H59% Hes [Nz fEReE ] 2021 4 3 H 125
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EE
AR, HAEEDNHEO — BRI TR, 200605 EEML
TWAESONTREY, ZOMEAITS LML TS, FIh¥D~—FT 17
WBWTHEORBRITER TEZ 20 DL/ > TETWb, Kotler (2016) (%
[~—#7 4227 40] OKAHEE LT, ~—FT 47T VX ARFICBITD

HAR =« V¥ —=—DEOILCHIST EUERHH L, T LTe—r ¥ —
DOEENT, BANLEKEIHERICELE T, WAFX~v— - Dy —=—0Df,

BEDBERERNETHZETHDH EBRTND,

EURATOERENLE L, FTELEER MYy 7 THHBERBRICOVNT
RIS TITHEMERL T A2 Y v — L T T 5 R OBFIE A IR 12
BEL, FRBMEZIEZ T, ZNCXVEFROT VX NI X DERBROE(L
LT, =77 4 V0B CIIBEERE A M, HRIEHIZ RO D 2
BEDEITHEZ D0 L0 D VAT LARYRBRESe, {23 & & O BAEH Ofgitt
EIAOBMRDY, THA B TIE, THERT VA vt —va Tt sy
A E, NHOLHESPBHREICOWTORENRIEMENE T 0 Z 7 NOTHFA v
2L LIADHARNH D Z ERbhoTz,

FLFEEY ¥ — TV TOFMERROMIET —~ D E LT, KREMNI, BE
RO~ K A N, 77 NRER, JESRE COBMBERR, 471 VEER
R, WAL ~— DV —=—OWRIZHITDHZENTE T, ZHHDOWIETIT,
HIEEE O REARLERERNR L E 2 —23MThiTnd, LER->T, ZHETD
WREENRELOOND Z &T, KRB HESLDD, WEOAREL D RSN TN
D2 Emb, A% BIRENRIFENTON T THAH H ZENTRENTE,

F——F
BERR, WAS~— - Vy—=—, FPA L, RS, A
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2. THA LV E~w—FT 4T DORDY
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I. 1ZC®IZ

IEARE, HEREPRELT AT TR, 2B on5RBEERL TWD EFED
NTEY, TOMEMITESHHE LTV, FICEED~Y—rT 14V ZICB W THEE ORRERIT R
TERNVHL DI > TETWD, Kotler (2016) 1L [~—47 7 1 7 4.0] OKAiHEE LT,
=TT A T RATVANAREICR T D AR L — Py —=—V OBOLEIHEIST D%
ERnbhHZ &, LTy —rZ—0&KENE, B GREMICHIEICELET, IAF~—-
Ty —=—0OMH, BEOBEENETHILTHDLEBRITWVE, HICHECT—ERE LT
T 5720 T, BEO HOREEE S E<EL ZERRE Lo TS, HENSEE
2725 DN, BUEOBRIL, MO TCOREE LY L OFRICESW TR ERIRES FLTH
D, BRSO LR ER S TWHIZHELLT, 2B B radEsTay
fe—A1 LTV (FE) HHTHD,

IEEEREZ TS, BEIIOT L EIRECHIRAS, JR@IEE R &, e ez im
Clex—rT7 407 ala=r—vary, QKEPKEOER, @WEEDRRIZIES\:
FrE D7 5 RICET 2 AR M O 3 SOBERICEE SN, FHiCS HOBEIIth
FOBRICKREIKETL2L91C25T0D (L), Lo 7T, EDLH iRz LT,
ENEMBEICEDIIURZ DD, 7T v REXFFT 5 X9 fE B I3 ET /e E~—
TT 4T ORGSR DL LI/ TE e, K (2012) 1E, SNS (Y—v ¥ %y b
T—% v Y- R) OEBENY—TT 4 07 BESE, BORES SN E VD ER D IEE
FIZPERLNL L O, MERBAPMELZAET 2 X5 oc 2 &ML T b,
LN LR S, REMCITOFTRRWbIT TRy, LA, RObhd Z EiFmELL Ty
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D, TIRBRARMET 2 LA IF L Vb TR, B ARBE RS T A LT, R
ERDLUERHLDThHD, TORIIHERRIT, EORATOEERGE S, FifLbH
B Yy 7 Lo T0D, LnLaRs, ENTIIIFRSERR D2, FHOTED ey 7
S AP E 2 RIS VIR TCH D, FITE, ENOFME, FIETIRY fbh
TWDBERBRICET 2 MACHEm A2 I L BT, FEARY v —F L THRbA TV R
BROBIEIZEE LTI I3 L <, B 22 DN ER D D,

LW LANLA N y ZITHFEEREZEDTNE b b-oT, £ OM&E L BET 57—
<~ Thbd, TITAHETIIELEZRKY, THEOBERROTFA o o~v—7rT 4 v 7 DS
WCRBWTH IR > TWD Z EEfiln, VW)W EEIHICEE, SCHROEREZ1T 9,

7= & Z21E, FAKFER (Customer Experience) (ZITWVME&AS L L TTF A v LD TH—
P— e =7 XY A (User Experience) X°, —HOY —ERADFNERGT L — 27
A > (Service Design) 73 %, Marc Stickdorn et al. (2020) (% [This is Service Design Doingl
LW XA FLT, FIE [This is Service Design Thinking] Ofifm & LT, BEDOKIZHKD
RETFT =< THHEBEIZONWTEREIZZ L O TS, RETE, BAY—La7 7 s 748
T, Vh—F, Y74 T 4x2—var, JTu AT, FE TrneREvRxTUAUN,
U= ayF D77 T =gy, A=A~ DOMIRIAT L F—E X T A L DE
BED T2 DI MBI EAB RN E LD BTV D,

FZLTCHAETE, y—EATYPAS T —nbROIFEED LS — XTI L OEES,
[P —ERATFHA L, MENZOI—ERZBEDOHRIND L B2 DD, il
AL ATEDOEWY—E 227 2R = ZO0AIHEZ R LT, BE=—RAef¥E=—X
DNNT AN EL ENTZV—ERET VA T HOOT Ta—F7, TORBIZHDDIF
THYALEETHY, 7V AT 47 TAMFLOTavRAEZB L CTH—EAZ20A EXE, #H
Tl — B ADT WA AT M, R E TR RETIMON G EEE 52 TR
L—7 4 TRFEICL T, y—ERTHA ISR E O — A2k EL <Rk L,
BV AT 4 v (&) THERZWEL IEICT DI —%E 9 Miller, 2015) ] Th b L
BALTNDY, ZOEHEL, V—ERTFVA o ORI, e LELTND, Mk
ELTH—ERZRERZE D THA T HNEEERFETH Y, IO THE D OR
P—CATFFA L OFEETH D, TD-W, ZO@mmITEEORENCESANEIND AN
VW, FI T, AFETITHERRZDLDIZO W CGEMmAIRD D720, 22— — . 7 A
T ARY— AT WA ORI OV TITR Y fban b e 5,
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1. SBREINLIBERRICET 2R

2T, IEORBERERIC OV TR o 72 B8 HAGEOB G E, FRREIC OV TRE
72 b DEPN LIz BT, #EmSmoBEOEmEWICT 5, £ ~—77 4 v 7 0Ho0
B L LT, (%7 Kotler (2016) O [~—4F 4 2 7 4.0] Tk~ 7= BAZRERZ B
HI DI OWTHEN T 25, A ECkD L, TUXNVEROD AL v— « Dy —=—[F)
DTOHLD L LTEY, 85 (aware), HEJEE (attitude), 1T7H) (act), FATH) (act again) H>
5 (aware), #fK (appeal), #HAL (ask), 17 (act), #ELE (advocate) D SA (Z7p-7- L
LTCW5 (M1, 22 CifHc DFENT T > RICkT 2 B0 OBEZRD Tz, BIET
1T, BRELNENRL LD, 772 ROFFRIZE D HFLE R B IIEANSRCFIE,
FrITA L EDOLE a—72 EERBIICHE L CREINARRBIEZINET D X5 1ckhoT, Z L
T, BEENEGET DLURTORRIZIEL, 77 v RaOrA YT 1, BEHERREOHIEAR,
EORITENE LTI STV an, BT 2RHRICIE, vA YT 137 7 > REHEEEd 2
B LTHBlanND L)z o7 (ML),

IIHDENHDND K DI, BERR D HICEANOMRELEIG T TR, mEe=
Ra2=T 4 LB LEAVIRELV BN LIRS E o T D, RENHEEITEILZ
BR, VT AV TEIEEEZ DI ) LIRE R A 72 BT, MM 2 ENEET
b5,

K1 EHFEEOBRONRET— - Drv—=—

Al A2 A3 Ad A5
[ G ke 178) SR
(AWARE) (APPEAL) (ASK) (ACT) (ADVOCATE)

Kotler (2016) XY

Goodman (2014) @ [BAEAKREROHEFIE] TIIEET—E A (2L 2IZTHEEOFE IR R L)
IZDOWT, ZAFETREPBMYMATE I —RWNRT 72— 7T TliX, R+ ThodE LT
%, TLTC, BAROARELZHML T, HITHWEIE, 24 YLT 1 2@ 5720 ORERER
(CX) IZDNWTIRARTWD, BRMICIE, BERRE VDIED D0 OBIGHT — e R &,
I ERRIIE T 5 2 & CRLoNLIUS 2 BT 2 Fikawme 8 Thd (AL, %
L CREDSHERBR OB RO - DIEENRD XEHIEE L CRT 2001, O HEiEEiy)
IZIELL 73 % (DIRFD) | : BRRBRICEBIT D NI 7 VOERE LT &, £ <0
TSNP RO FERFICH D, BENLEERREZRMET 5121, SEFRLICHTS
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BEEDOFEAFZIELSREL, HRINZLOZRITH72DICRET 2 0ERH D, @ [#
BEVPFHLRTWTF v XN e —EANDRGRT 78 A BENKR-720, BEMIT& 7
BT Y — E 2RV R — MCHEICT 7 A TEL L OICTH 28, @ TTRTOF ¥ 3L%
WL CRETIEE~DOY—E A b= ADOBILICITEE e ST 57200 Tldel, W
KroxE—vafraxsya rEHRENCEVHL, FITARRI LRV DI THT
b, @ hRM72 VOC (BEDF) AT ML DEERROMGEE 28 )« DIRFT, BEHE
RERT T ¥R, Y—EZANLDT 4 — KRNy 7 2IEL, Tt ARFICEL TS, ki
MEZ B C RN OMFELZELSFETTED L2422 (ML) Z&Tho,

I TEDLN TV OEERROML LR LD &, BEOARER 9 £ AR FRE S/
LT, o0 UHLHENY—ERE L TIRMETE D LT D2 ENFICR->TnNDEEZ
Lo, ELIZINE, KEOCBLTRLIEWE D R —EADEBRTH D, BENRPL
Bz Lk o Mae ECRESH, DIV —ERERSTNDDIZEY, LR T,
ZOTIHNMEDORERIZIE, A2 O ERaIa=r—va 07— 222 £ o0 - EAL
TT VANV ETHHEBEOLERZ DM I W —E R 24525 Z Lk o TN 5D Th
A, T /U= Lon EERELTOMEWY—EREZRIETE TV AMREL, ThE
T OZFH OV —E ABEOADOMIETIET VXL EOBFERBRICKE RZENHTL 5]
BEMERH B,

Bl 2 H<w— Py —=—DHERENL N ZOFE Y — A TOEERBRTHREEET
otk o, MENEEOREEZ ) EEL ZLEORIMEREL WD, THA DB TOD
HwA T, Yy =R TR B OAERICH ASEREERT ORBROTI A b2 T

ETW5, Wendel (2020) 1% [TTEIZEZ 5T A ] 1T, 4/ _X=FT 4 7L
H7 MBI ZEFETOLDLBL L TETWD LML TWD, hbo7uaX s ML, BE
DR T SENOITEN ZE L DTDICT A SN TEY, [THREFEESCLHEEEN O EBEZS
T, THVA L ENDZERBH D, Tnd s bTHAFRWTug 7, %0, LB
L, ABEWZWEBS T aX s hoo 0 EERNGRET L0, [TBERT VA1, LnS
n& 7 N CThoERBHS, TTBNC@E T D7 r 47 hooL W iEMGRET 5, ITBIART
A UDOERELE, ABA»ELLTL<T52E, Zh, INETOVZNnEE STz
WZTERPSTATHZTEL L HICTH L (ML) LTS,

T LCREE, ITHEET VA VT4 O0EMRH D E LTS, ZhL, 1. LoEE
BITEIOWREIZ E IMEMT 200, 2NN TEIOEIC Y D BRI 202 2RT 5, 2.
BHEPL—VF—OHEEZME X T, X D5XSITHERET H, 3. RE LATEICHIT T,
Ta s NeTFEA T 5, 4 HERNE ESITIZEDSNT, ey s NoBRELET D
Thd, 12EL, ZTHOLTATHEEZ D LT mE 7 NHEARLIZHRENT /2 D O 2
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LTI, RN T e N EOL BT, 1. ADRERIZF L 0ES<ND, TrY
I RETFAOHMAXFARHHZ L, 2. 2= —DTHHE ZTNICHEL 5250 ik
o X VBRI D &, 3. MUEMICT X7 V2T AL, T—4DBRHEZX T NDHIERICE
T L BN ETHD (AL ELTWD, ZLTRETIE, T8Iy, arv7 7
FAY, AV E—T 2= AT AL R ELED THEICEEBETOTHA AT TiFEHL L T
b, ZHUCIE, HEETHRCOCHEHETOE/RP LTV A VITER STV D,

—J5, THA L OHGmERNTT 0 H 7 b TV A VB AMOEEIRT IS 2 5 B2 PfE L
RNRD, ~—FTT 4 T E ST T2 b A HATH D, RiRMFH (2019) X, Norman
(2004) DTE— 7 AT WA OB BREERIRIC K > THEPMEE A& U 2 A%
AL TS, FEAARABEZELEZOFFIZONTHNLTEY, BERREZREMIETS
=TT 4 VIO Rk E 52TV D,

2. THAUER— T4 2TDRHY

ARECTRTELHERBRICET 2EENS, ~—F T 4 VB TET VX AMRRIZR -7
Z L TR E HBHOMD Y NEMET LV BERMNIC o CE L2 LA ERAZE(LE LT
LONRDMND, Av— 7+ &2 AFHICHAT28RTIE, 7V MUTEDR¥EIZE ST
HUIVHEE 2 b 0TIk, ~—F T4 YIS ERFT S LT, 29 LEEAAORAILKE
BYR—=RMIRDThHAI, FIoT VEMUTHEVIEERTREE R o727 — Z DIEH b EE DA
HOBMITERA IND, BET —Z 50 a47T 5 HPICEE L CHBERRICEA LT o @¥s
ITNERBO TWVLEETIE, BMEOLERZTZT—ERZRETEZ20ENIRKELRE N

AREMENEZ 2 DT, Fle~—F T 4 VB0, DL, BB E BRI, IR
WCRRET DA E EDO L D ITHEEZ D080 ) VAT ARYRBRSC, ¥ L BEEOMAIERD
REZITOBERNH D Z ERbhnd,

FWA T, THERT VA oot — 3 T T A U CTORRR Y, AHO LR
R EIZOWTORENRIRN S T 0 7 NOT VA K E LiADRBARN A2 5, &
BRSO B HAIRIZE CHFNIAN -7 2 L TT A T REFGUTAFE 2 LD L D1
moTWD, ZLTaRGEERAT-LT, Hx DBEFELESHNITEET DRI THA 3204
ERBY, THAFT—ITRO N DN OBENEL THDARENR B D, L LAERLS
FEFRICIE R A TR WERE LG, BRROCITEHOTF A VI L TE Lo b EE L
Wxa EHRSILTRY, ZNLRTHA T A0 0FEOYR— MNMIkd B2 b5,
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M. ~—%77 427538 COMERRIEOE) A

1. XHEIREIZD T

AKWIETI, ~—7 7 4 7B BT DMERBRONIEEM 2R 2 5720, FTERY v —
TV T ORERRICET 2R BIT 5, SESCER L E 2 —IZ Wiz P v —F /1% “Journal
of Marketing”, “Journal of Marketing Research”, “IUP Journal of Marketing Management”
D3FTHL, WTNLFENHEEZRETIELRMETHD, ZNHDO3FETENT, T—
A ~_X— A ProQuest & H\ C, “Customer Experience” X% “Brand Experience” DiE4]%
B L2, ZoMHOR A S zimsCiE, O Journal of Marketing Tl 18 fF,
© Journal of Marketing Research TiZ 5§, @ IUP Journal of Marketing Management T
1T HEE720, FH40HRY L, 272 L2 20 6iEORBROA IS, BERR & I35
72 HBEEICBT DHIET, BEERRBRIC OV TR TV 2 DA OSBRI L T, -7z 13 1
ZXfG L Uiz, Appendix (2T, ZAHOXO—HALHL T\ D,

2. BEERROZAETCOER

Z ZTl%, @ Journal of Marketing (i SNL7-imX D9 H, fmXOFEEE L THKRR
Y B> TWDIRICOWTFRIRT D, & MOFEERRA > FEIAISHE Lctkic, 2k
DOREFEN DN TEH AT 5,

Luo (2007) 1%, ZAVE CiifdE7e EERRO 7 7 AEICEEADR Y THNTWeDIZx L,
<A FAECOWTHTHE LZETH D, ZOWIETIIMEER DT —Z i~ T, HEED
MTEM7L T PAESALO TR OMNC B B2 RIET Z 2N L, g, #EE—bB
ZNWZET DHBEEOLRENRE, DE D ERHORBIIRE hoTz, BAEMIZIE, RiLTh-72
DITSLTZ 0o T VT 20EER, RHaRBdEld: vy B — R, BRIRE~DDEN
KIS LT 5 EE CThHo (AL, ZOWERD, iFF L RWEERRAZEILLTL
FHZLEFERELBCEARDEEL TIFFERICER DO THDL Z ENbI 5D,

Brakus et al. (2009) %, 75> F## (Brand Experience) X, 75> ROFHFA L &7 A
FUT AT 4, Nur—=Vr/, ala=f—var, BIXOREOHTHLT T FEH
DORPRZ L - THIERE Z SNDHEE, BIE, R4, BIOTHSTHD & LTilla L,
Xk Ea—&T7 o — Mi&EEZ T Z/ER L, T (sensory), J&{E (affective), Z
Y (intellectual), 7@ (behavioral) D 4 DDOMWE A ZLe 7 7 RIEERO RJEZHE L=, F
7o, REOEFEENEL, A#TdY, 77 Filffi (brand evaluations), 7 7 > KB4
(brand involvement), 7' > RF% % (brand attachment), E&DE® (Customer delight), 77
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v K/X%—=> U ¢ (Brand personality) 72 &, D7 Z v RIEE L3RR Z & 2R LT,
EBIZ, TV RRBIE, 772 RN —YF U T ¢ &l U CEBEN R X OB EE R O
REL A YT (B2 525 (AL ZElbhot, ORI, MERRELERES
, 772 REEOFFKICSWTRIE RTHRRIC LT,

Madzharov et al. (2015) 1%, /NEVDBREEICEHT O TH 72, FRCHFEVICERE YT,
JAPHDTE O D3R OZERBRERIC ED X D ITRB L, RO ALCHEBEATEICED K 5 ITE
BaeG 20t L TnD, ZONMEDOSITHRERTIE, BHrHOHLEY OIRIED A4 i
TVAT—=VICERZ Y ClRE R AR 6N, T2 TORNAOHLHEFY OFlE L
TIE, N=F, VFTEURERFET O, —HTHTEVWEELLNDEZED ITAI—I 2 bR
2—H IV THHELTND, BrHOHLFEHOEFD X, N2 IZEHOREEN X0 20I0E
(A2, BEHEASTV, B0) ThH ERM ST 2 528, ZO/E, AxITBZDONN
Wolo LI MERERZ, NEMETIITEELDL91220, TLIT AT T RO®EEA~
DOWEVEREE D (A1), Z OFFRIZEHOBREE~O TN EEE DI EATINIC S 2

DREE ST LTEY, RERPIET 2BEICOWTOMELRA D Z ENTE D,

Lemon & Verhoef (2016) %, BHIZE > THERBRE DAL ~v—« Vv —=—Z BT 5
ZEMIFHEWICHEETHD L LTWD, FICHIEITEROT v RR0AT 4 7 &l L CTREL @
FIERLV Y 2L TEY, LVHEESNICR->TWD, ZOEMLT 2BERRE DAL ~— -
Uy —=— % HRT 5720, BERROERCES, L— Y0k~ BT, BERROVT
LEa2—LTWd, SHICHEERRICET2FEER M vy 7 1%, BERRY AT IT A
(Customer experience dynamics), A HX~— +« V¥ —=—0D~ » ' 7 (Mapping the customer
journey), ~/LFF ¥ KL DY ¥ —=— (The multichannel journey), ~/LFF /XA A L FE/ A
JL DY % — =— (The multidevice and mobile journey), J&i% %% D] (Customer experience
measurement), % v FiRA 2 FORNE (Effects of touch points), T AZ~v—+ Py —=—L %
B A > (Customer journey and experience design), /S— hF—&¢ X v NU—7 D~v Y
A bk (Partner and network management), 123Nl (Internal firm perspective) Th 5 &,
FLHTND, TLTAROIFRDOT Ve b by 7 & LTE, BERBROMSRL S
HEE FEA & 45 5 (Conceptualization, drivers and consequences of customer experience), 7 A ¥
v Dy —=— DN, THA &~ FH P Ak (Customer journey analysis, design, and
management), JEZEEROMNIE (Customer experience measurement), 7 — & VEEC/ M D728
D LWFEIT (New techniques for data collection and analysis) , &SR~ % A > | (Customer
experience management) % %80T\ 5%,

Bleier et al., (2019) (%, #f5 Web _— %@ LI2 R A0 T A o TORAERERD,
VIADINED TORBNCEETHDLZ EEEHLTWS, £ LT, Amazon ® Web ~<—
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VEaH oo FEREBUT, T T A VEERBRO 4 OO (FWE, =2 =71 A2 b,
V=V VT VB YR, BENIMS) AT AT A VER L TN ED X S IR
L2 2% 5T LT\ 5, ZOFFROSHHFERTIE, FRMEOREBRE, MREEOEEMEOS
W TV RO IR Th o7z, TSRS T 57 A/ VERIE, i~ h Y 7 200 B
RERLLIRA L RRETHD, TUH—T A AL FORRIE, BEEDRNT TV RIC

CoTHICEETH 7=, MR, =72 —Dh T AHOFER AR Z TV
7o BRI, SEEMRAZANRT A T AL A LVDEEIN T OWIE B HICHEE LT, R
IR B E OREATEME L LT, BB > TR Th o7z, WAET AR EMN
FRZ Z OWITCTHRWIREFRE L7z (A1),

Roschk & Hosseinpour (2020) %, JEEEBROMWM LW HFOHR T, —HMEZEITOLH I WE
FHOFEY 2425 Z LICERE Y THE IR E LTS, L, &Y OMEICEY
DIFFEIE D F<EHINTELT, ZOMRITENEAZT T IV RIZL-TELEDE, ZOD
A, DHEEWEPHOFE O ~DBREEH Y L THE ORIED L 2 RIGICHENS 5 Z & &
ARLTNE, ZLT, BROZEDIZONTEIL TV 5, BEOISIZ OV T ORZEHER T
%, BEOEVRY g vy B VO E, [THERICK L TEDMRENH D Z ENRDro
7oo B ORFHERLE Y O SNIZEEOIIZERIRCIE, —EME (Congruency) (IXREITIE
DR S D Z E b oie, BREMZRERICET 20 B, /1NGE 0 REICHAT
P—EARE CHREEN/RKE L RDHANH D Z EBbhotz, MADOZERICEY 2 HF7EE
TiE, &— Fffi (mood valence) MDZNRiEITLMESIME DEWWY > T /TR TEIREN K&
molo, ZHHDOSHHRERNOERIL, IEHNTOED OFEE ORIE~DIEDORRIT 47
EKRISNTW5, L, TOEBORE SIIEEREL, BMOSREREICRELSERS
No, Tl ZIFEAGM L R BATE LWSEATHE, #hEh 3% & 23% LR ENARE AL
bT 223D D, EODLHEWEFOED B3ENTORBRZEBFS LWL DIZEZ 5]
REMEITARNAY, SER X ZRIEERER A 1BV SR DI L WS4 O P CIRREN R ER & e Db L
ey (AR ELTna,

Siebert et al. (2020) 1%, BB~ AL FOWFEICENT, BEOV»—E 2RI A1 7L

WDl AL~ —V v —=—ORHINZEICBE LR EE > TV D LR L T 5, BUTE,
BEEAIp A L— XY ¥ —=—FF /L (smooth journey model) 1%, BAZDAETEFZRMEIZTH DT

BDo THIFRE/BBRD AR 032 — o TfTodl, & L CRBOKRE & bIC@EROr A ¥
U7 o BPEEIND, Zhiie A YT 40— (loyalty loop) & HFFEILTWD, —J T,
AT 4 v F—Ty—=—FF /)L (sticky journey model) %, BEDAEEL =XV AT 4 T
TLHHDTHD, THTE RO MR R /2 — 2> T, RORE L &6 IZEED
BRI %, ZHIEBIS D Z 81 F /L (involvement spiral) & L THE& L STV 5, &
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L—=AV === T MM EOET ARSI T HERENRY —ERCHANTHY, R
T4 IV —=—ETIKEDY DR WERERET S X O Ry Vm— g VY —

A TH D, VY —=—DMILUIE I LI, AL—AV ¥y —=—EFETLDOLHH
I, Uy —=—ORPOY—ERF A I, AT 4 v FH—Tx—=—FTILTIE, Vvr—
=—DBDOY—E AP A 7T, EERFFEECEAZOL0REL TS, ERNRY—E
2H L7 V=g VR —E 2L EEL b ET L ) R T — AV AT LRI S
WREDHEE, v AYAT AN—T LD AN FVEMEICEEMNT L 2L THRY ~—
Uy —o—FEHERFTE D (AL & LTWD,

RIBFZEILZ 2 DDV ¥ —=—FT VDO LIIZEBWT, YT 5V —E R ZONTHH &%
THHELTWS, HEMRY—E A DT I =Y TUTE D001, 497 : Citibank), b
X AR T )V (#] : Marriott), ff [ (# : MetLife), T #%/ B {F (4 : FedEX), K/ (i :

MedPlus), {EBE (f : Mr. Appliance), {5 (#l : Verizon), AZilHERH (#1 : Amtrak), 24—
A ({4 : British Gas), {E=#H 7 XL/ (] : Van Heusen) & LTW5, L7 U=—3 3 177
P—ERAOHT IV —ZETUIXEHSDIE, T— 77U Bl:Bumble), KT~ U—X (#:
HBO), RIA 27757 (fi]: Jeep Jamboree), =T VR~ hU—2 (#l: Instagram),
Ty ANTyviay (Bl Zara), 7 —2 (B : Fortnite), Z/L—7F7 ¢ v h3xA (fi : Orange
Theory), T A 7 A% AL AF 47 (f: Thrillist), I —/LF > k (#: Blue Apron), I = —
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BT 4=~ A% EEEL, ZOORRIE, EEEOT 78 Y T 4 & —E AR
DR BN X > THish 5% (Herhausen et al., 2020), Z Z CTOREBOT 78U T 4
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T 2B 2 D EEZPE LR TH D, ZOMROITOREN G, RO R ANE
(Perceived Value) 73, JEEiN$EMdT 5014 YL T 4 A4 &2 T 7 (Loyalty Incentives) & [A
BRI, W OMEGEE R (Continuance Intention) OEIAREIEN TH S Z LA/ LT\, %72,
TEE DA TAME O TRIK 1 & U TREIEReBRER Th 5% LA (Enjoyment) ZIMZ TV 5,
FIEM: (Convinience) DX H XKV RWEEN RO TR FTh o722, BLALFREICK
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(perception of overall environment) |, [ Ca% S417) JEPHOEH (perception of ambient music) |,
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MTEDHERMRER L CTHRREINT, HEE, TRVl b~ —Yvy—, RRPITEMT
H, BLOBHOMEREOF/IEED Y —F —~DA U F B a—fREIZ L > TiThh T
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Gzl (FE), ZOWEE, EEOvRV AL MEBIRRE 52, BERROMIETIE
BLL BEOHFROBLUIICER L TND ZERHHMNTH D, 29 LEBRIZENTS, R
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FrL TV, ZOMEOGHOFRR, FEHE, Tre—ray, EHOFHK, —E R
TR BE DR ME LT & SICHBERBREZ R ST, WIRHIRRN S L L&A ERBEREN
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(Bleier et al., 2019)
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(Herhausen et al., 2020)
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(Roschk & Hosseinpour, 2020)
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(Dlamini & Barnard, 2020)
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Organizing Research Trends Related
to Customer Experience

Makino, Hikaru *

Abstract

In recent years, it has been said that consumers value not only products and services, but
also the experiences that they gain from them, and this trend is still increasing. Kotler
(2016) argues that the basic premise of Marketing 4.0 is that marketing needs to adapt to
the changing quality of customer journeys in the digital economy, and that the role of the
marketer is to take the customer from awareness to recommendation. Kotler (2016) states
that the basic premise of Marketing 4.0 is that marketing needs to adapt to the changing
quality of the customer journey in the digital economy, and that the role of the marketer is
to guide the customer throughout the customer journey, from awareness to eventual
recommendation.

In this study, we have tried to capture the research trends in customer experience by
organizing what is treated in specialized books and major journals. Research in the field of
marketing shows that there is a tendency to understand customer experience systematically,
strategically, and how to set up a mechanism to provide it, and to promote interaction
between companies and customers. In the field of design, there is a tendency to incorporate
the essential understanding of human psychology and organs into the design of products,
such as the understanding in behavioral change design and emotional design.

As for the classification of customer experience research topics in major journals, they
could be roughly divided into customer experience management, brand experience, customer
experience in store environments, online customer experience, and customer journey
research. As the accumulation of research to date has been summarized, systematization
has been advanced and measurement has been made possible, and it is expected that more

derivative research will be conducted in the future.
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customer experience, customer Journey, design, store environment, perception
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