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ABSTRACT 

Businesses have started focusing on how their products and services can bring in 

emotions such happiness, relief, excitement, nostalgia etc. to their customers, going beyond the 

earlier focus on satisfaction and delight. Arousal of these emotions has made the customer 

experience memorable. These emotionally embedded experiential memories have been found to 

play a decisive role in the consumer choices, whether positive and negative. Therefore, in the 

last few years, there has been significant research on the factors that create favorable 

experiences for the customers which can differentiate brands. This paper draws on the Theory-

Context-Characteristics-Methods (TCCM) (Paul and Rosado-Serrano, 2019) review framework, 

and provides a review of the literature with an overview, synthesizing and classifying existing 

research on emotions and customer experience research over the last two decades. The study 

also includes the use of bibliometric and network analysis for identifying key trends and 

promising directions for future research. The main contribution of this article is to give a 

comprehensive analysis of the existing literature, including themes such as managing emotional 

competence during services encounters, role of situational factors, technological transformation; 

provides a synthesis of emotion laden phenomena and their relationships; effect on increasing 

customer loyalty, and the generation of macro-topics and future research directions. 

 

Keywords: Emotions, Customer Experience, TCCM Framework, Literature Review, 

Bibliometric. 

INTRODUCTION AND BACKGROUND 

Customers who are engaged, knowledgeable and connected, often evaluate their 

experiences with business as well as their consumption and disposal of its offerings, while 

making choices. This experience is also found to be influencing their loyalty as well (Prahalad & 

Ramaswamy, 2004). Human behavior, especially choice behavior, is seen as the result of 

complex interaction of many elements while making choice decisions based on available 

alternatives (Agranov & Ortoleva, 2015, 2017; Shuman & Scherer, 2014, Edwards, 1954). They 

explain not just single choice making decisions, but also repeated purchases (Hoyer, 1984); word 

of mouth (Berger, 2014); referrals (Schmitt, Skiera & Van Den Bulte, 2011); which are seen as 

leading to trust (Singh et al., 2002); satisfaction (Oliver, 1980); and even show a connection with 

relationship commitment & continuity (Bolton, 1998), as also found to an extent in the key 

mediating variables (KMV) framework proposed by (Morgan & Hunt , 1994) around constructs 

which result in commitment, leading to outcomes such as acquiescence in a relationship, seen as 

connected with affective commitment, which is laden with emotional valence. All individuals, 
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organizations, and society in an interactive community, consistently create experiences, and 

hence, experiences are a fundamental part of everyday life at all levels of society and arise in 

various forms of interactions (Kuuru & Närvänen, 2019).  

The emergence of experience as a key business element evolved over three decades. 

Earlier studies in marketing focused on distribution and exchange of commodities and 

manufactured products and featured a foundation in economics (Marshall, 1920; Shaw, 1912; 

Higgs, 1904; Copeland, 1952). A variety of research themes is seen to have played a role in this 

transition. 

A shift from products to the cocreation of value, and relationships, that is the shift from 

goods dominant logic to service dominant logic was seen initially, with the work on services as a 

distinct business paradigm and the sequence of events from services to satisfaction to loyalty and 

profitability as seen in the contributions of Zeithaml, Parasuraman & Berry, 1985; Berry & 

Parasuraman, 1993; Lovelock & Gummesson, 2004.  Additionally, new perspectives emerged 

focussing on intangible resources like satisfaction (Oliver, 1980; Sheth & Uslay, 2007), 

exceeding expectations (Cronin & Taylor, 1992) to delight (Parasuraman, Zeithaml & Berry, 

1988), where delight clearly pointed to an emotional outcome affecting consumer’s buying 

behaviour, and was mentioned by several authors (Grönroos, 1982; Berry & Parasuraman, 1993; 

Lovelock & Gummesson, 2004; Vargo & Lusch, 2014).  

By the beginning of the twenty first century, there was a shift from impact of services, 

service quality, service satisfaction on loyalty and profitability to a new set of constructs relating 

to the ongoing customer journey leading to trust and commitment (Parasuraman, Zeithaml & 

Malhotra, 2005; Vargo & Lusch, 2004; Sheth, Sethia & Srinivas, 2010; Lusch, Vargo & 

O’Brien, 2007; Sheth & Uslay, 2007). Though there is literature on related theme earlier (the 

work of Farley & Ring, 1976) research in the subsequent period focused on the customer journey 

(for instance, Maklan & Klaus, 2009;), and the emotional aspects of the journey coalesced into 

research involving the role of emotions in the journey and consequent impact on decisions, 

namely the customer experience (Chang et al, 2010; Maklan et al, 2011; Vargo & Lusch, 2014; 

Chandler & Lusch, 2014). The critical evolving focus area seen at this time in marketing was 

customer experience, emphasizing that what individuals truly aspire to are not goods but 

satisfying experiences; lending support to a much older perspective espoused by (Mulvihill & 

Alderson, 1958); as evidenced in extant literature such as Maklan & Klaus, (2011).  

Experience itself was conceptualized as a new economic offering, and was seen to 

emerge as the next stage after commodities, goods and services (Pine & Gilmore, 1999; 

Holbrook and Hirschman, 1982; Oliver, 1980; Shaw, 1912; Carlson et al., 2017). It was seen as a 

critical factor in the development of products, services and engaging with consumers overall, and 

the organization's future success was seen to depend on the firm’s ability to build a universe of 

experiences around its products and services (Lemon & Verhoef, 2016; Prahalad & Ramaswamy, 

2004; Pine & Gilmore, 1999; Berry, Carbone & Haeckel, 2002; Meyer & Schwager, 2007). 

During 2004-08, customer experience focussed on experiential value from service 

dominant logic aspect (Vargo & Lusch, 2008). This theme of research has been rising at an 

exponential rate and is now seen as a fundamental concern for organizations all over the world 

(Imhof & Klaus, 2019; Kranzbühler et al., 2017).  

It may therefore be seen that there is a multiplicity of evolutionary sequences in this 

theoretical area, and a variety of research streams have been connected at various stages of 

evolution of research on the dimensions now brought together under customer experience 

research and research on emotions affecting consumer choices.  

The roots of research in customer experiences originated in the early 1980s, when 

consumer researchers began to view customers as feelers, thinkers, and doers rather than rational 
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decision-makers, suggesting that a customer is not always rational toward consuming rather they 

think emotionally as well as seen from the seminal work of Holbrook & Hirschman, (1982) and 

others (Schmitt, 1999; 2010; Loewenstein, 2001; Epstein, 1994; Kahneman, 2003; Loewenstein, 

2001; Stanovich & West, 2000). In today's environment, where customers are more in control 

than ever, experience is a key element that differentiates companies from competitors by creating 

memorable experiences for their customers (Bolton et al., 2018; Grønholdt et al., 2015; Gentile, 

Spiller and Noci, 2007; Pine & Gilmore, 1999). To make these experiences memorable, scholars 

have emphasized on the crucial role of emotions in the customer experience (Bastiaansen et al., 

2018; Haeckel, Carbone and Berry, 2003; Mahr, Stead & Odekerken-Schröder, 2019). Emotions 

are a key aspect of consumer behavior and more so when they must make a buying decision 

(McColl-Kennedy et al., 2017; Gentile et al., 2007; Mellers & McGraw, 2001; Pandey et al, 

2018).  

The significance of emotions in order to produce these enduring experiences have been 

emphasized (Bastiaansen et al, 2018, Kuuru & Närvänen, 2019; Schmitt, 1999). With the 

changing times due to the digital evolution, individuals having emotional connect, behave 

differently from others, which significantly transforms the customer experience (Hoyer et al., 

2020). Experiences are created through the digital as well as face-to-face interactions customers 

have while providing different services (Bolton et al., 2018).  

Indeed, the critical work of (Rose, Hair & Clark, 2012) in proposing the online consumer 

experience (OCE framework) based on the flow concept, and deep engagement in the activity 

further drew attention to the online experience phenomenon, with its own stream of research, and 

highlighted the online as well as experiential aspects of the customer’s behavior vis-à-vis any 

offering online. 

“Phygital” experience created a new integrated customer experience, using technology 

that is practical, enjoyable and interesting in order to ensure that customers perceive that it 

facilitates and expedites their shopping journey. Whether it's grocery (Peeroo, Samy & Jones, 

2017), retail (Duong et al., 2022), banking (Rajaobelina et al., 2018), tourism (Agarwal & 

Mohan, 2022), food (Hussain et al., 2020), or any other offering, based on past and ongoing 

purchases experiences help in customer’s decision-making. Thus, businesses understand that the 

customer experience is primarily about the interactive human experience.  

The customer lifetime became an important aspect for businesses hoping to retain 

customers (Jain & Singh, 2002; Delcourt, et al., 2016; Bolton, 1998; Oliver, 1980). The focus on 

retention occurs in the customer lifecycle (Berger & Nasr, 1998; Jain & Singh, 2002), also 

leading to business practices such as cross-selling, up-selling, wallet share, retention, renewal, 

etc. This also shed focus on drivers of customer lifetime value as trust, commitment and 

satisfaction (Borle, Singh & Jain, 2008), which would influence the customer journey over the 

lifecycle (Berger & Nasr, 1998). The focus on customer journey led to research on constructs 

such as  loyalty (Mellens, Dekimpe & Steenkamp, 1996), brand love (Batra, Ahuvia & Bagozzi, 

2012), word of mouth (Karjaluoto, Munnukka & Kiuru, 2016); repatronage intention (Chiu, Won 

& Bae, 2019)  including factors affecting choices (Shuman & Scherer, 2014, Edwards, 1954), 

customer journey (Mele et al., 2021), customer touch points (De Keyser et al., 2020), renewals 

(Moser, Bloom & Akhtar, 2023), etc. This exemplified a paradigm shift from transactional 

marketing to relationship marketing (Berry and Parasuraman, 1993; Zeithaml, Parasuraman and 

Berry, 1985; Vargo & Lusch, 2004). Customers evaluate their total service encounter 

(Parasuraman et al., 1988) based on their expectations, with a positive experience being viewed 

as one that satisfies their expectations (Cronin & Taylor, 1992), and may be expected to lead to 

loyal behaviour, as mentioned above. 
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It is interesting to note that many theorists assumed that emotions are one of the sources 

for the formation of consumer attitude and behavior at the same time (Banytė et al., 2007). Many 

researchers in recent studies have highlighted the importance of emotionally embedded 

experiences, which play a crucial role in consumer decision making (Cohen &Reed, 2006; 

Epstein, 1994; Kahneman, 2003; Loewenstein, 2001; Novak et al., 2000; Kim & Han, 2020; 

McColl - Kennedy et al., 2017; Balaji et al., 2017). It may be noted that Schiffman and Kanuk 

(2004) state that an emotionally shocking experience can also evoke an emotionally tense mood 

such as happiness, sadness, anger, sadness, guilt, or amazement.  

Therefore, a variety of constructs and themes related to customer experiences and 

customer emotions have emerged in recent decades, such as brand love (Batra, Ahuvia & 

Bagozzi, 2012; Palusuk, Kles, & Hasan, 2019) and emotional pathways in decision making 

(Epstein, 1994 ; Kahneman, 2003; Stanovich & West, 2000), situational factors (Wang, Harris & 

Patterson, 2012); including the seminal work of Belk (1975), which incorporates antecedent 

states surrounding moods and arguably emotions; technological change (Venkatesh & Davis, 

2000; Bilgihan et al., 2013), brand loyalty (Guest, 1944; Mascarenhas, Kesavan & Bernacchi, 

2006), brand equity (Ding & Tseng, 2015), to name a few. 

Research in this domain of the influence of emotions in customer behaviour and 

marketing strategy, may need to capture the expression of the variety of emotions in customer 

experience and organize a more systematic, in-depth, and structured analysis to enhance the 

understanding of the role and pathways of emotions in consumer choice.  

There is thus a need to investigate and synthesize the role of emotions in experiences in a 

more comprehensive manner on this complex phenomenon to understand several factors that 

affect how emotions are aroused and experiences are created. This will help practitioners to 

focus on the significant situational factors that create favorable experiences for the customers. 

Additionally, this will enable discovery and more comprehensive and nuanced understanding of 

emotional factors for improved design of marketing strategy and its elements and implement 

cues for better offerings to create favorable experiences that will eventually attract and retain 

customers. Therefore, in the present study, extensive structured review & bibliometric analysis 

have been attempted. This bibliometric analysis aims to identify the theoretical and intellectual 

themes of the function of emotions and customer experiences research, so that all thematic areas 

of study in this domain may be identified. So, relationship between themes and interrelationships 

between various associated constructs may be examined in depth for a better insight, so that 

synthesis can be done to identify commonalities of constructs, interrelationships and other 

matters contributing to synthesis across constructs and themes. This article seeks to address 

following research questions:  

 

RQ1. What is the bibliometric profile for customer experience and emotions research in the 

context of  

 
1. Publication activity 

2. Prominent articles 

3. Top Authors 

4. Top journals 

 

RQ2. How has the literature on customer experience and emotions progressed in terms of 

 
5. Theoretical frameworks 

6. Contexts (i.e., subject areas and countries), 
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7. Characteristics (nomological framework i.e., independent, dependent, mediating and moderating 

variables), and 

8. Methods employed in customer experience and emotions research. 

 

RQ3. What are the intellectual structures using thematic analysis in terms of co-occurrence of 

authorship and keywords. 

The following section includes construct-based methodology used in the research studies 

and sample data. In the next section, we then examine the general overview and results of the 

bibliometric analysis, followed by a detailed discussion of the theories, contexts, characteristics 

and methods over the course of 21 years of customer experience and emotion research. Next, we 

discuss the progress of customer experience and emotion research, highlight gaps, and provide 

directions for further research. The final section discusses the conclusions and implications of 

our study. 

RESEARCH METHODOLOGY 

Structure of The Review And Topic Selection 

The study uses a combination of systematic literature and bibliometric analysis. The main 

agenda behind using systematic literature review is to retrospect the literature of a specific 

domain to identify gaps and suggest future research directions of that domain area (Paul and 

Rialp-Criado, 2020). It is the one of the most widely acceptable methods due to the scientific 

rigor behind the methodology (Gopalakrishnan & Ganeshkumar, 2013; Paul and Rialp-Criado, 

2020). The main aim of the study is to synthesize 'customer experience and emotions' literature 

based on methods, theories, context, and characteristics of existing research and to provide future 

research directions.  

Additionally, the study uses bibliometric analysis that sheds light on the development 

path and scientific research trends in a particular research field (Donthu et al., 2021), provides a 

structural analysis of past literature over a period of time, identifying shifts in disciplinary 

boundaries and identifying the most productive scholars and institutions and offers a spatial 

representation of research topics (Crane & Norman M. Kaplan, 1974). It records the structural 

and dynamic development of the defined terms and the research area and also divides the various 

research items such as documents, authors, journals and words into groups and thereby examines 

them under different structures (Singhania et al., 2022; Docampo & Cram 2019). In order to 

synthesize this knowledge, the conceptual, intellectual and social structures used to determine the 

interrelationships of the concepts within the domain must be identified (Aria & Cuccurullo 2017; 

Sardana & Singhania, 2022). Analyzing the co-occurrence of words within the document helps 

us understand the concepts behind these words (Nasir et al. 2020; van Eck & Waltman 2014). 

Bibliometrics tries to deduce the structural patterns and research paths of scientific literature. It 

examines the foundational research that serves as the basis for deducing the interrelationship 

between the most influential citations (Goswami & Agrawal, 2020). The creation of such 

bibliometric maps and networks helps researchers to assess the collective state of the art and 

identify hotspots in the respective research field (van Eck & Waltman 2014).  

Topic Selection and Analysis Method 

Topic selection is one of the essential tasks of any literature review. The study follows a 

two-step approach to find research topics and keywords of the search string. The searched string 

used in the ‘topic’ of the Scopus database were ("Customer experience*" AND "Emotion*") OR 
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("Customer experience*" AND "Emotion*" AND "Loyalty"). The data was extracted on 1st 

April 2023. The initial data corpus had 511 items, and the language “English” was considered 

one of the filters to extract data. The article selection process in the study consisted of four 

subprocesses (Figure 1): identifications, screening, eligibility, and inclusion. In the identification 

stage, 157 articles were excluded as they were conference proceedings, meeting abstracts, books, 

book chapters, editorials, and notes. After going through the abstracts of all 349 papers, forty-

seven papers were discarded because those forty-seven articles were not completely in the 

consumer behavior domain. In the third step, after screening the 302 full articles, fifteen articles 

were not eligible to be taken from the years 2001-2022. The final data corpus came in 287 

research articles, known as inclusion. 

The main aim of this study is to scrutinize existing literature on emotions and customer 

experience research, that is to (a) identify structural elements of research and potential inter-

relationship, (b) draw the conclusion of existing relationship and the need to experience, collate 

and classify all such elements as per above. Hence, the manuscript compiled a list of publications 

that discussed ‘emotions’ and ‘customer experience’. This research focuses on different 

panoramas of emotional role in customer experience and tries to find any theoretical 

underpinning in current literature. This focuses the study within the top-tier journals in the data 

corpus. Scopus is used as the database to extract data corpus for this study. Though the Web of 

Science database is often considered a more popular database, the Scopus database launched by 

Elsevier in 2004 is found to have a broader database in social sciences, significantly covering 

more than 16 million references dating back to 1996 (Vieira & Gomes, 2009), with wider 

selection of journals covering behavioral sciences and likely the one of emotions. The study 

considers only peer-reviewed journals and excludes conference proceedings, meeting abstracts, 

etc., to maintain high-quality publications in the data corpus (Meier, 2011). 
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: 

 

FIGURE 1  

ARTICLE SELECTION 

Software and Visualization Tools 

Many visualization tools have been developed for bibliometrics and here used two 

commonly used tools as Biblioshiny and Vos Viewer (Van Eck & Waltman, 2009). They are 

applications that are used to create and present networks based on bibliometric data. The most 

common bibliometric methods were used in this study, such as publication and citation trends, 

most influential articles and the most prominent contributors in this field as publishers (Paul & 

Benito, 2017; Paul & Benito, 2017). Keyword co-occurrence, clusters and thematic analysis were 

also performed to understand the intellectual structure of this domain, making it possible to 

visualize the progress of the field along with improving the readability of analysis results 

(Gaviria-Marin et al., 2019). 

DESCRIPTIVE RESULTS 

Trend of Publications and Citations in Time 
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Trend analysis shows the trends and developments in this area based on annual growth in 

publication volume (Singh et al., 2021; Saha et al., 2023). Figure 2 shows the year wise trends in 

publications of research on emotions and customer experience from 2001 to 2022. 

 

 
FIGURE 2 

 PUBLICATIONS AND CITATIONS TRENDS OF EMOTIONS & CUSTOMER 

EXPERIENCE RESEARCH 
 

Source: Biblioshiny. 

 

From the data corpus, two prominent papers were published during 2001-02, focused on 

emotional elements between the customer and the service provider, by introducing the concept of 

service encounter emotional value (Bailey et al., 2001).  

During 2003-04, the relationship between different service elements designed to create 

enhanced experience and customer loyalty was explored, suggesting that for any service, there 

are particular emotions that will drive loyalty behavior but the desired emotions may not be the 

ones that the company is currently evoking in customers through their service design (Pullman & 

Gross, 2004). The connection between experience and emotions emerged in literature during this 

period. Similarly, customers' overall experience gets influenced by sensory and emotional clues 

that evokes a value perception of brand preference leading to earn their loyalty (Haeckel et al., 

2003).  

The overall number of publications and citations increased significantly between 2007 

and 2009, demonstrating the importance and value attached to this study area. An article by the 

design of experience-centric services leads to customer loyalty by the creation of emotional 

connections (Zomerdijk & Voss, 2009). By incorporating emotions and perceptual distortion 

over time, customer experience overcomes many problems associated with static, partial golden 

measures of service quality (Palmer, 2010).  

There were 22 publications published during this 2013, which is nearly twice as many as 

the number of papers in the dataset that were published throughout the previous four years. 
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During this period, an article by Edvardsson (2005) having the highest number of citations found 

that companies need to focus on the small details that make big differences to customers, and 

that this will truly enhance the experiences of the customers in a positive way. Similarly, 

competencies were identified and mapped that will enhance experiences co-created in order to 

make it memorable altogether (Bharwani & Mathews, 2016). People and interaction are likely to 

be critical here, and co-creation is highlighted as a factor, implying interactions around the  

This is borne out by the most notable article during 2017-18 from the data corpus 

exploring consumer experiences with robotics-based dimensions as embodiment, emotion, 

human-oriented perception, feeling of security and co-experience for evaluating user experiences 

(Tung & Au, 2018).  

The number of publications in 2019–22 increased in comparison to the previous two 

years, emphasizing the significance of emotions and consumer experience research. A total of 86 

articles were published within a span of two years. The most prominent article during this 

duration concentrated on the use of chatbots to supplement, or even replace, humans in service 

interactions, which can subsequently determine the customer experience and found that there is a 

significant positive effect occurs for human service agents in terms of both satisfaction and 

purchase intention, which are fully mediated by emotion and rapport, (Sands et al., 2020).  

Prominent Journal distribution 

The top journals are shown in Table 1 in order of publications and citations. These 

journals were retrieved from Scopus database as of 1st April 2023 Table 2. 

 

Table 1  

LIST OF TOP 10 JOURNALS WHERE THE 287 RESEARCH PAPERS 

ANALYZED HAVE BEEN PUBLISHED 

Element TC NP 

Impact 

factor 

Journal of Service Research 1029 9 6.382 

Journal of Services Marketing 525 11 5.246 

International Journal of Contemporary Hospitality Management 486 8 9.321 

European Journal of Marketing 457 5 5.181 

Journal of Retailing and Consumer Services 440 11 10.972 

Decision Sciences 418 1 4.551 

International Journal of Hospitality Management 382 9 10.427 

Journal of Hospitality and Tourism Research 371 3 2.685 

Journal of Marketing 311 3 9.43 

Journal of Service Management 307 6 7.47 

 
Source: Scopus Database. 

 

Table 2 

LIST WITH THE TOP TEN OF THE MOST-CITED RESEARCH AS ON 1ST APRIL 2023 

Title Source 

Total 

Citations 

Service Design for Experience-Centric Services 

Zomerdijk and Voss 

(2010) 564 

Ability of Experience Design Elements to Elicit Emotions and Pullman and Gross 418 
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Loyalty Behaviors (2004) 

Customer experience management: a critical review of an 

emerging idea Palmer (2010) 260 

Relationships Among Experiential Marketing, Experiential Value, 

and Customer Satisfaction 

Yuan and Wu 

(2008) 257 

Lasting customer loyalty: a total customer experience approach 

Mascarenhas et al. 

(2006) 232 

Exploring customer experiences with robotics in hospitality Tung and Au (2018) 191 

What Is Quality? An Integrative Framework of Processes and 

States Golder et al. (2012) 187 

Small details that make big differences: A radical approach to 

consumption experience as a firm's differentiating strategy 

N. Bolton et al. 

(2014) 186 

Service quality: beyond cognitive assessment Edvardsson (2005) 179 

Experience, Emotion, and Eudaimonia: A Consideration of Tourist 

Experiences and Well-being 

Knobloch et al. 

(2016) 171 

 

Source: Scopus Database. 

 

The Journal of Service Research and the Journal of Services Marketing are the two most 

prominent journals in terms of citations. Journal of Marketing and Retailing, Journal of 

Consumer Services and the Journal of Services Marketing are the two most productive journals 

in terms of the number of publications so far.  These journals mainly cover business studies and 

provides updated articles on services research to cope in the growing service-based economy. 

Some of the recent studies in these journals talked about consumers’ emotional responses to 

environmental concerns and their regulatory focus in order to promote sustainable consumption 

behaviours (Maduku, 2024), emotion’s role and their influence on the customer experience 

(Manthiou, Hickman & Klaus, 2020; Herrando et al., 2022). 

The next set of notable journals are International Journal of Contemporary Hospitality 

Management (impact factor 9.321), in which a prominent article discussed the influence of 

emotions that most likely to produce a satisfying experience take place while encountered with 

enjoying rides, dining, and interacting with others (Torres et al., 2019). 

Next set of leading journals like the European Journal of Marketing (impact factor 5.181) 

sheds light on contributions by practitioners and researchers on marketing activity and hence 

useful to develop strategies, like with a better understanding of customers' ways of managing 

their emotions, managers and workers on the ground can create and carry out recovery strategies 

that cater to customers' emotions and yield better results (Balaji, Roy & Quazi, 2017) 

Another leading journal is Decision Sciences having the foremost publication with 

international visibility and impact factor of 4.551.A very prominent article from this journal 

explored the relationship between different service elements designed to create enhanced 

experience and customer loyalty and looked at emotional responses as mediating factors between 

the physical and relational elements and loyalty behaviors (Pullman & Gross, 2004). 

International Journal of Hospitality Management (impact factor 10.427) published nine 

papers till 1st April 2023 that review prominent trends and developments in the area of 

hospitality sector. A notable article in this journal examined how differently positive and 

negative emotions mediate the influence of two fundamental values of ethnic restaurant 

consumption on levels of customer satisfaction, suggesting that not every perceived hedonic 

value leads to customer satisfaction unless customers experience positive emotions from such a 

value (Song and Qu, 2017). Further set of prominent journals are Journal of Hospitality (impact 
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factor 2.685) and Tourism Research (impact factor 9.43), Journal of Marketing and Journal of 

Service Management (impact factor 7.47). 

THE THEORY- CONTEXT- CHARACTERISTICS- METHODS (TCCM) 

FRAMEWORK 

Theories 

Customer experience and emotion research has applied theoretical frameworks from 

various disciplines to explain specific mechanisms and effects (Table 3). We identified a total of 

87 studies that applied at least one theory. Further, we discussed the most tested theories in 

customer experience and emotions research and accordingly we tried to segregate based on 

Psychological and Attitudinal and Behavioral theories. 

Within the domain of psychological theories, cognitive appraisal theory (Moraleda et al., 

2020; Delcourt et.al,2017; Torres et.al, 2017; McColl-Kennedy et al., 2017; Min & Kim, 2019; 

Batat, 2022; Santos & Basso, 2012), suggesting that emotions are a result of an individual's 

evaluation or appraisal of a situation, that is how we think about a situation determines how we 

feel about it. The cognitive appraisal theory (Moraleda et al., 2020; Delcourt et al., 2017; Torres 

et al., 2017; McColl-Kennedy et al., 2017; Min & Kim, 2019; Batat, 2022; Santos & Basso, 

2012) is a psychological theory that suggests that an individual's assessment or appraisal of a 

situation determines their emotional response to it. These cognitive assessments then result in the 

emotional reaction. When a situation becomes threatening and there are not sufficient 

alternatives available, feelings like fear, worry, or powerlessness arise. Emotions such as 

excitement, resolve, or enthusiasm are more likely to arise if a situation is perceived as a 

challenge with sufficient resources to overcome. When a circumstance is deemed to be a loss or 

harm, emotions such as sadness, grief, or disappointment can emerge. 

Cognitive dissonance theory (Ittamalla & Kumar, 2021; Keiningham et al., 2017) 

emphasizes the profound impact of emotions in customer interactions (Kuuru and Närvänen, 

2019). When customers experience a difference between their expectations and the actual service 

or product received (Oliver, 1997), cognitive dissonance arises, leading to emotional discomfort 

(Kim, 2011). Emotions play a pivotal role in shaping how customers reconcile this dissonance, 

influencing their overall satisfaction and perception of the interaction (O’Shaughnessy & 

O’Shaughnessy, 2003). In the context of cognitive dissonance, organizations that recognize and 

control their emotional reactions can better handle customer complaints, increase satisfaction, 

and cultivate positive connections (Bolia, Jha & Jha, 2016). Businesses looking to manage and 

maximize client interactions must comprehend the emotional component of the cognitive 

dissonance framework (Bolia, Jha & Jha, 2016). 

Furthermore, the field of Attitude and Behavioral Theories offers significant perspectives 

via the theory of planned behavior (Drinkwater et al., 2020; Manthiou et al., 2020; Prentice & 

Nguyen, 2020); theory of reasoned action (Moraleda et al., 2020; Cachero-Martínez & Vázquez-

Casielles, 2021; Bawack et al., 2021; Pandey & Mookerjee, 2018); technology acceptance model 

(Etemad-Sajadi & Sturman, 2021) and social exchange theory (Hussain et al., 2020; Samsa, 

2022). These theories clarify the crucial role that emotions play in influencing consumer 

decision-making processes (Figure 3). The theory of planned behavior and the theory of reasoned 

action provide insights into the role of emotions in perceived behavioral control by influencing 

the individual's confidence in their ability to perform the behavior. Positive emotions can 

reinforce perceived control, while negative emotions can undermine it. Furthermore, emotions 

can directly influence intentions by affecting the motivational aspect of decision making. In the 
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context of customer decision-making, Social Exchange Theory underscores the emotional aspect 

of social exchanges, where positive emotions can lead to favorable customer decisions (Kemp, 

Briggs and Anaza, 2020).  

The Technology Acceptance Model focuses on how consumers perceive, and feel about 

embracing new technologies, emphasizing how important emotional reactions are in determining 

how people embrace and intend to use technology (Venkatesh, Thong & Xu, 2012). Emotions 

can influence users' perception of technology and their intention to use it. It also recognizes that 

emotional reactions can be the result of technology adoption and suggests that designing positive 

emotional experiences can increase adoption and acceptance. Users' experiences with technology 

may produce various kinds of emotional responses once they start using it. Recognizing 

experiences, such as doing a task successfully or experiencing interest in the technological 

connection, may increase their resolve to stick with it. On the other hand, unfavorable 

experiences may cause people to reject or give up on technology. 

Overall, these theories show how significant emotions are in influencing the attitudes, 

intentions, and behaviors of consumers. Understanding the emotional aspects present in these 

theoretical frameworks offers organizations significant perspectives for understanding and 

influencing customer choice making decisions. Organizations can more effectively create 

strategies that promote pleasant emotional experiences, increase customer satisfaction, and 

encourage technology adoption by taking into account the influence of cognitive appraisals, 

cognitive dissonance, perceived behavioral control, and social interactions. Emphasizing the 

emotional aspects of interaction with customers enhances the customer experience and 

encourages long-term engagement and loyalty for success of the organization. 

 

 
 

FIGURE 3 

 LIST OF PROMINENT THEORIES IN EMOTIONS AND CUSTOMER EXPERIENCE 

RESEARCH 

 
Source: Authors’ creation. 

 
Table 3 

LIST OF PROMINENT THEORIES AND THEIR SOURCES IN EMOTIONS AND CUSTOMER 

EXPERIENCE RESEARCH 

Theories Examples 
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Cognitive 

Appraisal theory 

Moraleda et al., 2020; Delcourt et.al,2017; Torres et.al, 2017; McColl-Kennedy et al., 

2017; Min & Kim, 2019; Batat, 2022; Santos & Basso, 2012 

Theory of 

Reasoned Action 

Drinkwater et.al, 2022; Fuentes-Moraleda et.al, 2020; Manthiou 2020; Cachero-Martínez 

2021; Bawack 2021; Pandey 2018 

Grounded theory 

Letto et.al, 2021; Zulauf et.al, 2021; Christodoulides et.al, 2021; Chang et.al, 2014; Barnes 

et.al, 2013 

Stimulus-

Organism-

Response 

Loureiro et.al, 2018; Aziz et.al, 2017; Cachero-Martínez et.al, 2021; Wei et.al, 2022; Hlee 

et.al, 2022 

Theory of 

Engagement Chepur et.al, 2022; Hussain et.al, 2021; Meire et.al, 2019 

Theory of Planned 

Behavior Ali et.al, 2021; Drinkwater et.al, 2022; Manthiou et.al, 2020; Prentice et.al, 2020 

Pleasure-Arousal-

Dominance Loureiro et.al, 2018; Koklič et.al, 2019; 

Technology 

Acceptance model Etemad et.al, 2022; Ali et.al, 2021 

Theory of 

Cognitive 

Dissonance Ittamalla et.al, 2021; Keiningham et.al, 2017 

Social Exchange 

theory Hussain et.al, 2020; Samsa et.al, 2022 

 
Source: Authors’ creation. 

Context 

The section discusses the major subject areas and countries in which the customer 

experience and emotions articles have been published (Figure 4). Using the systematic review, it 

has been noted that more than 50% studies were conducted in Business, Management and 

Accounting; followed by Social Sciences consisting of 12% studies; and then further articles 

were from the areas like Economics, Econometrics and Finance, Computer Science, Psychology, 

Engineering, Decision Sciences, Arts and Humanities, Environmental Science, Mathematics, 

Agricultural and Biological Sciences, Energy, Earth and Planetary Sciences, Health Professions 

and Medicine. 
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FIGURE 4 

TOP 10 COUNTRIES/REGIONS WITH HIGHEST PUBLICATIONS 

 
Source: Biblioshiny. 

 

The USA is one of the most prominent nations on the map and continues to lead all other 

nations in the number of publications in the fields of business, management, and accounting, 

followed by social sciences. The highest number of publications ever were published in 2022, 

surpassing the previous record, demonstrating how crucial it is for the nation to comprehend how 

emotions affect the consumer experience. Some of the prominent researchers of this region like 

Gremler et al. (2017), Torres et al. (2017), Zaki et al. (2020), are focusing more publications in 

themes like customer experience journeys impacted by emotional value.  

The second top country in terms of publications is the United Kingdom, having 36 

articles published during 2001-2022. Researchers have focused various stimuli leading to 

customer experiences while concentrating on emotional aspects that create value for 

organizations. A customer's evaluation of the stimulus as a source of meaningful experience can 

trigger either of two cognitive or affective states Gupta et al. (2019). Australia and India also 

have approximately 20 publications in this area of customer experience. It also shows that 

European nations, particularly France, the Netherlands, Sweden, and Spain, who are members of 

the European Union (EU), account for a substantial number of publications. 

In order to keep themselves updated and competitive in today's business scenario, brands 

require understanding and catering to customer emotions through integrated and personalized 

experiences, whether in the banking (Chepur & Bellamkonda, 2022), airline (Ko, Choi & Kim, 

2021), B2B (Mangus et al., 2022), tourism (Wei, Baker & Önder, 2022), robotics (Huang et al., 

2021), food services (Liu, Sparks & Coghlan, 2017), e-commerce (Chen & Gao, 2019), 

healthcare (McColl‐Kennedy et al., 2017), hospitality (Bharwani & D. Mathews, 2016), 

insurance (Méndez-Aparicio et al., 2020), or renewable energy (Hengboriboon, Sayut, Wutthiya 

Aekthanate Srisathan, et al., 2022b) sectors.  
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These results show that there is a need to step into more nuanced subject areas for future 

research studies. Therefore, a future gap lies in working with areas like Neurosciences (Herrando 

et al., 2022) on the empirical foundations of the subject domain. As it is evident that two areas—

Business, Management and Accounting and Social Sciences — have penetrated the customer 

experience and emotions research for the subject. Hence, the gap lies for some areas to focus on 

broadening their research domain for other domain contexts. 

Characteristics 

The key constructs over the last 21 years are presented in Figure 5. In the context of 

customer experience research, it explores the antecedents, mediators, and consequences of 

emotions and incorporates existing concepts with a more rigorous theoretical framework. The 

network's main objective is to illustrate the relationships between the significant antecedents and 

consequences of the importance of emotions in the customer experience. This network also 

includes the important mediators and moderators that influence these relationships. Thus, the 

framework described here can give marketers and academicians a rapid overview of the key 

factors and how they show the relationship between emotions and customer experience. 

Independent Variables 

First, the authors extracted antecedents from the reviewed articles and divided them into 

two categories: those that were linked to customers and secondly those that were related to 

organizations. The main drivers under customer-related factors that affect experiences are touch 

points (Grønholdt et al., 2015, Slåtten et al., 2011) or trigger events (McColl-Kennedy et al., 

2017) or situations (Godovykh & Tasci, 2020, Slåtten et al., 2011), ease of doing, interaction 

with other customers, and information processing (Kawaf & Tagg, 2017). These factors highlight 

the importance of strategic engagement, seamless interactions, and situational elements 

throughout the customer journey. 

Another set of antecedents can be labeled as organization-related, these factors like 

personalized offering (Tyrväinen et al., 2020) or customization (Wei et al., 2022), reputation 

(Loureiro & Sarmento, 2018), interaction with staff (Terblanche, 2018), employee technical 

competence (Delcourt et al., 2017) and maintenance & safety or security (Kim & Han, 2020; 

Terblanche, 2018) affect customer experience. These factors emphasize the significance of 

tailored products/services, a strong reputation, competent staff interactions, and ensuring a sense 

of security and worth for customers. 
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FIGURE 5 

NOMOLOGICAL FRAMEWORK OF EMOTIONS & CUSTOMER EXPERIENCE 

RESEARCH 
 

Source: Authors’ creation. 

Mediating Variables 

According to our study, there is a mediating relationship between customer experience 

and its antecedents or between customer experience and related consequence(s). The most 

crucial factor is the emotions (Balaji et al., 2017) that mediate relationships between antecedents 

and customer experience, considered as a differentiating factor in creating positive experience 

with a different emotion (Oliver, 1997). These emotions influenced by factors such as 
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personalized offerings, reputation, staff interactions, and safety measures, intricately shape the 

overall perception of customer experience. Also, customer engagement has a mediating role 

(Moliner-Tena et al. 2019), emphasizing that actively involving customers in various aspects 

further impacts their experience as a whole. Many research studies have found that satisfaction 

(Balaji et al., 2017) and trust (Hengboriboon et al., 2022) mediate the relationship between 

customer experience and related consequence(s). This is because satisfied customers are more 

likely to buy again or refer a business to others if they have a positive experience that builds 

trust. Organizations looking to build and maintain great, unique client experiences must 

comprehend and control these mediating variables. 

Moderating Variables 

The outcomes of this study indicate that the moderating effect between customer 

experiences and their antecedents is shown by the impact of channel (Brun et al., 2017) and past 

experiences (Nguyen & Nham, 2021).  Customers' responses to current stimuli can be influenced 

and affected by past interactions and perceptions, as shown by the ability of past experiences to 

reduce the impact of different organizational antecedents on current customer experiences. 

Furthermore, Brun et al. (2017) have suggested that the influence of channels is another 

important moderator. Online, offline, and multichannel communication channels all influence 

how different factors and client experiences are correlated. Organizations may alter their strategy 

based on the moderating effects of prior experiences and communication channels on the link 

between antecedents and customer experiences by identifying these moderators, which offers a 

more comprehensive view of the dynamics at work. 

Consequences 

The main consequences that have been further summarized from the studies are word of 

mouth (Choi & Choi, 2014)), willingness to pay (Yang & Xia, 2021), loyalty (Moliner-Tena et 

al., 2018), repatronage intention (Terblanche 2018), switching intention (Santos & Basso, 2012), 

purchase intent (Chang et.al, 2014) and brand equity (Bilgihan et al., 2013), which will help in 

understanding the positive customer experiences to better differentiate themselves from the 

competition and strengthen customer loyalty. These serve as valuable indicators of the impact of 

positive customer experiences for a successful relationship between a brand and a consumer. 

Collectively, these consequences underscore the multifaceted benefits of fostering positive 

customer experiences, providing organizations with valuable insights to differentiate themselves 

from other brands. 

So, drawing this conceptual comprehension, customer experience can be designed, 

delivered, and managed from a variety of perspectives that is from the organization's perspective 

(Berry et al., 2002), where the focus lies on designing, delivering, and managing an magnificent 

experience for customers (Bolton et al., 2018; Kranzbühler et al., 2017); or from the customer's 

perspective (Schmitt, 2010), where customers are receivers of the organization’s goods and 

services; or from a co-creation perspective (Berry et al., 2002; Stuart & Tax, 2004), where 

customers play an important role in co-creating an experience with a variety of determinants 

such as staff, firms, and other customers (Kim & Han, 2020; McColl-Kennedy et al., 2018). 

Experiences have a subjective nature and are also socially and culturally formed, reflecting its 

importance at individual, relational element, and social system level (Meyer & Schwager, 2007; 

Vargo & Lusch, 2015). Hence, customer experience is an ongoing element of interaction at the 

individual, relational, and system levels (Vargo & Lusch, 2015). Experiences are created in 
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various forms of interactions in which values are anchored and emotions are embedded (Kuuru 

& Närvänen, 2019).  

Both theoretical and empirical research has found that expected emotional outcomes are 

simple but useful guides driving decision processes (Mellers & McGraw, 2001). The role of 

emotions has been noted as a distinguishing feature of customer experience. A stimulus that has 

a positive affective outcome for one consumer may have a negative outcome for another 

consumer with a different emotional predisposition (Oliver, 1997). The significance of emotions 

in customer experience is supported and illuminated by the application of several prominent 

theories.  

Methods  

This section discusses the methods used in the papers for the study of customer 

experience and emotions. The majority of the prominent research has been conducted through 

statistical analysis (Choi & B. Choi, 2014; Ludwig, Barnes & Gouthier, 2017), followed by 

mixed-method analysis (Wei, Baker & Önder, 2022; Chan, Wan & Tam, 2019; Lao, Vlad & 

Martin, 2021; AlJanahi & Parahoo, 2022) and experiment methods (Karabas & Joireman, 2020) 

in the area of customer experience and emotions.  

In statistical analysis, a maximum number of studies were carried out through factor 

analysis (González et al., 2022; Yang & Xia, 2021; Busser et al., 2022); structural equation 

modeling (Balaji, Roy & Quazi, 2017, Brun et al., 2017, Hussain et al., 2020); regression 

analysis (Balaji, Roy & Quazi, 2017); path analysis (Leri & Theodoridis, 2019), meta-analysis 

(Kranzbühler et al., 2017), sentiment analysis (Sýkora et al., 2022), content analysis (Pacheco & 

Azevedo, 2022) and thematic analysis (Wu & Gao, 2019; Liu, Sparks & Coghlan, 2017; Grewal 

& Roggeveen, 2020).  Through statistical analysis, researchers were able to explore the role of 

emotions in customer experience. The reactive and significant impact on various outcomes were 

also determined and calculated with the help of statistical analysis (Ye et al., 2017). Structural 

equation modeling (SEM) remains the most widely used technique among studies that have 

adopted quantitative methods for investigating the ways the variables related to customer 

experience and emotions interact with one another. This review indicates that partial least square 

SEM (PLS-SEM) (Rajaobelina et al., 2018; Ihtiyar, Barut & Ihtiyar, 2019) and IBM SPSS 

AMOS (Hengboriboon, Sayut, Wutthiya Aekthanate Srisathan, et al., 2022) are the most widely 

used SEM tools, taking into account all the studies on the SEM technique. Maximum likelihood 

estimation with robust standard errors (MLR) (Xiao et al., 2018); LISREL (Alhidari et al., 2015; 

Cheung, 2014) has, however, not been widely employed in research. Because SEM is a potent 

scientific multivariate methodology helpful for assessing or testing relationships between 

exogenous and endogenous (independent and dependent) variables, it is the most popular method 

in social science research investigations (Babin and Svensson, 2012; Ali et al., 2018). While the 

PLS is based on a variance-based approach, SEM tools such as AMOS, MLR (Filieri et al., 

2022), and LISREL are based on covariance SEM (CB-SEM) (Hair et al., 2011; Ong and Puteh, 

2017; Henseler et al., 2016). 

Few studies have looked at qualitative analysis in addition to quantitative analysis to look 

into the factors influencing customer experience. The method most often used to analyze the 

textual data obtained from respondents in all qualitative studies is content analysis (Huang, Chen 

& Gao, 2019).  

The challenge among future researchers lies in the development of more studies with 

mixed-method and experiment approaches for studying the antecedent and consequences of 

customer experiences and emotions research. 
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INTELLECTUAL STRUCTURE 

We have undertaken the co-authorship and co-occurrence of author keywords analysis as 

a novel approach to understanding the progression of research. 

Themes Emerging From Co-Authorship 

Co-authorship analysis helps to interpret the collaborations and intellectual networks 

formed amongst authors of numerous countries, origins and organizations in a field of study 

(Cisneros et al., 2018). As the literary curiosity for research is progressing around the globe, 

interactions among scholars are ubiquitous (Donthu et al., 2021). Through co-authorship 

analysis, explored how authors have worked together over time to explain the course of 

academic advancement and draw attention to the social structure. These groupings also shed light 

on intellectual focus, and thematic intertwining of different authors’ areas of research, constructs, 

and theoretical underpinnings and frameworks that are used to explain a particular phenomenon. 

It shows how such groupings have led to certain themes and how these themes have evolved and 

meshed with others. While there are numerous clusters depicting groupings of collaborations, the 

majority of the authors in these groups are from the same nation or close by, which somewhat 

restricts the exchange of knowledge. An overview of the organization of academic collaboration 

across nations is given in Table 4. An effort to identify the most significant authors within the 

network collaborations and analyze the degree of collaborations between them in this section. 

 
Table 4 

LIST OF PROMINENT AUTHORS, THEIR CO-AUTHORSHIPS AND THEIR COLLABORATIONS 
Prominen

t authors Co-authors 

Yea

r Authors with affiliations 

Key Research 

areas Key Themes 

McColl-

Kennedy 

J.R. 

McColl-Kennedy 

J.R., Zaki M., 

Lemon K.N., 

Urmetzer F., Neely 

A. 

201

9 

McColl-Kennedy, J.R., University of 

Queensland Business School, 

Australia; Zaki, M., University of 

Cambridge, Cambridge, United 

Kingdom; Lemon, K.N., Boston 

College,United States; Urmetzer, F., 

University of Cambridge, United 

Kingdom; Neely, A., University of 

Cambridge, Cambridge, United 

Kingdom 

Value creation 

elements of CX 

at touchpoints 

having 

cognitive 

responses and 

discrete 

emotions. 

Importance 

of emotions 

aroused 

during 

different 

stages of 

customer 

experience 

  

McColl-Kennedy 

J.R., Danaher T.S., 

Gallan A.S., 

Orsingher C., 

Lervik-Olsen L., 

Verma R. 

201

7 

McColl-Kennedy, J.R., The 

University of Queensland, Australia; 

Danaher, T.S., Monash University, 

Australia; Gallan, A.S., DePaul 

University, United States; Orsingher, 

C., University of Bologna, Italy; 

Lervik-Olsen, L., Norwegian School 

of Economics (NHH), Norway; 

Verma, R., Cornell College of 

Business, United States 

Managing 

emotional 

responses 

aroused by 

triggering 

events.   

  

Surachartkumtonk

un J., McColl-

Kennedy J.R., 

Patterson P.G. 

201

5 

Surachartkumtonkun, J., Griffith 

University, Australia; McColl-

Kennedy, J.R., The University of 

Queensland, Brisbane, Australia; 

Patterson, P.G.,University of New 

Negative 

emotions arose 

due to service 

failure and 

recovery.   
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South Wales, Australia 

  

Tombs A.G., 

McColl-Kennedy 

J.R. 

201

3 

Tombs, A.G., The University of 

Queensland, Australia; McColl-

Kennedy, J.R., The University of 

Queensland, Australia 

Impact of other 

customers' 

emotions on 

customer 

experience.   

Brun I 

Rajaobelina L., 

Brun I., Line R., 

Cloutier-Bilodeau 

C. 

202

1 

Rajaobelina, L., ESG–University of 

Quebec, Canada; Brun, I., University 

of Moncton,Canada; Line, R., ESG 

UQAM, Canada; Cloutier-Bilodeau, 

C., University of Quebec, Canada 

Customer 

experience 

(cognitive, 

affective, 

sensory, 

behavioral and 

social) on trust, 

commitment 

and loyalty. 

Role of 

customer 

experience 

on trust, 

commitment 

and loyalty 

  

Rajaobelina L., 

Brun I., Prom Tep 

S., Arcand M. 

201

8 

Rajaobelina, L., ESG–University of 

Quebec, Canada; Brun, I., University 

of Moncton,Canada; Prom Tep, S., 

University of Quebec, Canada; 

Arcand, M., University of Quebec, 

Canada     

  

Brun I., 

Rajaobelina L., 

Ricard L., 

Berthiaume B. 

201

7 

Brun, I., University of 

Moncton,Canada; Rajaobelina, L., 

ESG–University of Quebec, Canada; 

Ricard, L.,ESG–University of Quebec, 

Canada; Berthiaume, B., ESG–

University of Quebec, Canada     

Gremler, 

D.D. 

Delcourt C., 

Gremler D.D., De 

Zanet F., van Riel 

A.C.R. 

201

7 

Delcourt, C., Management School of 

the University of Liege, Belgium; 

Gremler, D.D., Bowling Green State 

University, United States; De Zanet, 

F.,Management School of the 

University of Liege, Belgium; van 

Riel, A.C.R., Institute for 

Management Research, Radboud 

University, Netherlands 

Understanding, 

and regulating 

customer 

emotions 

during a 

discrete service 

encounter 

affecting their 

service 

evaluations and 

loyalty 

intentions. 

Antecedents 

of customer 

experience 

regulating 

emotions on 

loyalty 

  

Delcourt C., 

Gremler D.D., van 

Riel A.C.R., van 

Birgelen M.J.H. 

201

6 

Delcourt, C., HEC-Management 

School, University of Liege, Belgium; 

Gremler, D.D., Bowling Green State 

University, United States; van Riel, 

A.C.R.,Radboud University, 

Netherlands; van Birgelen, Radboud 

University, Netherlands     

  

Bailey J.J., 

McCollough M.A., 

Gremler D.D. 

200

1 

Bailey, J.J., University of Idaho, 

Moscow, United States; McCollough, 

University of Idaho, Moscow, United 

States; Gremler, D.D., Bowling Green 

State University, United States     

Gustafsso

n A 

Bolton R.N., 

Gustafsson A., 

Tarasi C.O., Witell 

L. 

202

1 

Bolton, R.N., Arizona State 

University, United States; Gustafsson, 

A., BI Norwegian Business School, 

Norway; Tarasi, C.O., Central 

Michigan University, United States; 

Witell, L.,Linköping University, 

Focuses on 

customers 

emotional, 

cognitive, 

sensory and 

behavioral 

Role of 

customer 

experience 

while 

understandin

g consumer 
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Sweden, CTF, Karlstad University, 

Sweden 

responses to the 

catalog 

experience. 

emotions 

that create 

competitive 

advantage 

  

Caruelle D., 

Gustafsson A., 

Shams P., Lervik-

Olsen L. 

201

9 

Caruelle, D., BI Norwegian Business 

School, Norway; Gustafsson, A., BI 

Norwegian Business School, Norway; 

Shams, P., Karlstad University, 

Sweden; Lervik-Olsen, L., BI 

Norwegian Business School,Norway 

Companies 

need to focus 

on the small 

details that 

make big 

differences to 

customers.   

  

Bolton R.N., 

Gustafsson A., 

McColl-Kennedy 

J., Sirianni N.J., 

Tse D.K. 

201

4 

Bolton, R.N., Arizona State 

University, United States; Gustafsson, 

A., Karlstad University, Sweden, BI - 

Norwegian Business School, Norway; 

McColl-Kennedy, J., The University 

of Queensland,Australia; Sirianni, 

N.J., D'Amore, Northeastern 

University, United States; Tse, D.K., 

Hong Kong University, Hong Kong 

Emotional 

arousal 

activities 

impacting CX   

Mahr D 

Stead S., Wetzels 

R., Wetzels M., 

Odekerken-

Schröder G., Mahr 

D. 

202

2 

Stead, S., RWTH Aachen University, 

Aachen, Germany; Wetzels, R., 

Radboud University (Nijmegen 

School of Management), Netherlands; 

Wetzels, M., EDHEC Business 

School, France; Odekerken-Schröder, 

G., Maastricht University, 

Netherlands; Mahr, D., Hanken 

School of Economics,Finland, 

Maastricht University, Netherlands 

Investigate 

multisensory 

stimuli, their 

integration, and 

perception, as 

well as the link 

between 

multisensory 

customer 

experiences and 

emotions. 

Impact of 

stimuli on 

customer 

experience 

  

Stead S., 

Odekerken-

Schröder G., Mahr 

D. 

202

0 

Stead, S., RWTH Aachen University, 

Germany; Odekerken-Schröder, G., 

Maastricht University, Netherlands; 

Mahr, D., Maastricht University, 

Netherlands 

Role of 

schemas in 

shaping 

customer 

experiences in 

new 

servicescapes, 

across the 

customer 

journey.   

  

Mahr D., Stead S., 

Odekerken-

Schröder G. 

201

9 

Mahr, D., Maastricht University, 

Netherlands, Stead, S., Maastricht 

University, Maastricht, Netherlands; 

Odekerken-Schröder, G., Maastricht 

University, Netherlands 

Senses are 

especially 

important in 

forming 

perceptions 

within 

servicescapes 

that are 

typically rich in 

sensory stimuli.   

 
Source: Scopus Database 
 

McColl-Kennedy J.R. from the University of Queensland, Brisbane, Australia has the 

most collaborations with prominent co-authors. These collaborations are from countries like the 
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UK, USA, Australia and Italy. They have focused on the importance of emotions aroused during 

different stages of customer experiences. Understanding emotions during or after the 

consumption is a very crucial aspect for any organization as there are different emotional 

reactions to the same action under the same circumstances or situations (Kuuru & Närvänen, 

2019). Emotions play a significant role in determining behaviors and actions (Carlson & Wang, 

2007). There are different value creation elements of experiences at various touch points or 

triggered at different events or situational factors which customers look for, having cognitive 

responses and discrete emotions (McColl-Kennedy et al., 2017, 2018). The researcher also 

explored how negative emotions aroused due to service failure and recovery, impacting loss, or a 

threat of loss, of personal resources like self-esteem, etc. and hence forming negative emotions 

(Surachartkumtonkun et al., 2014). 

Table 4 shows that the number of collaborations among the seasoned authors is 

somewhat limited. For instance, two of the most influential authors, Brun, affiliated with 

University of Moncton, Canada; and Rajaobelina, affiliated with ESG–University of Quebec, 

Canada are part of a close group of collaborators. They have examined the five dimensions of 

customer experience framed by Schmitt (1999) that impact trust, commitment and loyalty. This 

will help in the effort to give customers memorable, satisfying experiences. The studies 

pertaining with Gremler, D.D from Bowling Green State University, United States, having 

collaborations with other authors, mainly focused on understanding, and regulating customer 

emotions during a discrete service encounter that can affect their service evaluations and loyalty 

intentions. 

It highlights the fact that the US leads the world in terms of publications and quality as 

well as in advancing social structure and intellectual knowledge through collaborations with 

other countries. Gustafsson A from Karlstad University, Sweden having collaborations with 

authors of countries belonging to Norway, USA, China and Australia. These authors and co-

authors investigated how companies could concentrate on small details that matter to customers. 

They concentrate on the emotional values, which will produce a competitive advantage by 

focusing on the emotional, cognitive, sensory, and behavioral responses of customers to the 

experience. Mahr from Maastricht University, Netherlands has worked together with many co-

authors from Germany & Netherlands. Their research examines how multisensory stimuli affect 

customer experiences and emotions across the customer journey in emerging servicescapes. 

Thus, it has been seen that the co-authorship analysis reveals a dynamic landscape of 

global collaboration in customer experience research, showcasing diverse collaborations across 

nations. The prominent publications signify its leadership in advancing social structures and 

intellectual knowledge. Overall, the analysis emphasizes the importance of emotions and sensory 

elements in understanding and enhancing customer experiences on a global scale. 

Themes Emerging From the Co-Occurrence of Keywords 

The keyword co-occurrence analysis postulates that two terms appearing in a paper 

together often have some conceptual relation to one another, form thematic clusters and indicate 

the temporal developments (Sharma et al., 2022; Kumar et al., 2021). Academicians also use this 

method of scientific mapping to predict forthcoming concepts in their field of research, which 

helps in formulating various theoretical implications for the future (Donthu et al., 2021). As a 

result, the co-occurrence of keywords gives us insight into the field's future intellectual direction. 

Initially created a thesaurus for VOSviewer in order to make sure that terms with different words 

and plurals of the same word are combined to prevent duplication before performing a keyword 
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co-occurrence analysis. A bibliometric map for co-occurrence was shown using the default 

threshold of 5 Figure 6. 

 

 
FIGURE 6 

CO-OCCURRENCES OF KEYWORDS (THRESHOLD 5 CO-OCCURRENCES, 

DISPLAY 25 KEYWORDS) 
Source: VosViewer. 

Situational Factors Encountered During Experiences 

Experiences occur as a result of encountering, undergoing or living through events or 

things, which provide sensory, emotional, cognitive, behavioral and relational values (Schmitt, 

1999).  Organizations usually evaluate customer emotions to influence customer decisions during 

the encounters (Delcourt et al., 2017). These emotionally laden encounters (Mattila, 1999) help 

to identify events and situational factors or contextual factors during which customers look for 

experiences to feel emotions. Customer experience is having interactions with customers and the 

organization and or other actors (Vargo & Lusch, 2004; Jain et al., 2017). Experiences are events 

which are personal and are not self-generated, but occur in response to some staged situation and 

involve the entire being, classified as objective characteristics (location, time of day, etc.) as well 

as subjective characteristics (time pressure, moods, etc.) of a given situation (Belk, 1975). 

Managing Emotional Competence during Service Encounters To Improve Customer 

Experience  
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This explores all facets of managing the services by an organization. Customer 

experience plays a crucial role in understanding the needs of customers and delivering high-

quality service while understanding emotional intelligence. This helps marketers to promote and 

create awareness of the services offered. In order to manage service delivery and ensure 

customer satisfaction, it is crucial to consider customer service, service failure, and service 

recovery. This involves understanding and managing all aspects of the service delivery process, 

from analyzing customer needs to delivering high-quality service, to creating positive customer 

experiences and managing service issues effectively, which will lead to trust, commitment and 

loyalty. They explain not just single choice making decisions, but also repeated purchases, word 

of mouth, referrals, leading to trust (Sirdeshmukh, Singh & Sabol, 2002), satisfaction (Anderson 

& Sullivan, 1993; and Oliver, 1980) and relationship commitment & continuity (Bolton, 1998; 

Morgan & Hunt, 1994).  

Creating Experiential Value for Customers  

Concepts such as the experience economy (Pine & Gilmore, 1999) stress the importance 

of providing positive memorable experiences.  The concept of the customer experience 

developed from the increasing commodification of services, which gave the need to provide 

value through more than just price and availability to build customer loyalty and keep them 

coming back. Many elements are considered very crucial for the consumer behavior that 

contributes to memorable experiences (Chandralal & Valenzuela, 2013; Farber & Hall, 2007; 

Kim et al., 2010) by emphasizing on the roles of seeking pleasure and avoiding pain in 

consumer’s lives (Higgins, 1997). The role of emotions has been identified in differentiating the 

customer experience, and a stimulus that has a positive affective outcome for one consumer may 

have a negative outcome for another consumer with a different emotion (Oliver, 1997). 

Effect of Customer Experience on Loyalty  

With ever-increasing competition and ever-broader shopping opportunities, businesses 

are better advised to focus on creating positive customer experiences to better differentiate 

themselves from the competition and strengthen customer loyalty (Brun et al., 2017). The 

importance of examining the impact of customer experience, based on its dimensions like 

sensory, emotional, cognitive, behavioral and relational values (Schmitt, 1999) to highlight 

differences and better understand the factors that really impact customer retention and to develop 

more targeted strategies (Brakus et al., 2009; Srivastava & Kaul, 2016). The impact on consumer 

loyalty is indeed being explored for global or integrated customer experiences. As a result, the 

significance of each experience dimension highlights all aspects of the customer experience that 

service organizations can effectively prioritize in order to foster customer loyalty. 

Role of Digital Transformation in Experiences Embedded With Emotions  

Technology developments related to augmented reality, virtual reality, blockchains, 

automation, artificial intelligence and robots have changed the landscape of service industries by 

transforming service system competencies and changing customer experience (Law et al., 2014). 

It is critical to evaluate how technology-based service delivery systems impact the customer 

experience because they are increasingly a component of purchasing In-store technology 

including tablets, smartphones, WiFi, augmented reality (smart mirrors), apps, screen films, 

virtual catalogs, and smart tags, (H. S. Kim et al., 2016), that focus on creating a new integrated 
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customer experience, using technology that is practical, enjoyable and interesting in order to 

ensure that customers perceive that it facilitates and expedites their shopping journey. 

Technology redefines store experience and store layouts through click and collects services or 

more advanced technology such as interactive fitting rooms that connect with social networks. 

Thus, it is important for the organizations to understand their customers’ experiences so that they 

can make changes as necessary in order to survive in this digital era. The emergence of 

technology has transformed the methods in which consumers feel for and acquire goods and 

services. As a result, firms are constantly looking for new and creative ways to enhance customer 

satisfaction and customer experience by integrating emerging technologies into their shopping 

processes (Pantano et al., 2017). Technology has changed customer experiences and 

revolutionized service system competencies, changing the face of the service industry. 

To put it up, an in-depth study of the customer experience uncovers a variety of facets 

that call for efficient administration of the firm. The clusters highlight the significance of 

situational elements, emotional intelligence, the production of experiencing value, and the far-

reaching effects of digital transformation. The encounters with customers show how important it 

is for businesses to offer services and to consider sensory values, emotional intelligence, and 

technological integrations. By highlighting pleasant and memorable experiences, realizing the 

power of emotions, and embracing the digital age, businesses cultivate client loyalty and set 

themselves apart from their rivals. The depth of understanding provided by these clusters is a 

priceless asset for companies hoping to thrive in the dynamic world of consumer choice (Chen et 

al., 2016; Kashyap & Ponnam, 2019). 

Research on customer experience and emotions has many interesting possibilities, one of 

which is the combining of modern technologies like augmented reality and artificial intelligence 

to provide comprehensive and personalized consumer experiences. This effortless change 

between digital and real encounters is an exciting way to think about how businesses may design 

an effective experience. Further study could delve into the changing inclinations of diverse 

cohorts, encompassing Millennials, Gen Z, and older generations, revealing the ways in which 

distinct generational traits impact anticipations and various encounters (Hopping, 2000). New 

insights and practical lessons may be gained by looking at customer loyalty strategies from a 

global perspective and taking into account the connection between neuroscience and consumer 

behavior. These potential themes provide an exciting future in understanding and optimizing 

customer experiences suggesting exciting directions for both research and business practitioners 

Table 5. 

Table 5 

FUTURE RESEARCH DIRECTIONS BASED ON TCCM FRAMEWORK 

Theory Development  Theories related to Cognitive behavior and Neurosciences together can be 

applied to examine the role of emotional aspects in customer experience. 

Context  Less research has been conducted on the subject of how emotions affect 

consumer experience in a phygital context that is having both physical and digital 

worlds in combination together. 

Characteristics  Many organizations are keeping in consideration to have an updated 

technological environment so that it is easier and convenient for customers to 

experience journeys during and after consumption, but they still need to be fully 

adapted by all age groups. So, future researchers can work on the existing models 

of customer experience and emotions and may develop robust, modified, 

effective, and operational models that can be considered by all age groups. 
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Generation Z and generation X have different views on experiencing the 

offerings having different emotions in the phygital arena. 

Methodology  Very few studies have used experiment methods in order to understand the role 

of emotions in customer experience. This can further be examined in a more 

robust and emerging way by future researchers. 

 There are not many significant case studies available in the phygital context 

showing interaction effects between emotions and experience; for that reason, it 

is always recommended for future researchers to work more on case study-based 

approaches. So, future research in this area could be fruitful for coming 

researchers and practitioners.  

  

Source: Author’s creation. 

CONCLUSION AND LIMITATIONS 

In conclusion, organizations considering and engaging with the emotions of customers at 

different touch points more effectively throughout the gamut of experiences across the customer 

journey, are more likely to win loyalty. Emotions are the core of customer experience as an 

arousal during the touchpoint encounter, and appropriate measures to manage the means of 

arousing emotions is very crucial for a brand to gain trust, satisfaction and relationship 

commitment & continuity. The peculiar characteristic of customer experience research brought 

out in this study is how the relationship of emotions and customer experience literature has 

grown in the last twenty years. So, this is an emerging field for future researchers. The 

bibliometric analysis identifies the theoretical and intellectual evolution of the role of emotions 

in experiences impacting loyalty, there is growing research and empirical evidence of the linkage 

between emotions contextual or mix or touchpoint related factors, customer experience and 

loyalty,  scholars interested in this topic may therefore reviews, studies that have been published 

in the most prestigious journals of various genres like, Journal of Service Research, International 

Journal of Contemporary Hospitality Management, European Journal of Marketing and Decision 

Sciences. Researchers from different parts of the world like the US, UK, Australia and India 

have made significant contributions to this area and recognized the importance of emotions in 

customer experience. 

The concept of customer experience has developed beyond in-store encounters to now 

include all consumer interactions, from the first point of contact to developing a loyal following, 

across all channels. This article explores literary performance using science mapping and 

performance analysis, contributes to the literature by identifying widely used theories, constructs, 

methodologies and, finally identifies the themes. With the help of these analyses, this study also 

sets the future research agenda because in the upcoming years, customer experiences will 

continue to change as a result of new technology and evolving modes of emotions. 

This study presents a few limitations, although providing insightful information. Scopus 

was used to retrieve the study's data corpus and other databases like PubMed or Web of Science 

(WOS) were not used. However, Scopus is the most prominent and widely accepted database for 

scientific and bibliometric studies. The study considers only articles in the English language and 

excludes non-peer-reviewed journals, review articles, books, and articles written in different 

languages. The quality of the research articles as a targeted sampling based on all selected article 

titles, abstracts, and keywords to conduct qualitative content analysis is the second restriction. 

Although the objectives, key concepts, and findings of the study are briefly summarized in these 

three sections, full-text papers may be used in future work to uncover larger facets of the 
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customer experience. Hence, the research articles' quality and content may not be up to the 

expected standard. 

 

FUTURE RESEARCH DIRECTIONS 

Through a synthesis of diverse theoretical perspectives, this comprehensive exploration 

unravels how emotions intricately influence customer experiences, offering invaluable insights 

for businesses seeking to foster effective customer engagement and establish enduring 

connections. 

Following this, more and more organizations are recognizing that managing customer 

experiences is a powerful way of differentiating from competitors, establishing emotional 

connections, and increasing customer loyalty. Technology enables integration of channels and 

gives new relevance to experiences. With telecom and related technological advances, the 

Internet has deeply penetrated society and businesses around the world, leading to the generation 

of product reviews even for products with a mediocre level of awareness. 

Technological innovations have the potential to dramatically modify the retail landscape. 

The mobile revolution transformed the ways consumers search for, and purchase goods and 

services, and is now characterized by exploration of innovative methods to amplify the consumer 

experience and consumer satisfaction through emergent technology integration into the entire 

retail process. Organizations fueled with strong technology solutions provide emotional cues as 

having a mentally stimulating, enjoyable, and interesting and aesthetically pleasing experience to 

the user. Despite the growth, there are a number of emotional aspects of the customer experience 

where the literature is still not explored much. Future research directions and various research 

arenas through the TCCM framework will be established through this study. 

IMPLICATIONS 

This study's extensive literature reviews of 287 research articles provide in depth 

coverage of existing studies on emotions and customer experience research, and help identify 

different themes which have been critical in shaping the discourse in this area. It also highlights 

the lesser quantum of research on how emotions affect consumer experience in a phygital 

context, that is having both physical and digital worlds in combination together. The coming 

world will see a major evolution of technology integrated online consumer experiences blended 

with their physical world, their activities and lifestyles, and leading to emotionally significant 

events and decision-making. This evolution will surely require a much deeper and more 

comprehensive understanding of its various dimensions. By tying together various streams of 

research on emotions and experiences as in this study, such gaps may be more easily filled. 

Based on this study of a retrospective review of extant literature on emotions and 

customer experience, the diversity of theoretical frameworks employed in the field, have been 

brought together to provide a more thorough understanding of the antecedents, moderators, and 

mediators used for the research of consumer experiences and emotions. Additionally, this study 

puts together publications based on the most researched industries, highly published nations, and 

also the compendium of studies in the context of developing retail platforms in both physical and 

digital contexts. It has taken some steps towards categorization of studies according to theoretical 

research, empirical analysis, and qualitative studies. An overview of common methods and 
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approaches used in the research in the customer experience and emotions domain will aid those 

looking for a comprehensive description of methodology. 

For a seamless customer journey across various touch points that impact loyalty, 

businesses will be benefited if they take proactive steps such as prioritizing comprehensible 

technological investments in emotionally intelligent and user-friendly interfaces, aligning 

phygital experiences with human emotions, managing multi-channel and omni-channel 

experiences, and incorporating neuro-inclusive design principles. Together, these managerial 

implications steer companies toward a future that is customer-centric, promoting customer 

pleasure, loyalty, and favorable brand perception. These considerations collectively guide 

businesses toward a customer-centric future, fostering loyalty, satisfaction, and positive brand 

perception. 

REFERENCES 

Agarwal, N. and Mohan, A. (2022). Influence of social interaction on customer experience in tourism industry. 

Purushartha: A Journal of Management Ethics and Spirituality, 14(02), pp. 104–116. 

Agranov, M., & Ortoleva, P. (2017). Stochastic choice and preferences for randomization. Journal of Political 

Economy, 125(1), 40-68. 

AlJanahi, A., & Parahoo, S. K. (2023). Modeling customer experience with public sector smartphone apps: a mixed 

methods study in the UAE. International Review on Public and Nonprofit Marketing, 20(4), 813-827. 

Aria, M., & Cuccurullo, C. (2017). bibliometrix: An R-tool for comprehensive science mapping analysis. Journal of 

informetrics, 11(4), 959-975. 

Bailey, J. J., Gremler, D. D., & McCollough, M. A. (2001). Service encounter emotional value: The dyadic 

influence of customer and employee emotions. Services marketing quarterly, 23(1), 1-24. 

Balaji, M. S., Roy, S. K., & Quazi, A. (2017). Customers’ emotion regulation strategies in service failure 

encounters. European Journal of Marketing, 51(5/6), 960-982. 

Banytė, J., Jokšaitė, E., & Virvilaitė, R. (2007). Relationship of consumer attitude and brand: Emotional 

aspect. Engineering Economics, 52(2). 

Batat, W. (2022). What does phygital really mean? A conceptual introduction to the phygital customer experience 

(PH-CX) framework. Journal of Strategic Marketing, 1-24. 

Batra, R., Ahuvia, A., & Bagozzi, R. P. (2012). Brand love. Journal of marketing, 76(2), 1-16. 

Bawack, R. E., Wamba, S. F., & Carillo, K. D. A. (2021). Exploring the role of personality, trust, and privacy in 

customer experience performance during voice shopping: Evidence from SEM and fuzzy set qualitative 

comparative analysis. International Journal of Information Management, 58, 102309.  

Belk, R. W. (1975). Situational variables and consumer behavior. Journal of Consumer research, 2(3), 157-164. 

Berger, J. (2014). Word of mouth and interpersonal communication: A review and directions for future 

research. Journal of consumer psychology, 24(4), 586-607. 

Berger, P. D., & Nasr, N. I. (1998). Customer lifetime value: Marketing models and applications. Journal of 

interactive marketing, 12(1), 17-30. 

Berry, L. L., & Parasuraman, A. B. R. A. H. A. M. (1993). Building a new academic field—The case of services 

marketing. Journal of retailing, 69(1), 13-60.  

Berry, L. L., Carbone, L. P., & Haeckel, S. H. (2002). Managing the total customer experience. MIT Sloan 

management review. 

Bharwani, S., & Mathews, D. (2016). Customer service innovations in the Indian hospitality industry. Worldwide 

Hospitality and Tourism Themes, 8(4), 416-431. 

Bilgihan, A., Okumus, F., Nusair, K., & Bujisic, M. (2014). Online experiences: flow theory, measuring online 

customer experience in e-commerce and managerial implications for the lodging industry. Information 

Technology & Tourism, 14, 49-71. 

Bolia, B., Jha, S., & Jha, M. K. (2016). Cognitive dissonance: a review of causes and marketing 

implications. Researchers World, 7(2), 63.  

Bolton, R. N. (1998). A dynamic model of the duration of the customer's relationship with a continuous service 

provider: The role of satisfaction. Marketing science, 17(1), 45-65. 

Bolton, R. N., Gustafsson, A., Tarasi, C. O., & Witell, L. (2021). How customer experience management reconciles 

strategy differences between East and West. Journal of Global Scholars of Marketing Science, 31(3), 273-

295.  

http://journals.smsvaranasi.com/index.php/purushartha/article/view/1206
https://www.journals.uchicago.edu/doi/abs/10.1086/689774
https://link.springer.com/article/10.1007/s12208-022-00354-2
https://link.springer.com/article/10.1007/s12208-022-00354-2
https://www.sciencedirect.com/science/article/pii/S1751157717300500
https://www.tandfonline.com/doi/abs/10.1300/J396v23n01_01
https://www.tandfonline.com/doi/abs/10.1300/J396v23n01_01
https://www.emerald.com/insight/content/doi/10.1108/EJM-03-2015-0169/full/html
https://www.emerald.com/insight/content/doi/10.1108/EJM-03-2015-0169/full/html
https://www.ceeol.com/search/article-detail?id=144206
https://www.ceeol.com/search/article-detail?id=144206
https://www.tandfonline.com/doi/abs/10.1080/0965254X.2022.2059775
https://www.tandfonline.com/doi/abs/10.1080/0965254X.2022.2059775
https://journals.sagepub.com/doi/abs/10.1509/jm.09.0339
https://www.sciencedirect.com/science/article/pii/S0268401221000025
https://www.sciencedirect.com/science/article/pii/S0268401221000025
https://www.sciencedirect.com/science/article/pii/S0268401221000025
https://academic.oup.com/jcr/article-abstract/2/3/157/1785168
https://www.sciencedirect.com/science/article/pii/S1057740814000369
https://www.sciencedirect.com/science/article/pii/S1057740814000369
https://journals.sagepub.com/doi/abs/10.1002/%28SICI%291520-6653%28199824%2912%3A1%3C17%3A%3AAID-DIR3%3E3.0.CO%3B2-K
https://www.sciencedirect.com/science/article/pii/S002243590580003X
https://www.sciencedirect.com/science/article/pii/S002243590580003X
https://sloanreview.mit.edu/article/managing-the-total-customer-experience/
https://www.emerald.com/insight/content/doi/10.1108/WHATT-04-2016-0020/full/
https://link.springer.com/article/10.1007/s40558-013-0003-3
https://link.springer.com/article/10.1007/s40558-013-0003-3
https://www.tandfonline.com/doi/abs/10.1080/21639159.2021.1921606
https://www.tandfonline.com/doi/abs/10.1080/21639159.2021.1921606


 
 
Academy of Marketing Studies Journal                                                                                                  Volume 29, Issue 2, 2025 

 

                                                                                                   29                                                                         1528-2678-29-2-132 

 

Citation Information: Jha, S., Mookerjee, A., & Gupta, A. (2025). Unveiling role of emotions in customer experience: retrospective 

review using tccm framework and future research agenda. Academy of Marketing Studies Journal, 29(2), 1-

35. 

Bolton, R. N., McColl-Kennedy, J. R., Cheung, L., Gallan, A., Orsingher, C., Witell, L., & Zaki, M. (2018). 

Customer experience challenges: bringing together digital, physical and social realms. Journal of service 

management, 29(5), 776-808. 

Borle, S., Singh, S. S., & Jain, D. C. (2008). Customer lifetime value measurement. Management science, 54(1), 

100-112.  

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand experience: what is it? How is it measured? Does it 

affect loyalty?. Journal of marketing, 73(3), 52-68.  

Brun, I., Rajaobelina, L., Ricard, L., & Berthiaume, B. (2017). Impact of customer experience on loyalty: a 

multichannel examination. The Service Industries Journal, 37(5-6), 317-340.  

Busser, J. A., Molintas, D. H., Shulga, L. V., & Lee, S. (2022). Check-in experience: What is the role of emotions 

and satisfaction?. Journal of Hospitality and Tourism Management, 53, 188-197. 

Cachero-Martínez, S., & Vázquez-Casielles, R. (2021). Building consumer loyalty through e-shopping experiences: 

The mediating role of emotions. Journal of Retailing and Consumer Services, 60, 102481.  

Carlson, J., de Vries, N. J., Rahman, M. M., & Taylor, A. (2017). Go with the flow: Engineering flow experiences 

for customer engagement value creation in branded social media environments. Journal of Brand 

Management, 24, 334-348. 

Carlson, S. M., & Wang, T. S. (2007). Inhibitory control and emotion regulation in preschool children. Cognitive 

Development, 22(4), 489-510. 

Chan, S. H. J., Wan, Y. K. P., & Tam, U. T. Z. (2021). Tourists’ description of their experiences of the servicescape 

of Integrated resorts: the case of Macau. International Journal of Hospitality & Tourism 

Administration, 22(3), 269-302. 

Chandler, J. D., & Lusch, R. F. (2015). Service systems: a broadened framework and research agenda on value 

propositions, engagement, and service experience. Journal of Service Research, 18(1), 6-22. 

Chandralal, L., & Valenzuela, F. R. (2013). Exploring memorable tourism experiences: Antecedents and 

behavioural outcomes. Journal of Economics, Business and Management, 1(2), 177-181. 

Chang, T. Y., & Horng, S. C. (2010). Conceptualizing and measuring experience quality: the customer's 

perspective. The Service industries journal, 30(14), 2401-2419. 

Chang, Y., Dong, X., & Sun, W. (2014). Influence of characteristics of the Internet of Things on consumer purchase 

intention. Social Behavior and Personality: an international journal, 42(2), 321-330. 

Chen, C., & Gao, T. (2019). Sender outcomes of online word-of-mouth transmission. Journal of Consumer 

Marketing, 36(1), 197-205. 

Chen, J., Cranton, W., & Fihn, M. (2011). Handbook of visual display technology. Springer Publishing Company, 

Incorporated. 

Chepur, J., & Bellamkonda, R. S. (2022). The role of customer experience in the formation of customer engagement 

in the retail banking industry: mediation and moderation analysis. International Journal of Electronic 

Customer Relationship Management, 13(4), 357-387. 

Chiu, W., Won, D., & Bae, J. S. (2019). Customer value co-creation behaviour in fitness centres: how does it 

influence customers’ value, satisfaction, and repatronage intention?. Managing Sport and Leisure, 24(1-3), 

32-44. 

Choi, B., & Choi, B. J. (2014). The effects of perceived service recovery justice on customer affection, loyalty, and 

word-of-mouth. European Journal of Marketing, 48(1/2), 108-131. 

Choi, Beomjoon and Choi, B. (2014). The effects of perceived service recovery justice on customer affection, 

loyalty, and word-of-mouth. European Journal of Marketing, 48(1/2), pp. 108–131.  

Cisneros, L., Ibanescu, M., Keen, C., Lobato-Calleros, O., & Niebla-Zatarain, J. (2018). Bibliometric study of 

family business succession between 1939 and 2017: mapping and analyzing authors’ 

networks. Scientometrics, 117, 919-951.  

Cohen, J. B., & Reed, A. (2006). A multiple pathway anchoring and adjustment (MPAA) model of attitude 

generation and recruitment. Journal of Consumer Research, 33(1), 1-15.  

Copeland, M.A. (1952). Moneyflows and commodity flows. RePEc: Research Papers in Economics, pp. 85–97.  

Crane, D. and Kaplan, Norman M (1974) 'Invisible colleges. Diffusion of knowledge in scientific communities,' 

Historia Mathematica, 1(4), pp. 477–479.  

Cronin Jr, J. J., & Taylor, S. A. (1992). Measuring service quality: a reexamination and extension. Journal of 

marketing, 56(3), 55-68.  

De Keyser, A., Verleye, K., Lemon, K. N., Keiningham, T. L., & Klaus, P. (2020). Moving the customer experience 

field forward: introducing the touchpoints, context, qualities (TCQ) nomenclature. Journal of Service 

Research, 23(4), 433-455.  

https://pubsonline.informs.org/doi/abs/10.1287/mnsc.1070.0746
https://journals.sagepub.com/doi/abs/10.1509/jmkg.73.3.052
https://journals.sagepub.com/doi/abs/10.1509/jmkg.73.3.052
https://www.sciencedirect.com/science/article/pii/S1447677022001796
https://www.sciencedirect.com/science/article/pii/S1447677022001796
https://link.springer.com/article/10.1057/s41262-017-0054-4
https://link.springer.com/article/10.1057/s41262-017-0054-4
https://www.sciencedirect.com/science/article/pii/S088520140700055X
https://www.tandfonline.com/doi/abs/10.1080/15256480.2019.1641453
https://www.tandfonline.com/doi/abs/10.1080/15256480.2019.1641453
https://journals.sagepub.com/doi/abs/10.1177/1094670514537709
https://journals.sagepub.com/doi/abs/10.1177/1094670514537709
file:///C:/Users/abhilasha/AppData/Local/Microsoft/Windows/Temporary%20Internet%20Files/Content.Outlook/FKKD6GYG/Chandralal,%20L.,%20&%20Valenzuela,%20F.%20R.%20(2013).%20Exploring%20memorable%20tourism%20experiences:%20Antecedents%20and%20behavioural%20outcomes.%20Journal%20of%20Economics,%20Business%20and%20Management,%201(2),%20177-181
file:///C:/Users/abhilasha/AppData/Local/Microsoft/Windows/Temporary%20Internet%20Files/Content.Outlook/FKKD6GYG/Chandralal,%20L.,%20&%20Valenzuela,%20F.%20R.%20(2013).%20Exploring%20memorable%20tourism%20experiences:%20Antecedents%20and%20behavioural%20outcomes.%20Journal%20of%20Economics,%20Business%20and%20Management,%201(2),%20177-181
https://www.emerald.com/insight/content/doi/10.1108/JCM-11-2017-2452/full/html
https://dl.acm.org/doi/abs/10.5555/2161910
https://www.inderscienceonline.com/doi/abs/10.1504/IJECRM.2022.126896
https://www.inderscienceonline.com/doi/abs/10.1504/IJECRM.2022.126896
https://www.emerald.com/insight/content/doi/10.1108/EJM-06-2011-0299/full/html
https://www.emerald.com/insight/content/doi/10.1108/EJM-06-2011-0299/full/html
https://link.springer.com/article/10.1007/S11192-018-2889-1
https://link.springer.com/article/10.1007/S11192-018-2889-1
https://link.springer.com/article/10.1007/S11192-018-2889-1
https://academic.oup.com/jcr/article-abstract/33/1/1/1822573
https://academic.oup.com/jcr/article-abstract/33/1/1/1822573
https://www.nber.org/chapters/c0831.pdf
https://journals.sagepub.com/doi/abs/10.1177/002224299205600304
https://journals.sagepub.com/doi/abs/10.1177/1094670520928390
https://journals.sagepub.com/doi/abs/10.1177/1094670520928390


 
 
Academy of Marketing Studies Journal                                                                                                  Volume 29, Issue 2, 2025 

 

                                                                                                   30                                                                         1528-2678-29-2-132 

 

Citation Information: Jha, S., Mookerjee, A., & Gupta, A. (2025). Unveiling role of emotions in customer experience: retrospective 

review using tccm framework and future research agenda. Academy of Marketing Studies Journal, 29(2), 1-

35. 

Delcourt, C. et al. (2017) 'An analysis of the interaction effect between employee technical and emotional 

competencies in emotionally charged service encounters,' Journal of Service Management, 28(1), pp. 85–

106.  

Ding, C.G. and Tseng, T.H. (2015). On the relationships among brand experience, hedonic emotions, and brand 

equity. European Journal of Marketing, 49(7/8), pp. 994–1015 

Docampo, D. and Cram, L. (2019). Highly cited researchers: a moving target. Scientometrics, 118(3), pp. 1011– 

Donthu, N. et al. (2021). How to conduct a bibliometric analysis: An overview and guidelines. Journal of Business 

Research, 133, pp. 285–296.  

Drinkwater, K.F. et al. (2020). Understanding Consumer Enchantment via Paranormal Tourism: Part I—Conceptual 

review. Cornell Hospitality Quarterly, 63(2), pp. 195–215. 

Duong, C. et al. (2022) 'Is more really better for in-store experience? A psychophysiological experiment on sensory 

modalities,' Journal of Consumer Marketing, 39(2), pp. 218–229.  

Edvardsson, B. (2005). Service quality: beyond cognitive assessment. Managing Service Quality, 15(2), pp. 127–

131.  

Edwards, W. (1954). The theory of decision making. Psychological Bulletin, 51(4), pp. 380–417.  

Epstein, S. (1994) 'Integration of the cognitive and the psychodynamic unconscious.,' American Psychologist, 49(8), 

pp. 709–724.  

Etemad-Sajadi, R. and Sturman, M.C. (2021) 'How to increase the customer experience by the usage of remote 

control robot Concierge Solutions,' International Journal of Social Robotics, 14(2), pp. 429–440.  

Farber, M.S. and Hall, T.E. (2007). Emotion and Environment: Visitors’ Extraordinary Experiences along the 

Dalton Highway in Alaska. Journal of Leisure Research, 39(2), pp. 248–270.  

Farley, J.U. and Ring, L.W. (1976) 'An empirical test of the Howard-Sheth model of buyer behavior,' in Lecture 

Notes in Economics and Mathematical Systems, pp. 113–114.  

Filieri, R. et al. (2022) 'Customer Emotions in Service Robot Encounters: A Hybrid Machine-Human Intelligence 

approach,' Journal of Service Research, 25(4), pp. 614–629.  

Gaviria-Marin, M., Merigó, J.M. and Baier-Fuentes, H. (2019). Knowledge management: A global examination 

based on bibliometric analysis. Technological Forecasting and Social Change, 140, pp. 194–220.  

Gentile, C., Spiller, N. and Noci, G. (2007) 'How to sustain the customer experience: An overview of experience 

components that co-create value with the customer.,' European Management Journal, 25(5), pp. 395–410.  

Godovykh, M. and Tasci, A.D.A. (2020). Customer experience in tourism: A review of definitions, components, and 

measurements. Tourism Management Perspectives, 35, p. 100694.  

González, E.R. et al. (2022). An experimental research on emotional stimuli of consumers: The case of H&M 

flagship store on the millennial customer experience in Barcelona. Intangible Capital, 18(3), p. 386.  

Gopalakrishnan, S. and Ganeshkumar, P. (2013) 'Systematic reviews and meta-analysis: Understanding the best 

evidence in primary healthcare,' Journal of Family Medicine and Primary Care, 2(1), p. 9.  

Goswami, A.K. and Agrawal, R. (2020). Exploring the cultural underpinnings of knowledge management process in 

India. International Journal of Indian Culture and Business Management, 20(1), p. 21.  

Grewal, D. and Roggeveen, A.L. (2020) 'Understanding retail experiences and customer journey management,' 

Journal of Retailing, 96(1), pp. 3–8.  

Grønholdt, L. et al. (2015) 'Customer experience management and business performance,' International Journal of 

Quality and Service Sciences, 7(1), pp. 90–106.  

Grönroos, C. (1982). An Applied service Marketing theory,' European Journal of Marketing, 16(7), pp. 30–41. 

Guest, L. (1944) 'A study of brand loyalty.,' Journal of Applied Psychology, 28(1), pp. 16–27.  

Gupta, A., Dash, S. and Mishra, A.K. (2019) 'Self/other oriented green experiential values: Measurement and impact 

on hotel-consumer relationship,' International Journal of Hospitality Management, 83, pp. 159–168.  

Haeckel, Carbone and Berry (2003) 'How to lead the customer experience.,' Marketing Management, 12(1), pp. 18–

18. 

Hengboriboon, L., Sayut, T., Srisathan, Wutthiya Aekthanate, et al. (2022). Strengthening a company– customer 

relationship from sustainable practices: A case study of petrotrade in Laos. Cogent Social Sciences, 8(1).  

Herrando, C. et al. (2022) 'Emotional contagion triggered by online consumer reviews: Evidence from a 

neuroscience study,' Journal of Retailing and Consumer Services, 67, p. 102973.  

Higgins, E.T. (1997) 'Beyond pleasure and pain.,' American Psychologist, 52(12), pp. 1280–1300.  

Higgs (1904) 'Adam Smith, Edwin Cannan. An Inquiry into the Nature and Causes of the Wealth of Nations,' The 

Economic Journal, 14(56), 14(56), pp. 599–603. 

Holbrook, M.B. and Hirschman, E.C. (1982) 'The experiential aspects of consumption: consumer fantasies, feelings, 

and fun,' Journal of Consumer Research, 9(2), p. 132.  

Hopping, D. (2000). Technology in retail,' Technology in Society, 22(1), pp. 63–74.  

https://www.emerald.com/insight/content/doi/10.1108/EJM-04-2013-0200/full/html
https://www.emerald.com/insight/content/doi/10.1108/EJM-04-2013-0200/full/html
https://link.springer.com/article/10.1007/s11192-018-2993-2
https://www.sciencedirect.com/science/article/pii/S0148296321003155
https://journals.sagepub.com/doi/abs/10.1177/1938965520967920
https://journals.sagepub.com/doi/abs/10.1177/1938965520967920
https://psycnet.apa.org/record/1955-01791-001
https://www.tandfonline.com/doi/abs/10.1080/00222216.2007.11950107
https://www.tandfonline.com/doi/abs/10.1080/00222216.2007.11950107
https://www.sciencedirect.com/science/article/pii/S0040162517304055
https://www.sciencedirect.com/science/article/pii/S0040162517304055
https://www.sciencedirect.com/science/article/pii/S2211973620300611
https://www.sciencedirect.com/science/article/pii/S2211973620300611
https://upcommons.upc.edu/handle/2117/383865
https://upcommons.upc.edu/handle/2117/383865
https://www.inderscienceonline.com/doi/abs/10.1504/IJICBM.2020.105557
https://www.inderscienceonline.com/doi/abs/10.1504/IJICBM.2020.105557
https://www.emerald.com/insight/content/doi/10.1108/EUM0000000004859/full/html
https://www.tandfonline.com/doi/abs/10.1080/23311886.2022.2038355
https://www.tandfonline.com/doi/abs/10.1080/23311886.2022.2038355
https://academic.oup.com/jcr/article-abstract/9/2/132/1813212
https://academic.oup.com/jcr/article-abstract/9/2/132/1813212


 
 
Academy of Marketing Studies Journal                                                                                                  Volume 29, Issue 2, 2025 

 

                                                                                                   31                                                                         1528-2678-29-2-132 

 

Citation Information: Jha, S., Mookerjee, A., & Gupta, A. (2025). Unveiling role of emotions in customer experience: retrospective 

review using tccm framework and future research agenda. Academy of Marketing Studies Journal, 29(2), 1-

35. 

Hoyer, W.D. (1984). An examination of consumer decision making for a common repeat purchase product. Journal 

of Consumer Research, 11(3), p. 822. 

Hoyer, W.D. et al. (2020) 'Transforming the customer experience through new technologies,' Journal of Interactive 

Marketing, 51, pp. 57–71.  

Huang, D. et al. (2021) 'Customer-robot interactions: Understanding customer experience with service robots,' 

International Journal of Hospitality Management, 99, p. 103078.  

Huang, Y.-C., Chen, C.-C. and Gao, M. (2019) 'Customer experience, well-being, and loyalty in the spa hotel 

context: integrating the top-down & bottom-up theories of well-being,' Journal of Travel & Tourism 

Marketing, 36(5), pp. 595–611. 

Hussain, K. et al. (2020) The role of co-creation experience in engaging customers with service brands. Journal of 

Product & Brand Management, 30(1), pp. 12–27.  

Ihtiyar, A., Barut, M. and Ihtiyar, H.G. (2019) 'Experiential marketing, social judgements, and customer shopping 

experience in emerging markets,' Asia Pacific Journal of Marketing and Logistics, 31(2), pp. 499–515.  

Imhof, G. and Klaus, P. (2020). The dawn of traditional CX metrics? Examining satisfaction, EXQ, and WAR,' 

International Journal of Market Research, 62(6), pp. 673–688. 

Ittamalla, R. and Kumar, D.V.S. (2021) 'Determinants of holistic passenger experience in public transportation: 

Scale development and validation,' Journal of Retailing and Consumer Services, 61, p. 102564.  

Jain, D.C. and Singh, S. (2002) 'Customer lifetime value research in marketing: A review and future directions,' 

Journal of Interactive Marketing, 16(2), pp. 34–46. 

Jain, R., Aagja, J.P. and Bagdare, S. (2017). Customer experience – a review and research agenda. Journal of 

Service Theory and Practice, 27(3), pp. 642–662. 

Kahneman, D. (2003). Maps of Bounded Rationality: Psychology for Behavioral Economics,' The American 

Economic Review, 93(5), pp. 1449–1475. 

Karabas, I. and Joireman, J. (2020) 'The role of blocked gratitude in non-voluntary tipping,' Journal of Services 

Marketing, 34(7), pp. 983–997.  

Karjaluoto, H., Munnukka, J. and Kiuru, K. (2016).  Brand love and positive word of mouth: the moderating effects 

of experience and price. Journal of Product & Brand Management, 25(6), pp. 527–537.  

Kashyap and Ponnam (2019) 'Conceptualising a formative model for online review helpfulness: Proposal,' The 

Marketing Review, 19((1-2)), pp. 107–125. 

Kawaf, F. and Tagg, S. (2017) 'The construction of online shopping experience: A repertory grid approach,' 

Computers in Human Behavior, 72, pp. 222–232.  

Keiningham, T.L. et al. (2017). The interplay of customer experience and commitment. Journal of Services 

Marketing, 31(2), pp. 148–160.  

Kemp, E., Briggs, E. and Anaza, N.A. (2020). The emotional side of organizational decision-making: examining the 

influence of messaging in fostering positive outcomes for the brand. European Journal of Marketing, 54(7), 

pp. 1609–1640. 

Kim, H.S. et al. (2016) 'Consumer adoption of smart in-store technology: assessing the predictive value of attitude 

versus beliefs in the technology acceptance model,' International Journal of Fashion Design, Technology 

and Education, 10(1), pp. 26–36.  

Kim, J.-H., Ritchie, J.R.B. and McCormick, B.P. (2010) 'Development of a Scale to Measure Memorable Tourism 

Experiences,' Journal of Travel Research, 51(1), pp. 12–25.  

Kim, J.-K. and Han, H. (2020) 'Hotel of the future: exploring the attributes of a smart hotel adopting a mixed-

methods approach,' Journal of Travel & Tourism Marketing, 37(7), pp. 804–822.  

Kim, Y. “Sally” (2011) . Application of the cognitive dissonance Theory to the service industry. Services Marketing 

Quarterly, 32(2), pp. 96–112.  

Ko, S.-H., Choi, Y. and Kim, J. (2021) 'Customers’ experiences of compassion and brand attitude: evidence from 

Low-Cost carriers,' Frontiers in Psychology, 12. 

Kranzbühler, A.M. et al. (2018). The Multilevel Nature of Customer Experience Research: An Integrative review 

and research agenda. International Journal of Management Reviews, 20(2), pp. 433–456. 

Kumar, S. et al. (2021) '20 years of Electronic Commerce Research,' Electronic Commerce Research, 21(1), pp. 1–

40. 

Kuuru, T.-K. and Närvänen, E. (2019) 'Embodied interaction in customer experience: a phenomenological study of 

group fitness,' Journal of Marketing Management, 35(13–14), pp. 1241–1266.  

Lao, A., Vlad, M. and Martin, A. (2021) 'Exploring how digital kiosk customer experience enhances shopping value, 

self-mental imagery and behavioral responses,' International Journal of Retail & Distribution Management, 

49(7), pp. 817–845.  

https://academic.oup.com/jcr/article-abstract/11/3/822/1791921
https://www.emerald.com/insight/content/doi/10.1108/JPBM-08-2019-2537/full/html
https://journals.sagepub.com/doi/abs/10.1177/1470785319848955
https://www.emerald.com/insight/content/doi/10.1108/JSTP-03-2015-0064/full/html
https://pubs.aeaweb.org/doi/pdf/10.1257/000282803322655392
https://www.emerald.com/insight/content/doi/10.1108/JPBM-03-2015-0834/full/html
https://www.emerald.com/insight/content/doi/10.1108/JPBM-03-2015-0834/full/html
https://www.emerald.com/insight/content/doi/10.1108/jsm-09-2016-0337/full/html
https://www.emerald.com/insight/content/doi/10.1108/EJM-09-2018-0653/full/html
https://www.emerald.com/insight/content/doi/10.1108/EJM-09-2018-0653/full/html
https://www.tandfonline.com/doi/abs/10.1080/15332969.2011.557602
https://onlinelibrary.wiley.com/doi/abs/10.1111/ijmr.12140
https://onlinelibrary.wiley.com/doi/abs/10.1111/ijmr.12140


 
 
Academy of Marketing Studies Journal                                                                                                  Volume 29, Issue 2, 2025 

 

                                                                                                   32                                                                         1528-2678-29-2-132 

 

Citation Information: Jha, S., Mookerjee, A., & Gupta, A. (2025). Unveiling role of emotions in customer experience: retrospective 

review using tccm framework and future research agenda. Academy of Marketing Studies Journal, 29(2), 1-

35. 

Law, R., Buhalis, D. and Cobanoglu, C. (2014). Progress on information and communication technologies in 

hospitality and tourism. International Journal of Contemporary Hospitality Management, 26(5), pp. 727–

750. 

Lemon, K.N. and Verhoef, P. (2016) 'Understanding customer experience throughout the customer journey,' Journal 

of Marketing, 80(6), pp. 69–96.  

Leri, I. and Theodoridis, P.K. (2019) 'The effects of the winery visitor experience on emotions, satisfaction and on 

post-visit behaviour intentions,' Tourism Review, 74(3), pp. 480–502.  

Liu, W., Sparks, B. and Coghlan, A. (2017) 'Event experiences through the lens of attendees,' Event Management, 

21(4), pp. 463–479.  

Loewenstein, G. (2001). The creative destruction of decision research. Journal of Consumer Research, 28(3), pp. 

499–505.  

Loureiro, S. and Sarmento, E.M. (2018) 'Enhancing brand equity through emotions and experience: the banking 

sector,' International Journal of Bank Marketing, 36(5), pp. 868–883.  

Lovelock, C. and Gummesson, E. (2004) 'Whither services marketing?,' Journal of Service Research, 7(1), pp. 20–

41.  

Ludwig, N.L., Barnes, D.C. and Gouthier, M.H.J. (2017).  Observing delightful experiences of other customers: the 

double-edged sword of jealousy and joy. Journal of Service Theory and Practice, 27(1), pp. 145–163.  

Lusch, R.F., Vargo, S.L. and O’Brien, M. (2007). Competing through service: Insights from service-dominant logic. 

Journal of Retailing, 83(1), pp. 5–18.  

Maduku, D.K. (2024) 'How environmental concerns influence consumers’ anticipated emotions towards sustainable 

consumption: The moderating role of regulatory focus,' Journal of Retailing and Consumer Services, 76, p. 

103593.  

Mahr, D., Stead, S. and Odekerken-Schröder, G. (2019) 'Making sense of customer service experiences: a text 

mining review,' Journal of Services Marketing, 33(1), pp. 88–103.  

Maklan, S. and Klaus, P. (2011) 'Customer experience: Are we measuring the right things?,' International Journal of 

Market Research, 53(6), pp. 771–772.  

Mangus, S.M. et al. (2022) 'The comparative effects of gratitude and indebtedness in B2B relationships,' Industrial 

Marketing Management, 103, pp. 73–82.  

Manthiou, A., Hickman, E. and Klaus, P. (2020). Beyond good and bad: Challenging the suggested role of emotions 

in customer experience (CX) research. Journal of Retailing and Consumer Services, 57, p. 102218.  

Mascarenhas, O. a. J., Kesavan, R. and Bernacchi, M.D. (2006). Lasting customer loyalty: a total customer 

experience approach. Journal of Consumer Marketing, 23(7), pp. 397–405. 

Mattila, A.S. (1999) 'The role of culture and purchase motivation in service encounter evaluations,' Journal of 

Services Marketing, 13(4/5), pp. 376–389.  

McColl-Kennedy, J.R. et al. (2017) 'How do you feel today? Managing patient emotions during health care 

experiences to enhance well-being,' Journal of Business Research, 79, pp. 247–259.  

McColl-Kennedy, J.R. et al. (2018) 'Gaining Customer Experience Insights That Matter,' Journal of Service 

Research, 22(1), pp. 8–26.  

Mele, C. et al. (2021) 'The millennial customer journey: a Phygital mapping of emotional, behavioural, and social 

experiences,' Journal of Consumer Marketing, 38(4), pp. 420–433.. 

Mellens, M., Dekimpe, M.G. and Steenkamp, J.E.M. (1996). A review of brand loyalty measures in marketing. 

Tijdschrift Voor Economie En Management, 41(4), pp. 507–533. 

Mellers, B.A. and McGraw, A.P. (2001). Anticipated emotions as guides to choice. Current Directions in 

Psychological Science, 10(6), pp. 210–214. 

Méndez-Aparicio, M.D. et al. (2020) 'Customer experience and satisfaction in private insurance web areas,' 

Frontiers in Psychology, 11.  

Meyer and Schwager (2007) 'Understanding customer experience.,' Harvard Business Review, 85(2), p. 116. 

Min, H. and Kim, H.J. (2019) 'When service failure is interpreted as discrimination: Emotion, power, and voice,' 

International Journal of Hospitality Management, 82, pp. 59–67.  

Moliner-Tena, Monferrer-Tirado and Estrada-Guillén (2018) 'Customer engagement, non-transactional behaviors 

and experience in services: A study in the bank sector,' International Journal of Bank Marketing, 37(3), pp. 

730–754. 

Moraleda, L.F. et al. (2020). Interaction between hotel service robots and humans: A hotel-specific Service Robot 

Acceptance Model (sRAM). Tourism Management Perspectives, 36, p. 100751.  

Morgan, R. and Hunt, S.D. (1994) 'The commitment-trust theory of relationship marketing,' Journal of Marketing, 

58(3), p. 20.  

https://www.emerald.com/insight/content/doi/10.1108/IJCHM-08-2013-0367/full/
https://www.emerald.com/insight/content/doi/10.1108/IJCHM-08-2013-0367/full/
https://academic.oup.com/jcr/article-abstract/28/3/499/1830132
https://www.emerald.com/insight/content/doi/10.1108/JSTP-07-2015-0171/full/html
https://www.emerald.com/insight/content/doi/10.1108/JSTP-07-2015-0171/full/html
https://www.sciencedirect.com/science/article/pii/S0022435906000649
https://www.sciencedirect.com/science/article/pii/S0969698920310973
https://www.sciencedirect.com/science/article/pii/S0969698920310973
https://www.emerald.com/insight/content/doi/10.1108/07363760610712939/full/html
https://www.emerald.com/insight/content/doi/10.1108/07363760610712939/full/html
https://pure.uvt.nl/ws/portalfiles/portal/930648/REVIEW__.PDF
https://journals.sagepub.com/doi/abs/10.1111/1467-8721.00151
https://www.sciencedirect.com/science/article/pii/S2211973620301185
https://www.sciencedirect.com/science/article/pii/S2211973620301185


 
 
Academy of Marketing Studies Journal                                                                                                  Volume 29, Issue 2, 2025 

 

                                                                                                   33                                                                         1528-2678-29-2-132 

 

Citation Information: Jha, S., Mookerjee, A., & Gupta, A. (2025). Unveiling role of emotions in customer experience: retrospective 

review using tccm framework and future research agenda. Academy of Marketing Studies Journal, 29(2), 1-

35. 

Moser, T., Bloom, C. and Akhtar, O. (2023) 'Customer renewal and expansion,' in Emerald Publishing Limited 

eBooks, pp. 143–153.  

Mulvihill, D.F. and Alderson, W. (1958) 'Marketing behavior and executive action,' Southern Economic Journal, 

25(1), p. 113.  

Nasir, A. et al. (2020). A Bibliometric Analysis of Corona Pandemic in Social Sciences: A Review of Influential 

Aspects and Conceptual Structure. IEEE Access, 8, pp. 133377–133402.  

Nguyen and Nham (2021) 'Exploring The Role of Store Environment in Creating Customer’s Perception, Emotion, 

Perceived Experiential Value and Behavioral Intentions,' Calitatea, 22(185), pp. 113–123. 

Novak, T.P., Hoffman, D.L. and Yung, Y.-F. (2000). Measuring the customer experience in Online Environments: 

A structural modeling approach. Marketing Science, 19(1), pp. 22–42. 

O’Shaughnessy, J. and O’Shaughnessy, N.J. (2003) 'The marketing power of emotion,' Choice Reviews Online, 

40(11), pp. 40–6511.  

Oliver, R.P. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions. Journal of 

Marketing Research, 17(4), p. 460.  

Oliver, R.P. (1997) 'Customer delight: Foundations, findings, and managerial insight,' Journal of Retailing, 73(3), 

pp. 311–336.  

Pacheco, C. and Azevedo, A. (2022) 'Mapping the journey of the CoLiving experience of digital nomads, using 

verbal and visual narratives,' World Leisure Journal, 65(2), pp. 192–217.  

Palmer, A. (2010) 'Customer experience management: a critical review of an emerging idea,' Journal of Services 

Marketing, 24(3), pp. 196–208.  

Palusuk, N., Köles, B. and Hasan, R. (2019). All you need is brand love’: a critical review and comprehensive 

conceptual framework for brand love. Journal of Marketing Management, 35(1–2), pp. 97–129.  

Pandey, S. and Mookerjee, A. (2018) 'Assessing the role of emotions in B2B decision making: an exploratory study,' 

Journal of Indian Business Research, 10(2), pp. 170–192.  

Pantano, E. et al. (2017). Does innovation-orientation lead to retail industry growth? Empirical evidence from patent 

analysis. Journal of Retailing and Consumer Services, 34, pp. 88–94.  

Parasuraman, A. et al. (2020) 'More than a feeling? Toward a theory of customer delight,' Journal of Service 

Management, 32(1), pp. 1–26.  

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1988) 'SERVQUAL: A multiple-item scale for measuring 

consumer perceptions of service quality.,' Journal of Retailing, 64(1), pp. 12–40.  

Parasuraman, A., Zeithaml, V.A. and Malhotra, A. (2005) 'E-S-QUAL: A multiple-item scale for assessing 

electronic service quality,' Carolina Digital Repository (University of North Carolina at Chapel Hill) 

[Preprint].  

Paul, J. and Benito, G.R.G. (2017) 'A review of research on outward foreign direct investment from emerging 

countries, including China: what do we know, how do we know and where should we be heading?,' Asia 

Pacific Business Review, 24(1), pp. 90–115.  

Paul, J. and Rialp-Criado, A. (2020) 'The art of writing literature review: What do we know and what do we need to 

know?,' International Business Review, 29(4), p. 101717.  

Paul, J. and Rosado-Serrano, A. (2019). Gradual Internationalization vs Born-Global/International new venture 

models. International Marketing Review, 36(6), pp. 830–858. 

Peeroo, S., Samy, M. and Jones, B. (2017) 'Facebook: a blessing or a curse for grocery stores?,' International 

Journal of Retail & Distribution Management, 45(12), pp. 1242–1259.  

Pine, B.J. and Gilmore, J. (1999) 'The experience economy,' Harvard Business Review [Preprint].  

Prahalad and Ramaswamy (2004) 'The future of competition: co-creating unique value with customers,' Choice 

Reviews Online, 41(11), pp. 41–6635. 

Prentice, C. and Nguyen, M.T.T. (2020) 'Engaging and retaining customers with AI and employee service,' Journal 

of Retailing and Consumer Services, 56, p. 102186.  

Pullman, M.E. and Gross, M.L. (2004). Ability of Experience Design Elements to Elicit Emotions and Loyalty 

Behaviors. Decision Sciences, 35(3), pp. 551–578.  

Rajaobelina, L. et al. (2018). Towards a better understanding of mobile banking: the impact of customer experience 

on trust and commitment. Journal of Financial Services Marketing, 23(3–4), pp. 141–152.  

Rajaobelina, L. et al. (2020) 'Not all elderly are the same: fostering trust through mobile banking service 

experience,' International Journal of Bank Marketing, 39(1), pp. 85–106.  

Rose, S., Hair, N. and Clark, M. (2012) 'Online Customer experience: A review of the business‐to‐consumer online 

purchase context,' International Journal of Management Reviews, 13(1), pp. 24–39. 

Saha, S. et al. (2023) 'Emotional intelligence and leadership: insights for leading by feeling in the future of work,' 

International Journal of Manpower, 44(4), pp. 671–701.  

https://ieeexplore.ieee.org/abstract/document/9139195/
https://ieeexplore.ieee.org/abstract/document/9139195/
https://pubsonline.informs.org/doi/abs/10.1287/mksc.19.1.22.15184
https://pubsonline.informs.org/doi/abs/10.1287/mksc.19.1.22.15184
https://journals.sagepub.com/doi/abs/10.1177/002224378001700405
https://www.tandfonline.com/doi/abs/10.1080/0267257X.2019.1572025
https://www.tandfonline.com/doi/abs/10.1080/0267257X.2019.1572025
https://www.sciencedirect.com/science/article/pii/S0969698916301436
https://www.sciencedirect.com/science/article/pii/S0969698916301436
https://www.emerald.com/insight/content/doi/10.1108/IMR-10-2018-0280/full/html
https://www.emerald.com/insight/content/doi/10.1108/IMR-10-2018-0280/full/html
https://onlinelibrary.wiley.com/doi/abs/10.1111/j.0011-7315.2004.02611.x
https://onlinelibrary.wiley.com/doi/abs/10.1111/j.0011-7315.2004.02611.x
https://link.springer.com/article/10.1057/s41264-018-0051-z
https://link.springer.com/article/10.1057/s41264-018-0051-z


 
 
Academy of Marketing Studies Journal                                                                                                  Volume 29, Issue 2, 2025 

 

                                                                                                   34                                                                         1528-2678-29-2-132 

 

Citation Information: Jha, S., Mookerjee, A., & Gupta, A. (2025). Unveiling role of emotions in customer experience: retrospective 

review using tccm framework and future research agenda. Academy of Marketing Studies Journal, 29(2), 1-

35. 

Samsa, Ç. (2022) 'The path from customer experience to customer citizenship: new adventure is a touristic railway 

journey,' The TQM Journal. [Preprint].  

Sands, S. et al. (2021). Managing the human–chatbot divide: how service scripts influence service experience. 

Journal of Service Management, 32(2), pp. 246–264.  

Santos, C.P.D. and Basso, K. (2012) 'Price unfairness: the indirect effect on switching and negative word‐of‐mouth,' 

Journal of Product & Brand Management, 21(7), pp. 547–557.  

Schmitt, B.H. (1999). Experiential Marketing. Journal of Marketing Management, 15(1–3), pp. 53–67.  

Schmitt, B.H. (2010) 'Experience Marketing: Concepts, frameworks and consumer insights,' Foundations and 

Trends in Marketing, 5(2), pp. 55–112. 

Schmitt, P., Skiera, B. and Van Den Bulte, C. (2011). Referral programs and customer value. Journal of Marketing, 

75(1), pp. 46–59. 

Sharma, P., Saha, S. and Balaji (2022) 'Retrospective View and Thematic Analysis of Business-to-Business 

Relationships through Bibliometric Analysis,' Journal of Business-to-business Marketing, 29(1), pp. 19–42.  

Shaw, A.W. (1912) 'Some problems in market distribution,' Quarterly Journal of Economics, 26(4), p. 703.  

Sheth, J. N., Sethia, N. K., & Srinivas, S. (2011). Mindful consumption: A customer-centric approach to 

sustainability. Journal of the academy of marketing science, 39, 21-39. 

Sheth, J.N. and Uslay, C. (2007) 'Implications of the revised definition of marketing: From exchange to Value 

creation,' Journal of Public Policy & Marketing, 26(2), pp. 302–307.  

Shuman, V. and Scherer, K.R. (2014) 'Concepts and structures of emotions.,' International Handbook of Emotions in 

Education, pp. 23–45.  

Singh, R.P. et al. (2021). Innovative trend analysis of spatio-temporal variations of rainfall in India during 1901–

2019. Theoretical and Applied Climatology, 145(1–2), pp. 821–838.  

Singhania, S. et al. (2022) 'Corporate Governance and Risk Management: A Bibliometric Mapping for Future 

Research Agenda,' Indian Journal of Corporate Governance, 15(2), pp. 223–255.  

Singhania, S., Singh, J. and Aggrawal, D. (2022) 'Gender diversity on board and corporate sustainability: a 

quantitative review based on bibliometric mapping,' International Journal of Systems Assurance 

Engineering and Management, 14(1), pp. 267–286.  

Sirdeshmukh, D., Singh, J. and Sabol, B.A. (2002) 'Consumer trust, value, and loyalty in relational exchanges,' 

Journal of Marketing, 66(1), pp. 15–37.  

Slåtten, T., Krogh, C. and Connolley, S. (2011) 'Make it memorable: customer experiences in winter amusement 

parks,' International Journal of Culture, Tourism and Hospitality Research, 5(1), pp. 80–91.  

Song, J. and Qu, H. (2017). The mediating role of consumption emotions. International Journal of Hospitality 

Management, 66, pp. 66–76. 

Srivastava, M. and Kaul, D. (2016) 'Exploring the link between customer experience–loyalty–consumer spend,' 

Journal of Retailing and Consumer Services, 31, pp. 277–286.  

Stanovich, K.E. and West, R.F. (2000) 'Advancing the rationality debate,' Behavioral and Brain Sciences, 23(5), pp. 

701–717.  

Stead, S. et al. (2022) 'Toward multisensory customer experiences: a cross-disciplinary bibliometric review and 

future research directions,' Journal of Service Research, 25(3), pp. 440–459.  

Stead, S., Odekerken-Schröder, G. and Mahr, D. (2020) 'Unraveling customer experiences in a new servicescape: an 

ethnographic schema elicitation technique (ESET),' Journal of Service Management, 32(4), pp. 612–641.  

Stuart and Tax (2004). Toward an integrative approach to designing service experiences: lessons learned from the 

theatre. Journal of Operations Management, 22(6), pp. 609–627. 

Surachartkumtonkun, J., McColl-Kennedy, J.R. and Patterson, P.H. (2014) 'Unpacking Customer Rage Elicitation,' 

Journal of Service Research, 18(2), pp. 177–192.  

Sýkora, M. et al. (2022). The power of emotions: Leveraging user generated content for customer experience 

management.  Journal of Business Research, 144, pp. 997–1006. 

Terblanche, N.S. (2018) 'Revisiting the supermarket in-store customer shopping experience,' Journal of Retailing 

and Consumer Services, 40, pp. 48–59.  

Torres, E.N. et al. (2019) 'Customer emotions minute by minute: How guests experience different emotions within 

the same service environment,' International Journal of Hospitality Management, 77, pp. 128–138.  

Torres, E.N., Wei, W. and Hua, N. (2017) 'Towards understanding the effects of time and emotions on the vacation 

experience,' Tourism Review, 72(4), pp. 357–374.  

Tung, V. and Au, N. (2018) 'Exploring customer experiences with robotics in hospitality,' International Journal of 

Contemporary Hospitality Management, 30(7), pp. 2680–2697.  

https://www.emerald.com/insight/content/doi/10.1108/JOSM-06-2019-0203/full/html
https://www.tandfonline.com/doi/abs/10.1362/026725799784870496
https://journals.sagepub.com/doi/abs/10.1509/jm.75.1.46
https://link.springer.com/article/10.1007/s11747-010-0216-3
https://link.springer.com/article/10.1007/s11747-010-0216-3
https://link.springer.com/article/10.1007/s00704-021-03657-2
https://link.springer.com/article/10.1007/s00704-021-03657-2
https://www.sciencedirect.com/science/article/pii/S027843191630500X
https://www.sciencedirect.com/science/article/pii/S0272696304000816
https://www.sciencedirect.com/science/article/pii/S0272696304000816
https://www.sciencedirect.com/science/article/pii/S0148296322001679
https://www.sciencedirect.com/science/article/pii/S0148296322001679


 
 
Academy of Marketing Studies Journal                                                                                                  Volume 29, Issue 2, 2025 

 

                                                                                                   35                                                                         1528-2678-29-2-132 

 

Citation Information: Jha, S., Mookerjee, A., & Gupta, A. (2025). Unveiling role of emotions in customer experience: retrospective 

review using tccm framework and future research agenda. Academy of Marketing Studies Journal, 29(2), 1-

35. 

Tyrväinen, O., Karjaluoto, H. and Saarijärvi, H. (2020). Personalization and hedonic motivation in creating 

customer experiences and loyalty in omnichannel retail. Journal of Retailing and Consumer Services, 57, p. 

102233.  

Van Eck, N.J. and Waltman, L. (2009) 'Software survey: VOSviewer, a computer program for bibliometric 

mapping,' Scientometrics, 84(2), pp. 523–538.  

Van Eck, N.J. and Waltman, L. (2014). Visualizing Bibliometric Networks. in Springer eBooks, pp. 285–320.  

Vargo, S.L. and Lusch, R.F. (2004) 'Evolving to a New Dominant Logic for Marketing,' Journal of Marketing, 

68(1), pp. 1–17.  

Vargo, S.L. and Lusch, R.F. (2014). Service-Dominant logic: what it is, what it is not, what it might be. in Routledge 

eBooks, pp. 61–74.  

Vargo, S.L. and Lusch, R.F. (2016). Institutions and axioms: an extension and update of service-dominant logic. 

Journal of the Academy of Marketing Science, 44(1), pp. 5–23. 

Venkatesh, V. and Davis, F.D. (2000) 'A theoretical extension of the technology acceptance model: four longitudinal 

field studies,' Management Science, 46(2), pp. 186–204.  

Venkatesh, V., Thong, J.Y.L. and Xu, X. (2012) 'Consumer Acceptance and use of Information technology: 

Extending the unified theory of acceptance and use of technology,' Management Information Systems 

Quarterly, 36(1), p. 157. 

Vieira, E.S. and Gomes, J.R.B. (2009). A comparison of Scopus and Web of Science for a typical university. 

Scientometrics, 81(2), pp. 587–600.  

Wang, C., Harris, J. and Patterson, P.G. (2012). Customer choice of self‐service technology: the roles of situational 

influences and past experience. Journal of Service Management, 23(1), pp. 54–78.  

Wei, W., Baker, M.A. and Önder, I. (2022) 'All without leaving home: building a conceptual model of virtual 

tourism experiences,' International Journal of Contemporary Hospitality Management [Preprint].  

Wu, S. and Gao, Y. (2019) 'Understanding emotional customer experience and co-creation behaviours in luxury 

hotels,' International Journal of Contemporary Hospitality Management, 31(11), pp. 4247–4275.  

Yang, H. and Xia, L. (2021) 'Leading the sharing economy: An exploration on how perceived value affecting 

customers’ satisfaction and willingness to pay by using DiDi,' Journal of Global Scholars of Marketing 

Science, 32(1), pp. 54–76.  

Zeithaml, V.A., Parasuraman, A., & Berry, L.L. (1985). Problems and Strategies in Services Marketing. Journal of 

Marketing, 49(2), pp. 33–46. 

Zomerdijk, L.G., & Voss, C.A. (2010). Service Design for Experience-Centric Services. Journal of Service 

Research, 13(1), 67–82. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Received: 30-Sep-2024, Manuscript No. AMSJ-24-15307; Editor assigned: 31-Sep-2024, PreQC No. AMSJ-24-15307(PQ); Reviewed: 26-Oct-

2024, QC No. AMSJ-24-15307; Revised: 06-Nov-2024, Manuscript No. AMSJ-24-15307(R); Published: 07-Jan-2025 

https://www.sciencedirect.com/science/article/pii/S0969698919314882
https://www.sciencedirect.com/science/article/pii/S0969698919314882
https://link.springer.com/chapter/10.1007/978-3-319-10377-8_13
https://www.taylorfrancis.com/chapters/edit/10.4324/9781315699035-4/service-dominant-logic-stephen-vargo-robert-lusch
https://link.springer.com/article/10.1007/s11747-015-0456-3
https://link.springer.com/article/10.1007/s11192-009-2178-0
https://www.emerald.com/insight/content/doi/10.1108/09564231211208970/full/html
https://www.emerald.com/insight/content/doi/10.1108/09564231211208970/full/html
https://journals.sagepub.com/doi/abs/10.1177/002224298504900203
https://journals.sagepub.com/doi/abs/10.1177/1094670509351960

