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brand can be defined as “a cluster of functional and emotional values that promises 
a unique and welcomed experience” (De Chernatony, 2010, p. 12). These emotional 
values are heavily influenced by smells, sounds, sights, tastes, and textures in any 
context.  



A definition  

 

 

“Customer experience is comprised of the cognitive, emotional, physical, sensorial, 
and social elements that mark the customer’s direct or indirect interaction with a 

(set of) market actor(s).” 

 
 (De Keyser, Lemon, Klaus, and Keiningham, 2015, p.1) 









What is a customer’s journey? 

 
 

A customer’s journey begins when a customer enters a service, and 
ends when they exit it and includes everything in between. 





Definition of emotion 

Emotion is a complex set of interactions among subjective and objective 
factors, mediated by neural~hormonal systems, which can (a) give rise to 
affective experiences such as feelings of arousal, pleasure/displeasure; (b) 
generate cognitive processes such as emotionally relevant perceptual effects, 
appraisals, labeling processes; (c) activate widespread physiological 
adjustments to the arousing conditions; and (d) lead to behavior that is often, 
but not always, expressive, goal-directed, and adaptive.  

Kleinginna, P. R., & Kleinginna, A. M. (1981). A 
categorized list of emotion definitions, with suggestions for 
a consensual definition. Motivation and emotion, 5(4), 
345-379. 



Internal Cues  
reside within an individual’s body 

e.g.,   feelings of hunger 
          sexual desire  
          heart rate changes 
          memory 
          genetics 

 … 

External Cues  
reside outside an individual’s body 

e.g.,   sounds 
          color 
          temperature 
          symbols 
          other customers 
          … 

Bodily  
Changes 

Brain  
(de)activation of brain regions 

Neuroimaging Tools 

e.g.,  activation of anterior     
         insula 

activation of motor cortex 
… 

 
 

•  EEG 
•  fMRI 
•  Others: MEG, PET, 

TMS, fTCS, SST, … 

Peripheral system  
physiological alterations outside the 

brain and spinal cord 

Neurophysiological 
Tools 

e.g.,  sweat production 
         pupil dilation/contraction  
         heart rate variations 
         muscle activation 

... 

•  GSR 
•  Cardiovascular tools 
•  EMG 
•  Eye tracking 
•  Others: thermal 

imaging, … 

Neurotransmitters and 
hormonal system 

biochemical changes in the body/brain 

Biochemical Tools 

e.g.,  oxytocin changes 
         serotonin changes 
         testosterone changes 
         ... 

•  Blood draws 
•  Urine samples 
•  Saliva swaps 
•  Others: PET, … 



How do we do this on the field? 



Study behavior 



vs 

•  More Touch 
•  More Unplanned Purchases 
•  Feelings of Ownership 
•  Willingness to Pay More $ 
•  Desire to Touch More 









Influence the surrounding 



+ 
?



Follow the customer journey …. 











55 % of all emotion responses are evoked by the 
“self” 



8 % of all emotion responses are evoked by the 
employee-customer interaction 



23+1 % of all emotion responses are evoked 
by the customer to customer interaction 



8% of all emotion responses are 
evoked at the check-out 



Concluding remarks 
•  Customer experience seem to be the next frontier in the 

battle between brick-and-mortar and Internet stores 
•  90% is still being bought in physical stores 
•  Sensory marketing is highly effective and has been a tactic 

used by retailers for a very long time! 
•  Enormous development going on to influence and 

understand customers in physical stores 
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