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THE AIMS OF THE PAPER

The fourth industrial revolution will result in a paradigm shift in the production and the marketing of prod-
ucts and services. The digitalization driven paradigm shift will make it possible to personalize the market-
ing tools, like pricing, distribution, communication, customer management, and customer experience. The
aim of the paper is twofold: firstly to draw attention to the increased importance of customer experience
and secondly to discuss how customer experience has changed due to the digitalized business environment.

METHODOLOGY
The conceptual study builds on a comprehensive literature review. The literature studied includes scientific
papers describing how customer experience has developed and altered in different industries. The desk
research also took into consideration the published finding of researches carried out by well-known inter-
national research agencies.

MOST IMPORTANT RESULTS

One of the most important results of the study is to find an appropriate definition of customer experience
and to find its role among the managerial functions. Another result is the knitting of customer experience
to the development of the consumer decision journey. Digitalization has completely changed the traditional
funnel type of the customer decision journey, new touchpoints have appeared and gained importance. The
paper discusses the role of customer experience management and elaborates on the process of how compa-
nies should prepare their activities in this field to enhance their competitiveness.

RECOMMENDATIONS

The study concludes that companies to stay competitive have to map the decision journey of their existing
and potential customers. They have to explore the important contact point and have to provide them with
authentic content and information. This is rather difficult in today’s multichannel environment. The real-
time information they need should be provided through the analytics of big data. While collecting this
information they should take care not to hurt the privacy of customers.
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INTRODUCTION

There is an unanimous consort among scientists
that, in the first decades of the twenty-first century,
the world is moving towards a new industrial revo-
lution called Industry 4.0. (Schwab 2017, Liao et
al. 2017, Vaidya et al. 2018). There is also a com-
mon understanding that digitalization is the core
driving force of the fourth industrial revolution.
The fourth industrial revolution was also the lead-
ing topic at the World Economic Forum in Davos,
2016, with the title: Mastering the Fourth Industrial
Revolution. The forum discussed both the positive
and negative aspects of the fourth industrial revo-
lution. As Schwab put it: ,, There has never been a
time of greater promise, or peril.” Studying the rele-
vant international literature, we may conclude that
according to scientists, the fourth industrial revo-
lution will fundamentally transform the global sys-
tem of production, which means a paradigm shift
in manufacturing. (Moavenzdeh 2015, Baur & Wee
2015, Geissbauer et al. 2016, Zhong et al. 2017, Xu
et al. 2018). The cyber-physical system of the new
production will result in radical cost reduction, in
better quality, in faster time to market and in more
customized — even personalized — production.

Less attention is devoted by the literature, howe-
ver, to the marketing effects of the fourth industrial
revolution. This study concludes that the tools of
the fourth industrial revolution, especially the ana-
lytics of big data and its rational use, may lead to a
paradigm shift in marketing as well. The real-time

availability of information about the customers will
give sellers the possibility to personalize not only
the products and services but also the other means
of the marketing mix: distribution, pricing, and
communications (Rekettye & Rekettye Jr. 2019).
Because of all of these developments, the role of
customer experience will be increasingly impor-
tant. Customer experience is a relatively new field
of modern marketing, and its use is continuously
changing and getting more sophisticated due to the
advanced digitalization.

THE NOTION AND THE ROLE
OF CUSTOMER EXPERIENCE

Numerous studies have been published about cus-
tomer experience (CX or sometimes CE) in marke-
ting literature over the past decade. The reason why
customer experience has become a buzzword in
marketing is that customers interact with the com-
panies and their products in many new touchpoints,
which have emerged as a result of digitalization.
The appearance of these new touchpoints makes
it unavoidable for both disruptors and incumbent
companies to deal with customer experience. The
prevailing view is that successful companies apply
an additional layer to the quality representing the
essence of their products and to the attractiveness of
the appearance thereof, and this extra layer is none
other than customer experience, positive customer
experience (Figure 1.).

Figure 1. The new construct of the product onion

Source: Rekettye 2019, 81

Core benefit: what customers want to use the product
for.

Product quality: the satisfaction of customer needs the
most functional way possible.

The attractiveness of the product: form and design, size,
packaging, etc.

Customer experience expressed in all contacts between
the company and its customers.
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Market research reports prove that the impor-
tance of the role of customer experience has inc-
reased from the perspective of customers as well as
the sellers of both consumer and industrial goods. A
Salesforce’s research (2018) made on a sample of
around 7000 consumers and business buyers in the
advanced countries states for example that

. 80% of customers say the experience a

company provides is as valuable as its
products/services;

. 67% of customers are willing to pay more

for a great experience;

. 57% of the customers have stopped buy-

ing from a company because a competitor
provided a better experience.

According to Acquia research (2018)

. 76% of consumers say, ‘I am loyal to cer-
tain brands, but as soon as I have a bad
experience with them, I am moving on.’

According to NICE in Contact research (2018)

. 89% of consumers are willing to buy more
and

. 82% are ready to go out of their way to
buy from companies that deliver exceptio-
nal customer experience.

Besides the above findings of customers’ opi-
nions, Kriss reported in an article of Harvard Busi-
ness Review about the quantification of the impacts
of customer experience (Kriss 2014). The study pro-
ved that in the case of transactional businesses cus-
tomers who had the best experiences spend 140%
more compared to those who had a poor experience.
Similar results came out from their research in the
case of subscription-based businesses.

Nevertheless, what does customer experience
mean? Usertesting Agency asked seven industry
experts about their view on customer experience
(Table 1.).

Table 1. Seven industry experts’ opinions about CX

Customer experience considers everything the customer goes through—it’s eve-
rything the customer touches, tastes, smells, hears, sees throughout the expe-
rience with the brand. What are they going to feel or think? It’s being almost
obsessive about the experience the customer has with the brand—the attitude of
‘I want to be here,’ rather than ‘I have to be here.”

Blake Morgan,
Author,
Forbes columnist

John Koetsier,
Forbes Columnist, VP
of Insights at Singular

Customer experience means caring... But it does mean treating a customer like
a person, not a unit. An individual, not a wallet with legs.

Do you know why experience is so important? Because customers no longer
care about being marketed to. They can find out everything they need to know
about a product on their own. It’s how you treat them and help them after their
initial purchase that will win you their loyalty.

Dom Nicastro,
CMSWire

The customer experience (CX) movement has taught organizations that they
need to think of the people (yes, real human beings), who are their customers. To
better serve those human beings, many companies have moved from a reliance
on limited periodic research studies to a continuous insights model that is built
on “instrumenting” key experiences and driving action based on how customers
think and feel.

Customer experience, or CX, is how companies go to the market and engage
people with not just a product but an emotional connection over the entire course
of the relationship, to motivate and delight people.

Bruce Temkin,
Author, Customer
Experience Matters

blog

Janelle Estes,
Chief Insights Officer,
UserTesting

Douglas Karr,

CEO of DK New
Media and founder of
MarTech.Zone

Expectations of customer experience are made across the spectrum of every
company that your customer is doing business with. If you hope to grow, imp-
rove retention, and build advocates, you need to surpass the CX of every brand
they’re working with.

As many industries enter an economy where consumers are becoming comfor-
table with switching brands, customer experience is now a vital tool in today’s
business strategies. Companies need to go beyond merely claiming to put cus-
tomers in the driving seat and put them there. It’s about breaking free from
obsessive business-first, product-focused mindsets and maturing to live and
breathe a customer-first culture.

Chanice Henry,
Editor-in-Chief of CX
Network

Source: Usertesting 2019
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Table 1. proves that it is not easy to define CX.
As Adam Richardson, the author of the first part
of the series of articles on customer experience
published in the Harvard Business Review, writes,
“people have been grappling with a definition of
customer experience for several years. Sometimes
it’s defined as digital experiences and interactions,
such as on a website or a smartphone. In other
cases, customer experience is focused on retail or
customer service, or the speed at which problems
are solved in a call center”. According to him, cus-
tomer experience is the “sum-totality of the emo-
tions built up in the customer about the brand and
the company throughout the entire arc of being a
customer.”

Lemon and Verhoef (2016), studying the vast
literature of customer experience, concluded that
it is a multidimensional construct that has rational,
emotional, sensorial, and social factors.

“However, experience may relate to specific
aspects of the offering, such as a brand or tech-
nology, and it consists of individual contracts bet-
ween the firm and the customer at distinct points.
Experience is built up through a collection of these
touchpoints in multiple phases of customer decision
process or purchase journey” (Lemon & Verhoef
2016, 71).

The analysis of the history of marketing makes
it is safe to state that customer experience has its
antecedents both in theory and practice. Lemon and
Verhof were going back until the 1960s and iden-
tified seven stages of marketing thinking, which
have led from the customer buying behavior pro-
cess model of the 1960s to the customer engage-
ment of the 2010s:

. Customer buying behavior process model:
Understanding CX and customer decision
making as a process (the 1960s -1970s);

. Customer satisfaction and loyalty: asses-
sing and evaluating customer perceptions
and attitudes about an experience (the
1970s);

. Service quality: identifying the specific
context and elements of CX and mapping
the customer journey (the 1980s);

. Relationship marketing: Broadening the
scope of customer responses considered in
the CX (the 1990s);

. Customer  relationship ~ management
(CRM): linkage models to identify how
specific elements of CX influence each
other and business outcomes (the 2000s);

. Customer centricity and customer focus:
focusing on the interdisciplinary and orga-
nizational challenges associated with suc-

cessfully designing and managing CX (the
2000s - 2010s);

. Customer engagement: recognizing the
customer’s role in the experience (the
2010s).

The technological advancement of the last
decades has changed, however, many aspects
of the marketing thinking illustrated above. The
amplitude of these changes has become radical
through the development of information and com-
munication technology (ICT). The Internet and the
growing role of social media have altered consumer
behavior and made lots of models about the buying
behavior obsolete. Digitalization at the same time
forced marketing scholars to build new models that
could answer these radical changes.

One of these new models is the model of the
‘service-dominant logic.” Looking at the definition
of customer experience, we can realize that most
of the customer experience can be traced back to
the fouchpoints with whom the customer gets in
contact, notably the people involved in handling,
manufacturing, and distributing the products. It
gives a kind of “service character” to it all. Indeed,
most of the examples cited by the literature are ser-
vices. Nevertheless, customer experience is the key
to success in the case of tangible goods as well. We
are witnessing a kind of paradigm shift here. We
must agree with Kenesei and Kolos (2017) who
said that the new paradigm, the “service-dominant
logic” (SDL) described by Vargo and Lusch (2004)
should be understood in such a way that the tools
of service marketing are to be introduced into the
world of physical products. So perhaps one of the
most critical tools in services marketing and cus-
tomer experience are the appropriate people.

Customer experience is created as a result of the
satisfaction of the buyer with the so-called touch-
points of the supplier. Some of these touchpoints
are personal. It is an obvious objective of mana-
gers to make customers satisfied with the behavior
of the company’s employers, particularly front-
line people easy to achieve. This is where human
resource management (HRM) comes into play.

Another new model related to the above-ment-
ioned one highlights the role of emotional intelli-
gence. People with emotional intelligence should
be hired for these positions and should be trained
and empowered for these tasks, who possess the
appropriate attitude towards the customers (Boxer
& Rekettye 2010). It is not easy to realize the vision
of the management by the people working in the
front lines. With mentioning the touchpoints, we
arrived at the changing concept of the consumer
decision journey.
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CONSUMER DECISION JOURNEY

Traditional marketing has taught that consumers
take a particular journey before making their pur-
chase decisions. This journey was illustrated with
a funnel metaphor, where the number of potential
brands gradually decreases. As Kotler and Keller
describe in their ‘five-stage model” (Kotler & Kel-
ler 2006, 191), it starts with the stage of problem
recognition, followed by the information search,
evaluation of alternatives, and decision. The stage
of decision is the purchase itself, followed by the
post-purchase stage that shows the behavior of
the customer, which can ideally manifest itself in
loyalty, or even in evangelism (Kawasaki 2015).
Representing the decision journey of consumers as
a funnel implies that the initial list of brands consi-
dered worthy of attention by the consumers (initial
consideration list) is gradually narrowed down in
each step until only one remains at the point of pur-
chase. Companies, through their marketing activi-
ties at the touchpoints, try to “push” their brands
down the funnel.

Due to the radical changes of the last two
decades, a lot of publications appeared about the
findings of researches on how digitalization and
other means of Industry 4.0 have altered the model
of the customer decision journey. These researches
were carried out in different fields of the economy

and proved that the consumers’ journeys are CX
has different nature in different industries. Here
are some publications about researches in different
industries:
. Retail industry (Grewal et al. 2009, Rog-
geveen et al. 2019, Andajani 2020),

. Tourism (Yachin 2018),

. Business Schools (Nasermoadeli et al.
2013),

. Insurance (Hu & Tracogna 2020),

. Automotive industry (Scherpen et al.
2018).

The research conducted by Court et al. (2009)
aimed to find a generalized model for the decision
journey in today’s digital world. In their model, the
whole decision-making process can be described
more like a circular movement, in which the active
evaluation phase follows the initial consideration
list. For example, due to (or despite) the prolifera-
tion trend of products and media, the initial consi-
deration list has become narrower than before; and
in the following phases, brands can be subtracted
from or new brands can be added to the list. The
evaluation phase is followed by the closing, the
purchase itself, and then the post-purchase phase.
During this last phase, the consumer gains experi-
ence by using the product. He/she evaluates it and
ideally enters the so-called loyalty loop (Figure 2).

Figure 2. The circular model of the consumer decision journey

2
Consumers add or subtract
brands as they evaulate what
they want.

1

The consumer
considers an
initial set of
brands, based on
brand perceptions Initial-

and exposure to consideration
recent touch set

points.

4

Information gathering, shopping

Ongoing exposure

After purchasing a product or
service, the consumer builds
expectations based on
experience to inform the next
decision journey.

3

Ultimately, the consumer
selects a brand at the
moment of purchase.

Moment
of
purchase

Source: Court et al. 2009, 5/13
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The research has provided several significant

findings:

. Contrary to the funnel model, the initial
consideration list, most of the time does
not get narrowed down in the active eva-
luation phase; moreover, it gets expanded
as a result of an intensive search for infor-
mation. For example, the initial conside-
ration list in the case of cars was typically
3.8 to which was added a further 2.2
during the intensive information search.

. The second important finding is that the
touchpoints of the active evaluation phase
were not dominated by the marketing acti-
vities of the suppliers, but rather by the
customer-driven (,,pull”) activity, particu-
larly by online reviews, recommendations
by friends and family members, as well as
the interactions experienced in the shops.
Traditional, supplier-driven marketing has
a more important role in the creation of
the initial consideration list, but its impor-
tance diminishes during the phases of
active evaluation and final decision.

. The final decision is principally influenced
by two factors: the personal interaction of
the shop, the dealers and the agents, and
the customer-driven marketing (word of
mouth advertising, online search, offline
search).

. The research has also revealed that there
are two kinds of loyalty. Some of the cus-
tomers are what we call active loyalists,
who not only keep buying the same brand,
but they also recommend it to others. The
passive loyalists, on the other hand, are
stuck with the same brand for convenien-
ce’s sake or from fear of the misleading
variety of choices of brands even though
they might not be all too fond of their
decisions.

CUSTOMER RELATIONSHIP
MANAGEMENT (CRM) VS.
CUSTOMER EXPERIENCE
MANAGEMENT (CEM)

Since the beginning of the new millennium, we
are witnessing the emergence of a new marketing
theory: the customer relationship management
(CRM). Companies invested a lot of money to
create an efficient customer relationship manage-
ment system to increase the quality of the relations
with their key customers and, through this, to

improve the value provided for their stakeholders
(Agardi - Gyulavari 2017). In most cases, customer
relationship management could contribute to the
improvement of value creation and could increase
the share of loyal customers. In many cases, howe-
ver, CRM just remained a database providing lots
of information, sometimes too much to be able to
handle them, but did not help to understand the
customers themselves. Despite the considerable
investments in CRM, many of them did not pay off.
“According to a Gartner survey, about 70 percent
of CRM projects resulted in either losses or not a
bottom-line improvement in organization perfor-
mance” (Foss et al. 2008, 69).

The need has emerged to find a system that can
manage the totality of customer experience. CX is
much more than just information about existing
customers. It includes almost every side of the com-
pany’s offer: the quality of the products, their per-
formance and design, packaging, the convenience
of their use, and of course, the quality of the cus-
tomer contacts, including the quality of the online
and offline marketing activity. This new system has
been manifested in the customer experience mana-
gement (CEM). CEM as a higher-order resource
of cultural mindsets toward customer experiences
(CEs), strategic directions for designing CEs, and
firm capabilities for continually renewing CEs, with
the goals of achieving and sustaining long-term
customer loyalty (Frow & Payne 2007, Schwager
& Meyer 2007, Homburg et al. 2017). There are
inevitable overlapping between CRM and CEM.
However, there are some significant differences
between them, as explained below.

. The difference in their objectives: while
CRM collects and distributes what the
company knows about customers, CEM
is focusing on what customers know and
think about the company.

. There is a difference between when and
where. While CRM monitors the tran-
saction with customers and reports the
information after the deal, CEM wants to
be there at every interaction at the touch-
points.

. There is a difference between the users
of the information: while CRM provided
information is used mainly by those parts
of the company which are in direct contact
with customers (marketing, sales, and cus-
tomer service), CEM information is used
by all business and functional managers
who can contribute to the creation of bet-
ter experience with products and services.
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Customer experience management is a process
that starts with mapping the consumers’ decision
journey to explore contact points between the com-
pany and its existing and potential customers. The
phase of mapping is followed by the collection of

the necessary real-time information, the dissemina-
tion among company executives, and the process
is finalized by the implementation and the control
(Figure 3.).

Figure 3. Major steps in the process of customer experience management

* Mapping the Collecting *Distributing *Providing * Feedback
touchpoints real-time the necessary autethentic and
of the information information online and measuring the
consumer about the among all offline results,
decision needs of company information, preparing for
journey of the prospects on personal, who content and modifications
given these can other forms if needed
industry touchpoints - contribute to of customer
with the help the best service on
of Big-Data handling of these
analytics the touchpoints
touchpoints

Source: own construction

There are lots of models in the scientific and
professional literature for mapping the customer
decision journey. The task is rather complicated
since most customers use a multichannel approach
and even the same products may have different
journeys. Wolny and Charoensuksai (2014) studied,
for example, the decision journey of cosmetic pro-
ducts and concluded that customers’ journey should
be grouped in segments depending on the buying
behavior of customers. In their research, they dist-
inguished three segments, the impulsive journey,
the balanced journey, and the considered journey.

PERSONALIZATION OF CUS-
TOMER EXPERIENCE — SOME
ETHICAL CONSIDERATIONS

One of the most important groups of factors influ-
encing customer experience is knitted to sellers.
Their communication towards their customers and
other activities at different touchpoints have a sig-
nificant effect on the consumers purchasing decisi-
ons. The researches mentioned earlier proved that
the impact of sellers’ activity at these touchpoints
could be more successful if they are well-targeted or
even personalized. In Acquia research, for example,
78% of the consumers said that they would be more
loyal to a company or a brand that showed that they
understood customers and knew what they were
looking for. How customers see the ways they can
be treated individually is presented in Figure 4.
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Figure 4. Ways brands can make customers feel like an individual

Ways Brands Can Make Customers Feel Like An Individual

I -
I -
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n the US|

re, online rets

marketing
o.. charts

Sends me special offers only available to me

h

Knows [ am the same across all
(e.g, in-store, email, mobile, social media, call center, etc))

Enables me to customize and control how, when, where,
and why the brand will interact with me

Sends me based on p

purchased or viewed

Sends me reminders to purchase items I left in an online
shopping cart that [ haven't yet bought

Other

None

ingCharts.com in April 2019 | Data Source: RedPoint Global

or used a serv)
or app, or 1

Source: https://www.marketingcharts.com/customer-centric/personalization-customer-cent-
ric-108074?mc_cid=cd4255ca44&mc_eid=3085ef12e5, Accessed April 13, 2019.

The technology for making the company’s
communication with existing customers and with
prospects personalized is available. It is enough to
mention the considerable progression in the analy-
tics of big data, the Al (artificial intelligence), cloud
computing, etc. One would think that the new
technology should make the online experience with
brands better. However, according to the Acquia
survey, the truth is not so cut and dry. Even though
marketers have invested a lot in marketing techno-
logy and want to continue it, 74 percent of them feel
that technology has made it more challenging to

deliver a personalized experience for the customers.

When talking about the use of personalized
information, one barrier and one contradiction must
be mentioned. There is a need to ensure to meet the
data compliance standards, like GDPR. The cont-
radiction is that, however, consumers prefer to get
personalized treatment from the companies they do
not like to give up their privacy. This contradiction
is illustrated in Figure 5. Therefore, they hesitate to
give their permission to use their data unless they
see their direct benefit.

Figure S. The contradiction between customers’ expectations and their readiness to give access to
their private information

H
(0]

Brands should not be
able to use my W
personal data to try E
and market different v
things to me (78-81%) @
R

T would be more loyal
to a brand that showed
they really understood

me and what I was

looking for (79-82%)

Source: Based on Acquia research

Note: The percentages figures in the brackets show the lowest and highest average country results obtained

for the given question.
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So, companies need to find ways to convince
customers that permitting to use their IDs is wor-
thy and beneficial to them. Let us take the example
of the Turkish loyalty program called Hopi. Hopi
creates value for its customers and member mer-
chants. Hopi personalizes its merchants’ campaigns
by taking advantage of big data and artificial intel-
ligence. The unique artificial intelligence software
behind Hopi matches the needs and expectations
of its customers with the thousands of offers of its
member merchants in the most appropriate way.
Thus, Hopi’s customers can follow and benefit
from the most attractive campaigns and offers that
fit their preferences and habits. Currently, 70% of
Hopi customers voluntarily share their location
information with Hopi (Yetkin 2019).

CONCLUSIONS

The study has proved that in the era of Industry
4.0 personalized customer experience is gaining in
importance. Companies need to deal with it; other-
wise, they will lose their competitiveness. To be
successful in this field

. Companies must be present at the touch-
points generated by the customers. All
the touchpoints for each product must be
known, and the active loyalists must be
continuously provided with appropriate
and authentic content.

. It is important to ensure that customers,
consumers are not to be disappointed at
the personal touchpoints. It increases the
importance of human resource manage-
ment.

. One of the priorities is to understand the
customer decision journey and make sure
that the product is included in the initial
consideration list, and after that to provide
the potential customers with appropriate
and personalized information during the
active evaluation phase.

. Finally, by identifying the appropriate
touchpoints, the company should ensure
that the customers’ post-purchase experi-
ence is positive as well, and they imme-
diately enter into the loyalty loop during
the repurchase.

The limitations of this conceptual study are two-
fold: the first limitation originates from the fact that
it is based on desk research. While selecting the
sources some important ones could be neglected.
The second limitation comes from the wide-ranging

nature of the topic. There was no place in this study
to deal with all the important aspects of the field.
For example, the study did not touch the topic of
how the new methods for example, artificial intelli-
gence — are accepted and disseminated by the diffe-
rent segments of the customers. These limitations
show, at the same time, the possible directions for
further researches. Besides dealing with all aspects
of the topic, the findings of the desk research could
be verified by field research.
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