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ABSTRACT

Customer Experience Management (C.E.M.) is the new marketing paradigm
which was shifted from Customer Relationship Management (C.R.M.). C.E.M.
focuses on both cognitive and affective benefits and concentrates on physical
environments and sensible cues. Most of the previous research has studied C.E.M. on
product and retail contexts. Therefore, our research aims to study C.E.M. on the
service context. Since services are intangible, heterogeneous and perishable,
customers need to rely on cues to create their perceptions. This research is the first
one that studied cues that customers used before, during and after service
consumption simultaneously. We also investigate the antecedents and consequences

of customer experiences.



Our research is based on two theories. The first one is cue utilization theory
which states that customers tend to use some cues and relate them to form product and
service evaluations. The second one is means-end chain theory which states that
products and services attributes (the means) lead to higher abstract consequences and

then lead to highly abstract customer value or goal (the final end).

We collect data from two service industries: the coffee shop industry which
is very high in experience qualities and the hospital industry which is very high in
credence qualities. The data consist of 400 customers from coffee shops and the other
400 patients from hospitals. Then we analyze the data by using structural equation

model (AMOS version 4). Most of hypotheses are supported or partially supported.

The results that can be concluded from our research are four folds. First, cues
in those three phases are all important. Customers rely on search cues when selecting
service firms, experience cues when perceiving service performance and
reinforcement cues when reassuring benefits or avoiding dissonance. Second, not all
cues that customers use, they tend to select some cues that they feel confident and
then predict perceptions from those cues. Third, as customers look for both utility and
emotional benefits from their service consumptions, some selected cues influence on
both cognitive and affective evaluations whereas some influence on either of them.
Fourth, customer experience impression provides several behavioral consequences to
the businesses. They are increased purchase, cross-buying, up-buying, word-of-mouth

and increased share of wallet.



