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The impact of customer experience on consumer behavior and firms’ performance
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This thesis focuses on the outcomes of CX during the entire customer journey, including the motivations
that emerge from customers, their feelings toward their experiences, and their eventual purchase and
repurchase behaviors.

Chapter 1 introduces the background related to CX and the research gaps in existing literature thus
far, in which also briefs about the research question of this thesis

Chapter 2 presents the existing literature defining CX and lists the antecedents, outcomes, and
moderators that affecting CX in the customer journey.

Chapter 3 examines the dynamic impact of hedonic CX in an offline shopping environment. Based on the
classification of recognized and hedonic CX, Chapter 3 conducts an immediate, short—term, and long—term
tracking of consumption habits of offline hedonic products and discusses the role those hedonic facilities
play in an integrated shopping center.

Chapter 4 investigates what retailers may face based on CX in a mobile consumption environment. We
framed a conceptual model based on a previous study and conducted surveys in China and Japan to test
the four probable negative effects of customer usage of OFDAs: procedural switching costs, relational
switching costs, and variety—-seeking tendencies. Moreover, we compared the differences in consumption
habits between the Chinese and Japanese users of OFD services.

Chapter 5 summarizes the theoretical and managerial implications of this thesis, including the

remaining limitations and directions for future research.
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