw (2005, p. 51) “Customer Experience is an interaction between 
an organization and a customer. It is a blend of an 
organization’s physical performance, the senses 
stimulated, and emotions evoked, each intuitively 
measured against Customer Expectations across 
all moments of contact” 

Gentile et al. (2007, p. 397) “The customer experience originates from a set of 
interactions between a customer and a product, a 
company, or part of its organization, which 
provoke a reaction. This experience is strictly 
personal and implies the customer’s involvement 
at different levels (rational, emotional, sensorial, 
physical, and spiritual)” 

Meyer & Schwager (2007, p. 118) “Customer Experience is the internal and 
subjective response customers have to any direct 
or indirect contact with a company. Direct contact 
generally occurs in the course of purchase, use, and 
service and is usually initiated by the customer. 
Indirect contact most often involves unplanned 
encounters with representatives of a company’s 
products, service or brands and takes the form of 
word-of-mouth recommendations or criticisms, 
advertising, news reports, reviews and so forth.” 

Verhoef et al. (2009, p. 32) “The customer experience construct is holistic in 
nature and involves the customer’s cognitive, 
affective, emotional, social and physical responses 
to the retailer.” 
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Appendix(2:(Interview(Guide(
 
 

 

 

 

 

Dear participant, 
 

 
Our names are Gema and Guha, we are currently carrying out a master in International 
Marketing at Halmstad University. We are currently writing our thesis and the topic we have 
chosen is that of Customer Experience Management.  

The purpose of our study is to gain a deeper understanding of how customer experience 
management enables growth.  

By growth we are looking at it from a customer loyalty/retention and competitive advantage 
point of view and also from an organisations perspective.  
 
The below questions were designed by us in order to help us gain an in-depth understanding 
of CEM. 
Once you have answered the questions, please return to gema_sundstrom@hotmail.com  
Please do not hesitate to contact me if you have any queries. 

 

Thank you for your time. 

 

Kind regards, 

Gema & Guha 

 

 

 

( (
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Appendix(2:(Interview(Guide(continued.(
(
Introduction 

1.! Could you tell us a little bit about your professional career history and about the company you are 
currently working for? 

 
2.! What made you interested in Customer Experience Management? 
 
Customer Experience Management 

3.! How would you define Customer Experience Management? And how is it important for your 
organisation? 

 
4.! Would you say organisations at present are aware of the importance of customer experience?   
 
5.! How have you implemented CEM in your organization and what advantages have you seen by 

implementing CEM in your organization? 
 
6.! What methods have you used when creating customer experience in your organization? Which have 

been more effective and Why? 
 
7.! Have you used a Customer Journey model? If so, how did you identify and define the journey? If not, 

what was the model you used and how did you design your CEM around that model? 
 

8.! What are the key objectives behind your CEM implementation? 
 

9.! What are the challenges faced when incorporating CEM in your organisation? How were they 
overcome? 

 
10.!How would you identify the need for customer experience management in your organisation?  
 
Competitive Advantage 
 
11.!What differentiates your company or the company you work for from others? What is your/their 

competitive advantage?  
 

12.!How has CEM allowed you to compete better?  
 

13.!Do other companies in your market space also have CEM or similar programs? What are these other 
programs? How has this changed the market landscape? 

Loyalty 

14.! In your industry, what would you say drives customer loyalty? What is the key reason behind your 
customers staying loyal to your organization? 
 

15.!What steps have you taken to drive loyalty and retain customers? 
 

16.!What role has CEM played in your organization’s efforts to drive loyalty, and increase your customer 
base? 
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