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ABSTRACT

In an increasingly competitive marketplace, where choices are numerous and switching costs are
low, the survival of organizations becomes a challenge. Various scholars of marketing have
always emphasized the importance of customer-centricity for the success of an organization.
Over the past few years, Customer Experience (CX) has emerged to be a widely popular
phenomenon that can provide organizations with a competitive advantage. Not just
academicians, but practitioners are giving CX paramount importance as well. Customer
Experience is not a new concept, although it has become quite a movement in the past few years.
A simple Google Scholar search for CX yields many relevant research papers, dating back to the
1980s, which reveals that it is not a latest concept. However, it is only very recently that the
concept has exploded into business consciousness. Experience is defined as “take away
impression formed by people’s encounters with products, services, and businesses, a perception
produced when humans consolidate sensory information”. Despite the fact the CX research
began nearly four decades ago, there is no concrete view of CX as a standalone construct. The
latest studies on CX posit that there is still a lack of consensus on its conceptual distinctiveness

and measurement.

To understand the scope and magnitude of studies done on CX, the entire literature has been
reviewed in an organized manner. It has been done in two ways; systematic literature review,
where articles are analyzed in a descriptive manner and a construct life cycle framework, where
the entire research on CX is classified under the ambit of this framework. Based on the review of
literature, the research gaps have been identified. These are that there is an overlap with service
quality & use of proxy measures in the measurement of CX. There is also a lack of theoretical
foundation in empirical studies of CX and a mismatch between the conceptualization &
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empirical structure of CX. The gaps also show that the role of customers is not considered in the

measurement studies of CX, also there is scant work on the outcomes of CX.

This thesis fills the above-mentioned research gaps by conducting three studies, one qualitative
and two quantitative. The primary aim of the thesis is to propose and empirically test a
framework of CX. Hospitality industry is chosen as the context for all the studies, therefore all
the understanding and analysis of CX is done through the lens of the customers of hotel i.e. hotel
guests. A qualitative study precedes quantitative studies, where semi-structured interviews are
used to explore the drivers of CX. An extensive literature review coupled with a qualitative study
is used to propose a framework of antecedents of CX. This framework consists of both the
organizational factors and individual factors that may have an influence on the experiences of the
customer. It fills the gaps by considering the role of customers in determining CX, along with the
role of the organization. It is followed by empirical testing of the framework. The data for this
study is collected using the survey method. An exploratory factor analysis is conducted for all
the constructs of the study followed by path analysis. The theoretical framework is analyzed
using Partial Least Squares-based Structural Equation Modeling (PLS-SEM). Further, the
outcomes of CX are also analyzed through an empirical study. An additional study is conducted
after the CX framework consisting of its antecedents, dimensions and outcomes is tested. This
empirical study is done to gauge the impact of one of the outcomes of CX on purchase
intentions. A conceptual framework based on the Elaboration Likelihood Model is proposed.

Nine hypotheses are proposed in this model and a survey-based research is done.

The most significant finding of this thesis is the CX framework. It is a holistic framework
consisting of its antecedents, dimensions, and outcomes. The results also indicate that not only

organizational factors but personal factors also lead to CX. It is seen that personality and goals

Vi



have a noteworthy impact on CX. Although varied aspects of organizational as well as personal
factors have an impact on CX, some factors significantly influence the cognitive aspect of CX,
while the others have an impact on affective and a few others have a significant impact on the
physical dimensions of CX. As far as the outcomes of CX are concerned, the results show that
CX significantly influences customer satisfaction, which in turn has a significant effect on word
of mouth (WOM) & Decreased Price Consciousness (DPC). Further, the results of the last
empirical study show that not all aspects of e-WOM influence hotel booking intentions and the

impact varies with changes in usage frequency.

The thesis has significant theoretical and managerial significations. With an aim to develop a
stronger understanding of CX as a separate construct, it has developed a holistic framework of
CX. It enriches the theory by providing a theory-based framework of CX which is multi-
dimensional in nature. It also builds the CX literature by a systematic review of the literature and
analyzing the literature under the ambit of construct life cycle framework. The drivers of CX
proposed and tested in this thesis can be used by hospitality managers to design experiences.
They can focus on antecedents that have a strong impact on experiences and channelize their
resources wisely. Managers can also look at the outcomes of CX and their impact on purchase

consideration to have a better understanding of customers' buying behaviour.

Overall, this thesis provides direction to both academicians and practitioners in the
understanding of the concept of CX better. This thesis adds to the theoretical advancement of CX

and serves as a basis for future researchers for further development of the field.
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