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11.1 Setting the scene

The notion of customer experience has become a vital premise in marketing theory and practice 
over a short period. In addition to competing in the uniqueness and quality of their products or 
services, businesses of all stripes have shown increasing interest in delivering superior experiences 
to their customers to set themselves apart from competitors (Duncan et al., 2016; Edelman & 
Singer, 2015; Rawson et al., 2013). The vast majority of business leaders concur that conveying 
relevant and reliable experiences is critical to their business performance (Harvard Business 
Review Analytic Services, 2017). Firms that offer and skillfully deliver compelling experiences 
can reap impressive benefits (Dhebar, 2013; Williams et al., 2020, 2021). Increases in customer 
satisfaction (Klaus & Maklan, 2012), customer loyalty (Lemke et al., 2011) and financial returns 
(Bueno et al., 2019; Rawson et al., 2013; Silva et al., 2021) are exemplary benefits. As a consequence, 
businesses have built entire customer experience departments with “customer-savvy” or even 
“customer-obsessed” mindsets and the question “What do our customers wish for?” at center 
stage, often developing these departments at lightning speed. Not surprisingly, comprehending 
and managing customer experience have become critical for marketing managers (Witell et al., 
2020). Some have taken these concepts even further by arguing that customer experience is the 
future of marketing (Homburg et al., 2017; Klink et al., 2018; Newman, 2015).

Similarly, customer experience has gained traction in scholarly work. Early on, there 
seemed to already be an awareness that “what people really desire are not products but satisfying 
experiences” (Abbott, 1955, p. 40). Scholars in the 1960s (e.g., Kotler, 1972; Webster & Wind, 1972) 
contemplated customer decision processes and the experience of buying products, followed 
by curiosity in the 1970s about customer satisfaction and loyalty (Lemon & Verhoef, 2016). 
Subsequently, service marketing scholars investigated customers’ judgment of services, typically 
captured by perceptions of service quality (e.g., Grönroos, 1984; Parasuraman et al., 1988; Woodruff, 
1997). Next, the literature focused predominantly on the relationships between organizations and 
their customers (e.g., Gummesson, 1995) and the management of these relationships (e.g., Payne 
& Frow, 2005). This work primed scholars for a more customer-centric view, which entails a core 
focus on the customer and the customer’s “jobs to be done” (Christensen et al., 2005; Christensen 
et al., 2016).

Contemporary marketing logics, such as the service-dominant logic (Vargo & Lusch, 2004, 
2008, 2016), service logic (Grönroos, 2008; Grönroos & Gummerus, 2014; Grönroos & Voima, 2013), 
customer-dominant logic (Heinonen & Strandvik, 2015) and consumer-dominant logic (Anker et 
al., 2015), have furthered the notion of customer centricity. In general, these logics focus on several 
principles. On the one hand, value (often referred to as value-in-use) emerges in beneficiaries’ daily 
lives through the use of customer-centric offerings (Grönroos, 2017). On the other hand, value can 
be destructed as a result of negative experiences (Echeverri and Skålén, 2021; Keeling et al., 2021). 
In a multiactor context, value is co-created or co-destructed through physical and mental practices 
and experiences or through acts of possession (Vargo and Lusch, 2016). Furthermore, value and 
experiences manifest in the subject’s lifeworld (Helkkula & Kelleher, 2010; Sandström et al., 
2008); accordingly, it is always the beneficiary that phenomenologically determines value (Vargo 
& Lusch, 2016). The experience and creation of value are intimately intertwined and mutually 
constitutive; thus, customers or consumers are not merely “interpreters” but also “contributors” 
of value (Gummerus, 2013). Subjects can therefore be considered as powerful creators of meaning.
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Value experience and value co-creation and co-destruction are therefore grounded in the 
subject’s lifeworld. Value experience is defined as the beneficiary’s phenomenological determination 
of value (Frow & Payne, 2007; Vargo & Lusch, 2016). It is understood as subjective, instinctive, 
spontaneous responses and reactions to particular stimuli (Becker & Jaakkola, 2020) and is highly 
dynamic, fluid and temporal in nature (Ellway & Dean, 2016; Helkkula, 2011; Helkkula et al., 2012a). 
Value co-creation entails a constellation of goal-oriented practices during resource integration 
to achieve valuable outcomes, which essentially leave subjects better off (Becker, 2020; Vargo & 
Lusch, 2016). Value co-destruction is dialectically related to value co-creation and captures the 
diminishment of value when actors unsuccessfully integrate resources, leading to a reduced value 
experience (Echeverri & Skålén, 2021; Keeling et al., 2021; Plé & Chumpitaz Cáceres, 2010).

The focus on the customer and the interest in his or her lifeworld have ignited a surge of 
interest in the metaphorical “journey” of customers, which poses a processual question about what 
customers undergo when experiencing and creating value. Customer journeys are often referred 
to as the phases customers go through before, during, and after purchase and service encounters 
and entail a series of firm- or offering-related touchpoints (e.g., Becker & Jaakkola, 2020; Lemon & 
Verhoef, 2016; Patrício et al., 2011). Customer journeys are generally centered around the customer-
firm relationship and are directed at concrete goals; therefore, they are subordinate to consumer 
journeys, which have higher-order goals that are more abstract (Becker, 2020; Hamilton & Price, 
2019). From a holistic point of view, a journey can be understood as the process in which experience 
and value accumulate over time.

Although curiosity about these issues is rapidly increasing among academics and practitioners, 
the understanding and management of experience remain a strenuous undertaking (e.g., Rawson 
et al., 2013), and the field faces difficulties in maturing (De Keyser et al., 2020). The status quo offers 
valuable conceptual contributions, but the empirical work on experience remains scanty (Lemon & 
Verhoef, 2016). Experience remains an ambiguous construct that is not properly understood (Becker 
& Jaakkola, 2020), and it is managed in practice without a reasonable comprehension of what it 
entails (De Keyser et al., 2020; Thompson, 2018). This is unsurprising, as experience is a complex 
concept that is multifaceted, dynamic, temporal and idiosyncratic in nature (e.g., Helkkula et al., 
2012a; Lemon & Verhoef, 2016) and can occur, from a subject’s point of view, both consciously and 
unconsciously (Ellway & Dean, 2016; Helkkula & Kelleher, 2010). Furthermore, although customer 
journeys offer a helpful vantage point from which to observe, monitor and design customer 
experience across service encounters over time, these journeys are continuously susceptible to 
change and increasing complexity. For example, interactions may occur with expanding variety 
across a myriad of touchpoints (Lemon & Verhoef, 2016), and experience can evolve and change 
independently and outside the control of service providers (Berry et al., 2002; Berry et al., 2006; 
Grönroos, 2017; Norton & Pine, 2013). Such complexity intensifies in a consumer context in which 
a subject needs to navigate a wide array of separate and layered service encounters (Hamilton & 
Price, 2019). Similarly, complexities are amplified in business-to-business (B2B) settings (Roy et al., 
2019) because of the multiplicity of actors, the variety of roles and objectives (Cortez & Johnston, 
2017; Zolkiewski et al., 2017), the complexity of offerings (Forkmann et al., 2017) and the wide variety 
of interactions throughout the customer journey (Mikolon et al., 2015; Witell et al., 2020). These 
challenges and complexities indeed delimit a complicated landscape in which to maneuver for 
both researchers and managers who rely on experience to develop interventions that enhance the 
experience of value. In this scenario, a persistent question is how customer experience manifests in 
practice and how it can be managed by service providers throughout the customer journey. Despite 
the challenges, this dissertation is devoted to exploring this research problem.
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11.2 Crafting research questions

The purpose of this research is twofold. First, we aim to create a deeper understanding of how 
customer experience manifests in practice. Second, we seek to develop more in-depth managerial 
insight into how customer experience can be managed throughout the customer journey. Thus, 
the following two core research questions guide our efforts:

Core RQ1: How does customer experience manifest in practice?
Core RQ2: How can customer experience be managed throughout the customer journey?

To explore these core research questions, this dissertation is divided into five tailored and interlinked 
studies that each correspond to a chapter in this thesis. Derived from the two core research questions, 
each study addresses specific research questions with underlying paradigmatic assumptions, proposes 
unique contributions and deploys distinct approaches and methods. Table 1.1 provides a brief 
overview of the studies, and the background of each study is fleshed out in the subsequent sections.

Chapter 2 seeks to explore how value experience emerges in value co-creation and co-
destruction practice. Extant research has increasingly acknowledged that experience is embedded 
in the subject’s phenomenological lifeworld (McColl-Kennedy et al., 2015), that is, the locus of daily 
decision-making and consumption practices (Jain et al., 2017). Experience evolves dynamically 
across space and time and can be shaped in value co-creation practice (Chandler & Vargo, 2011; 
Helkkula et al., 2012a; Schembri, 2006). Furthermore, scholars have argued that experience can be 
lived individually and collectively and perceived as reflective (i.e., conscious) or unreflective (i.e., 
unconscious) by subjects over space and time (e.g., Ellway & Dean, 2016; Helkkula, 2011; Yakhlef, 
2015). Moreover, the concepts of value co-creation and co-destruction are dialectically linked 
(Echeverri & Skålén, 2021; Keeling et al., 2021; Rahman et al., 2019). These studies are valuable in 
conceptualizing experience and understanding value co-creation. Nevertheless, the current foci 
are either value experience or value co-creation, and the conceptual and empirical links between 
them are not explored (Gummerus, 2013). Additionally, an integral perspective on how value 
experience is linked to value co-creation and co-destruction is lacking. Resolving this omission 
is of vital importance for several reasons. First, at its core, this perspective helps to enhance our 
understanding of experience, which, despite its popularity, is not properly understood (Becker 
& Jaakkola, 2020), and its relationship to practice in which value co-creation and co-destruction 
occur. Second, a comprehensive understanding of these linkages offers service providers a 
favorable vantage point from which to better understand experience, manage it throughout 
customer journeys in desirable ways (Homburg et al., 2017; Lemon & Verhoef, 2016), accommodate 
value co-creation and prevent value co-destruction (Echeverri & Skålén, 2021; Laud et al., 2019; 
Pera et al., 2016). These are key aspects of improved marketing strategies, service delivery and 
novel beneficiary-centric offerings (Becker & Jaakkola, 2020; Brakus et al., 2009; Heinonen et al., 
2013). To this end, Chapter 2 empirically investigates the following research question: How does 
(un)reflective value experience shape and how is it shaped by value co-creation and co-destruction practice? 
We empirically explore this research question in an in-depth qualitative study in the consumer 
context of amateur-level football players playing on artificial grass. The unique research site 
enables us to closely observe value experience in relation to value co-creation and co-destruction 
in a dynamic, multiactor and lively context with a high level of engagement, which are elements 
that fit the key concepts in this study.
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Table 1.1 Overview of the studies in the dissertation

Chapter Title Research question Main contribution Approach & Method

2 “Characterizing the Spaces of 
Consumer Value Experience in Value 
Co-Creation and Value Co-Destruction”

How does (un)reflective value experience 
shape and how is it shaped by value co-
creation and co-destruction practice?

Characterization of three mutually 
constitutive linkages between (un)reflective 
value experience and value co-creation and 
co-destruction in practice

Empirical, qualitative case study, 
ethnographic techniques, context of amateur-
level football on artificial grass

3 “Calling on Autohermeneutic 
Phenomenology to Delve into the 
Deeper Levels of Experience”

What does autohermeneutic 
phenomenology offer to the 
methodological underpinnings of 
experience? How can autohermeneutic 
phenomenology be practiced in the 
investigation of experience?

Guiding methodological framework for 
autohermeneutic phenomenology in the 
experience realm

Conceptual methodological study

4 “Illuminating the Inception and 
Evolution of Experience: An 
Autohermeneutic Phenomenological 
Inquiry”

How is experience formed, and how does 
it evolve?

Comprehensive framework, “the Triple-
Infinity Loop of Experience,” containing three 
experiential time frames and omnifarious 
inceptions

Empirical, autohermeneutic phenomenology, 
daily customer/consumer context

5 “Towards a Circumplex Typology 
of Customer Service Experience 
Management Practices: A Dyadic 
Perspective”

How do B2B service providers in 
business relationships manage CSE 
in terms of practices throughout the 
various phases of the customer journey?

Circumplex typology of service provider 
customer service experience management 
practices

Empirical, ethnographic, B2B, knowledge-
intensive business context

6 “GraphEx: Visualizing Customer 
Experience in Its Multidimensionality”

How can experience be visualized in its 
multidimensionality? How can managers 
foster customer experience accordingly?

Multidimensional yet simple framework 
for the visualization and management of 
experience

Conceptual design study with managerial 
focus

Chapter 3 lays out an autohermeneutic phenomenological approach that aims to comprehend 
the extremities and processes of experience by tapping into it at deeper levels. In line with recent 
phenomenological characterizations of experience (e.g., Helkkula et al., 2012a), scholars advocate 
interpretive turns (Zeithaml et al., 2020) and suitable methodologies for experience research (Goulding, 
2005). Despite these calls, knowledge of the methodological foundations of how to fathom experience, 
especially its deeper roots, is nascent. Therefore, the following questions guide this conceptual study: 
What does autohermeneutic phenomenology offer to the methodological underpinnings of experience? How can 
autohermeneutic phenomenology be practiced in the investigation of experience? These research questions are 
conceptually answered through a careful contemplation of the theory of experience and hermeneutic 
phenomenology.

Chapter 4 brings the inception and evolution of experience to light. The status quo has augmented 
our understanding of experience (Ellway & Dean, 2016; Helkkula et al., 2012a; Yakhlef, 2015), especially 
its characteristics and qualities (De Keyser et al., 2020). The temporality of experience, which implies 
that it evolves over time and can occur in the past, present and future in lived and imaginary ways, is 
a key to this understanding (Helkkula et al., 2012a; Lemon & Verhoef, 2016). To date, the conceptual 
and empirical foci have been on experience in situ, that is, the point at which customers experience 
products or services. Consequently, little is known about the microprocesses of the formation of 
experience (Hellén & Gummerus, 2013), in essence, how experience commences – referred to here as 
“incepts” – and evolves over time. Hence, we ask the following question: How is experience formed, and 
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how does it evolve? We scrutinize this research question through an autohermeneutic phenomenological 
approach (developed in Chapter 3) in which we take the entire experience spectrum of being consumers 
and customers in our daily lives as the point of departure. This locus of investigation provides us with 
a scenario for examining the inception and evolution of experience in its purest form.

Chapter 5 investigates how customer experience is managed by service providers, in terms of 
concrete practices, throughout the customer journey. The management of customer experience, 
in addition to the comprehension of it, has become an essential source of competitive advantage 
(Keiningham et al., 2020). The sheer amount of recognition received by customer experience 
management throughout the customer journey is in stark contrast to the studies that actually 
investigated it in practice, especially in B2B. The few studies that did so (e.g., McColl-Kennedy et 
al., 2019; Witell et al., 2020; Zolkiewski et al., 2017) examined customer experience management 
in separate domains, that is, from either a provider or a customer perspective. Hence, a lacuna 
remains regarding how customer experience is managed by service providers in interaction with 
their customers. To this end, the following research question guides Chapter 5: How do B2B service 
providers in business relationships manage customer service experience (CSE) in terms of practices throughout the 
various phases of the customer journey? This chapter presents an eight-month ethnographic study in a B2B 
knowledge-intensive service context in which we observed critical events in dyadic supplier-customer 
relationships. This research site and analytical stance enabled us to zoom in on the microfoundations 
of customer experience management practices.

Table 1.1 Overview of the studies in the dissertation

Chapter Title Research question Main contribution Approach & Method

2 “Characterizing the Spaces of 
Consumer Value Experience in Value 
Co-Creation and Value Co-Destruction”

How does (un)reflective value experience 
shape and how is it shaped by value co-
creation and co-destruction practice?

Characterization of three mutually 
constitutive linkages between (un)reflective 
value experience and value co-creation and 
co-destruction in practice

Empirical, qualitative case study, 
ethnographic techniques, context of amateur-
level football on artificial grass

3 “Calling on Autohermeneutic 
Phenomenology to Delve into the 
Deeper Levels of Experience”

What does autohermeneutic 
phenomenology offer to the 
methodological underpinnings of 
experience? How can autohermeneutic 
phenomenology be practiced in the 
investigation of experience?

Guiding methodological framework for 
autohermeneutic phenomenology in the 
experience realm

Conceptual methodological study

4 “Illuminating the Inception and 
Evolution of Experience: An 
Autohermeneutic Phenomenological 
Inquiry”

How is experience formed, and how does 
it evolve?

Comprehensive framework, “the Triple-
Infinity Loop of Experience,” containing three 
experiential time frames and omnifarious 
inceptions

Empirical, autohermeneutic phenomenology, 
daily customer/consumer context

5 “Towards a Circumplex Typology 
of Customer Service Experience 
Management Practices: A Dyadic 
Perspective”

How do B2B service providers in 
business relationships manage CSE 
in terms of practices throughout the 
various phases of the customer journey?

Circumplex typology of service provider 
customer service experience management 
practices

Empirical, ethnographic, B2B, knowledge-
intensive business context

6 “GraphEx: Visualizing Customer 
Experience in Its Multidimensionality”

How can experience be visualized in its 
multidimensionality? How can managers 
foster customer experience accordingly?

Multidimensional yet simple framework 
for the visualization and management of 
experience

Conceptual design study with managerial 
focus

Chapter 3 lays out an autohermeneutic phenomenological approach that aims to comprehend 
the extremities and processes of experience by tapping into it at deeper levels. In line with recent 
phenomenological characterizations of experience (e.g., Helkkula et al., 2012a), scholars advocate 
interpretive turns (Zeithaml et al., 2020) and suitable methodologies for experience research (Goulding, 
2005). Despite these calls, knowledge of the methodological foundations of how to fathom experience, 
especially its deeper roots, is nascent. Therefore, the following questions guide this conceptual study: 
What does autohermeneutic phenomenology offer to the methodological underpinnings of experience? How can 
autohermeneutic phenomenology be practiced in the investigation of experience? These research questions are 
conceptually answered through a careful contemplation of the theory of experience and hermeneutic 
phenomenology.

Chapter 4 brings the inception and evolution of experience to light. The status quo has augmented 
our understanding of experience (Ellway & Dean, 2016; Helkkula et al., 2012a; Yakhlef, 2015), especially 
its characteristics and qualities (De Keyser et al., 2020). The temporality of experience, which implies 
that it evolves over time and can occur in the past, present and future in lived and imaginary ways, is 
a key to this understanding (Helkkula et al., 2012a; Lemon & Verhoef, 2016). To date, the conceptual 
and empirical foci have been on experience in situ, that is, the point at which customers experience 
products or services. Consequently, little is known about the microprocesses of the formation of 
experience (Hellén & Gummerus, 2013), in essence, how experience commences – referred to here as 
“incepts” – and evolves over time. Hence, we ask the following question: How is experience formed, and 
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Chapter 6 demonstrates how customer experience can be graphed and how service providers 
can subsequently manage customer experience. The contemporary marketing literature points out 
that customer experience is multifaceted (Becker, 2020). Nevertheless, in practice, the dominant 
discourse tends to assume that customer experience is “universally good” or “universally bad,” showing 
a clear preference for unidimensionality (Becker & Jaakkola, 2020; Williams et al., 2020). Furthermore, 
service providers are often seen as “orchestrators” of experience (Pine & Gilmore, 1999, 2011), which 
underestimates the subjectivity of experience (Sandström et al., 2008). Hence, the customer’s agentic 
role in the emergence and formation of experience is left out of the equation. Overall, we observe 
that experience tends to be considered monolithic, preventing marketing managers from properly 
grasping and managing customer experience over time. This calls for a granulated, yet simple, view 
of experience multidimensionality from the subject’s point of view (see, for example, De Keyser et al., 
2020; Homburg et al., 2017; Jain et al., 2017). Accordingly, Chapter 6 explores two research questions: 
How can experience be visualized in its multidimensionality? How can managers foster customer experience 
accordingly? Finally, these research questions are explored in a conceptual study with an abductive 
development process involving theory, expert knowledge, and empirics from Chapter 4 as illustrations.

1.3 Positioning the dissertation paradigmatically

This dissertation, like any other scientific work, is paradigmatically anchored in certain beliefs 
and assumptions about the nature of reality. A paradigm can be considered a general perspective 
or way of thinking that reflects fundamental beliefs and assumptions about the nature of reality 
(Gioia & Pitre, 1990). Paradigms capture a philosophy that expresses fundamental assumptions 
about the nature of reality (ontology) and the nature of knowledge about reality (epistemology). 
Both ontology and epistemology can take an objective as well as a subjective stance towards reality. 
The former presupposes that one reality or truth exists externally and independently from human 
beings, while the latter suggests that multiple realities and truths exist that are accessible through 
human interpretation (Gioia & Pitre, 1990; Lincoln et al., 2011; Orlikowski & Baroudi, 1991).

Given our interest in experience in its most subjective and pure form, this dissertation is 
rooted in interpretivism. Interpretivism follows a subjective constructivist onto-epistemological 
approach in which ontology and epistemology are intertwined, implying that understanding and 
meaning are inextricably linked (Goldkuhl, 2012). Interpretivism assumes that the social world 
is not “given” but rather produced and reproduced by humans through action and interaction 
(Orlikowski & Baroudi, 1991, p. 14). The aim of all interpretive research is to understand 
(“Verstehen”) how members of a social group, through their participation in social processes, 
enact their particular realities and endow them with meaning and to show how these meanings, 
beliefs and intentions help to constitute their social action (Orlikowski & Baroudi, 1991, p. 13). In 
other words, it involves attempting to fathom the intersubjective meanings embedded in social 
life and explain why people act the way they do (Gibbons, 1987, p. 3; Orlikowski & Baroudi, 1991, 
p. 13). Thus, interpretivism seeks to comprehend how individuals make sense of the world (Evered 
& Louis, 1981; Scherer et al., 2015). In this vein, we adhere to an interpretivist paradigm because 
of our focus on understanding, in broad terms, experience in practice.

Chapters 2–4 designate phenomenology as a helpful method for questioning. Phenomenology 
is the study of essences through the description of lived experience (Merleau-Ponty, 1962; Van 
Manen, 2016b) and is a branch of interpretivism. Phenomenology is dissociated from the Cartesian 
subject-object relation (i.e., humans as subjects are the knower of the known, that is, objects) 
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1and resolves this traditional philosophical problem by concentrating on lived experience, that 
is, experience as we live through it (Van Manen, 2016a). Phenomenology allows what shows itself 
from itself to be seen from itself, just as it shows itself from itself (Heidegger, 1962, p. 58). Thus, 
phenomenology is a mode of inquiry about the world as we primordially live in it and thereby is 
the way to investigate the theme of ontology (Heidegger, 1962, p. 60). Along these lines, we deem 
that phenomenology provides a solid footing for the investigation of experience in practice, as it 
is phenomenologically determined by subjects and grounded in their lifeworld.

Chapter 5 employs practice theory (Reckwitz, 2002; Schatzki, 1996, 2002, 2005; Warde, 2005), 
which, generally speaking, is rooted in the interpretivist paradigm of affection for practices that 
emerge intersubjectively in action (i.e., a Heideggerian and Wittgensteinian view). In addition to 
interpreting the world, practice theorists are interested in the relationship between human activity 
(i.e., doings and sayings) and the social world (Schatzki, 2002, 2005) and how it is maintained and 
transformed in terms of temporality, spatiality and materiality. Thus, practice theory allows us to 
understand how consumers simultaneously interpret and contribute to value. A practice can be 
understood as “a temporally evolving, open-ended set of doings and sayings linked by practical 
understandings, rules, teleoaffective structures, and general understandings” (Schatzki, 2002, 
p. 87). Thus, we deem that the theoretical apparatus of practice theory, as commonly applied in 
marketing and service research (e.g., Echeverri & Skålén, 2011; McColl-Kennedy et al., 2015), is 
suitable for our investigation of the microfoundations (Felin et al., 2015) of how service providers 
manage customer experience in terms of practices.

While Chapter 6 is ontologically rooted in an interpretivist worldview and conceptualizes 
some concepts phenomenologically, it also draws on a pragmatist perspective for its focus on 
interventions and change in the real world. In pragmatism, action is the essence of society and 
entails a continuous process that forms an inseparable link between human cognition and human 
action; without it, any structure of relations between people would be meaningless (Blumer, 1969; 
Goldkuhl, 2012). Pragmatists are fascinated by change and improvement, implying that they are 
interested not only in what is but also in what might be (Dewey, 1931; Goldkuhl, 2012). Pragmatists 
do not acquire knowledge one way rather than another (i.e., the procedures we pursue) but focus 
on producing one kind of knowledge rather than another (i.e., in line with the purposes we pursue) 
through continual back-and-forth movement (Morgan, 2014). As a consequence, pragmatism can 
take on a normative, prescriptive and prospective character (Goldkuhl, 2012). We consider that 
combining the pragmatist and the interpretivist view is useful in Chapter 6 owing to our objective 
of creating a tool to guide managers in customer experience management.

1.4 Laying out contributions

This study contributes to the realm of customer experience and its management in marketing theory 
and practice. Guided by the main research questions of this dissertation, we provide a fine-grained 
understanding of customer experience in practice and offer helpful tools to improve the management 
of customer experience. Subordinate research questions (i.e., chapters) investigate smaller aspects of 
this subject and propose more specific contributions. This section lays out each chapter’s contributions.

Chapter 2 contributes to the microfoundations of value experience in value co-creation and 
co-destruction practice. We develop a Heideggerian heuristic and uncover three modes in which 
individual/collective and unreflective/reflective value experience (Ellway & Dean, 2016; Helkkula 
& Kelleher, 2010; Jaakkola et al., 2015) is interwoven with the continuum of value co-creation and 
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co-destruction (Echeverri & Skålén, 2021; Keeling et al., 2021) in consumer practices (Becker et 
al., 2020). Minor and major interruptions act as causal and switching mechanisms between these 
modes. We offer additional empirical support and granularity to the notion of circular temporality 
in experience (Helkkula & Kelleher, 2010; Helkkula et al., 2012a; Payne et al., 2008) and agential 
materiality (Barad, 2003) in experience accumulation. Furthermore, through the empirical 
findings, we take a critical view of the current ontological comprehension of goods and services 
(Vargo & Lusch, 2004) and direct theorists and managers to an alternative and more nuanced 
view of goods and services. Finally, we unite the findings in what we call the space model, which 
is an innovative tool to assist researchers and marketing managers in the quest to investigate, 
understand, and manage value experience in value co-creation and co-destruction practice.

Chapter 3 offers a guiding methodological framework for deploying autohermeneutic 
phenomenology in research in experience. Against the backdrop of hermeneutics and 
phenomenology (e.g., Gadamer, 1982; Heidegger, 1962), we offer a careful contemplation of the 
philosophical roots and methodological underpinnings of autohermeneutic phenomenology. 
First, we present five lucid ground rules to help conduct autohermeneutic phenomenological 
research, and second, we introduce a guiding framework for autohermeneutic phenomenological 
studies. These are especially appealing to researchers and practitioners aiming to create a superior 
understanding of the microprocesses and extremities of experience in its purest form.

Chapter 4 amplifies our knowledge of the nature, origins and temporality of experience 
and its emergence in a subject’s lifeworld (Chandler & Lusch, 2015; Heinonen & Strandvik, 2015; 
Heinonen et al., 2010). In further detail, this chapter contributes in four ways. First, it offers 
important insights into the formation process of experience (Hellén & Gummerus, 2013). Our 
notion of “inception” offers a novel perspective to understand how and when experience ignites 
and provides managers with a sophisticated way to artificially trigger a customer’s experience. 
Furthermore, we extend the current understanding of the temporality of experience (see, for 
example, Helkkula & Kelleher, 2010; Helkkula et al., 2012a) by offering three experiential time 
frames (lived-through, in situ and imaginary) that continuously shape and reshape each other. 
These time frames and inceptions are captured in an insightful and practical framework called the 
Triple-Infinity Loop of Experience. Third, the findings provide more contextual detail for journeys 
(Hamilton & Price, 2019) and finally initiate a new methodological avenue for experience research.

Chapter 5 provides essential insights into B2B customer experience management (e.g., Witell 
et al., 2020; Zolkiewski et al., 2017). The findings uncover four unique types of practices to bolster 
or restore customer experience throughout the customer journey. A special distinction is made 
between the service provider’s mode of organization and engagement, which ranges from ad hoc 
and regular to reactive and proactive. This is shown as a circumplex typology, which can serve as a 
tool to help practitioners orchestrate customer experience (Witell et al., 2020) and improve service 
delivery processes and solutions (Hakanen & Jaakkola, 2012). Furthermore, we complement the 
literature on customer experience (e.g., Ellway & Dean, 2016; Jaakkola et al., 2015) by intensive 
empirical ethnographic work that shows the vital role that service providers can play, if practices 
are conducted in the right way, in the balancing act known as customer experience management.

Chapter 6 contributes to our understanding and management of customer experience (e.g., 
Becker & Jaakkola, 2020; Lemon & Verhoef, 2016). We put forward three core dimensions that 
provide a precise and phenomenological view of customer experience. First, valence (positive, 
neutral or negative) determines the continuum through which a subject experiences multiple 
qualities (De Keyser et al., 2020; Kranzbühler, 2020; Williams et al., 2020). Second, based on Chapter 
2, we propose the type of experience as a core dimension, with unreflective or reflective experience 
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1as the key distinction (Ellway & Dean, 2016; Helkkula & Kelleher, 2010). Third, visceral intensity 
refers to the level of superficiality or profundity in a subject’s experience. These dimensions are 
linked to five managerial practices: 1) urgently patching the customer experience, 2) restoring the 
customer experience, 3) activating the customer experience and stimulating desire, 4) bolstering 
the customer experience and 5) safeguarding appreciation in the customer experience. We 
visualize customer experience in its multidimensionality in a simple, previously unobservable 
fashion. We consolidate the findings in the GraphEx hip-pocket model (GraphEx is short for the 
visual graphing of experience), which provides marketing managers with an enriched tool for 
grasping and managing customer experience over time.

Chapter 7 synthesizes and discusses the findings of the abovementioned chapters and links 
them to the two core research questions. It therefore contributes to our holistic understanding 
of how experience manifests in practice and how it can be managed throughout the customer 
journey.

1.5 Outlining the dissertation

Figure 1.1 schematically exhibits the outline of this dissertation according to the chapters and 
accompanying research questions. This dissertation consists of three empirical and two conceptual 
studies. This introductory chapter, which crafts the core research questions, is succeeded by 
Chapter 2, which consists of an empirical study that focuses on the reciprocal linkages between 
(un)reflective value experience and value co-creation and co-destruction. Chapter 3 presents a 
conceptual study that carefully contemplates autohermeneutic phenomenology and introduces 
guidelines for the deployment of this approach in the investigation of experience. Chapter 4 
deploys the approach proposed in the preceding chapter to empirically investigate the inception 
and evolution of experience. Next, Chapter 5 empirically probes how customer experience is 
managed in terms of practices throughout the customer journey. The final conceptual study, 
corresponding to Chapter 6, explores how experience can be graphed in its multidimensionality 
and managed by managers accordingly. Chapter 7 closes the dissertation with a detailed discussion 
of the entire work.

The studies in this dissertation are based on scientific papers that have found exposure 
through several outlets. The majority of these papers have been published in peer-reviewed 
scientific journals, books or the proceedings of academic conferences (at which they were 
presented). At the moment of writing, other papers are in different review stages at peer-reviewed 
scientific journals. The history of publication and current status of each study is described in the 
opening of each chapter.
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A Phenomenological Inquiry

Figure 1.1 Schematic outline of the dissertation
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Abstract

Purpose – This chapter explores how unreflective and reflective value experience emerge in value 
co-creation and co-destruction practices in a consumer context.

Design/methodology/approach – This chapter presents a Heideggerian phenomenological 
heuristic consisting of three interrelated modes of engagement, which is used for interpretive 
sense-making in a dynamic and lively case context of amateur-level football (soccer) played on 
artificial grass. Based on a qualitative study using ethnographic techniques, this study examines 
the whats and the hows of value experience by individuals playing football at different qualities 
and in varying conditions across 25 Dutch football teams.

Findings – The findings reveal three interrelated yet distinct modalities of experience in value 
co-creation and co-destruction presented in a continuum of triplex spaces of unreflective and 
reflective value experience. The first is a joyful flow of unreflective value experience in emergent 
and undisrupted value co-creation practice with no potential for value co-destruction. Second, 
a semireflective value experience caused by interruptions in value co-creation has a higher 
potential for value co-destruction. Third, a fully reflective value experience through a completely 
interrupted value co-creation practice results in high-value co-destruction.

Research implications – This research contributes to the literature on the microfoundations of 
value experience and value creation by proposing a conceptual relationship between unreflective/
reflective value experience and value co-creation and co-destruction mediated through 
interruptions in consumer usage situations.

Practical implications – This study’s novel perspective on this relationship offers practitioners a 
useful vantage point on understanding how enhanced value experience comes about in value co-
creation practice and how this is linked to value co-destruction when interruptions occur. These 
insights help bolster alignment and prevent misalignment in resource integration and foster 
service strategies, designs, and innovations to better influence consumer experience in journeys.

Originality – This study deploys an integral view of how consumer value experience manifests in 
value co-creation and co-destruction that offers conceptual, methodological, and practical clarity.

Keywords – Unreflective/reflective value experience, value co-creation, value co-destruction, 
interruptions in practice, football

Type – Research article
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2.1 Introduction

The consumer value experience and the co-creation of value have become fundamental premises 
in marketing practice and theory (Becker & Jaakkola, 2020). Consequently, service providers are 
eager to understand how consumers experience and co-create value based on their offerings 
in and beyond usage situations, that is, during the consumer journey (Hamilton & Price, 2019; 
Lemon & Verhoef, 2016). Nevertheless, unintended negative experiences can result in value co-
destruction, a concept that is receiving increasing attention (Echeverri & Skålén, 2021; Keeling et 
al., 2021). Hence, the understanding of consumer experiences within value co-creation and co-
destruction practice has become increasingly critical for facilitating alignment and preventing 
misalignment throughout the consumer journey (e.g., Laud et al., 2019; Smith, 2013; Echeverri 
and Skålén, 2021). It is against this background that this chapter deploys an integral view of how 
consumer value experience manifests in value co-creation and co-destruction practice.

Studying value experience in value co-creation implies viewing consumers as both creators 
and experiencers of value rather than as mere perceivers of value (Gummerus, 2013). Value 
experience can be understood as the beneficiary’s phenomenological determination of value 
(Frow & Payne, 2007; Vargo & Lusch, 2016) during resource integration in value co-creation 
practices (e.g., Becker and Jaakkola, 2020; Schembri, 2006; Chandler and Vargo, 2011; Schembri 
and Sandberg, 2002). The dynamic value experience can be individually and collectively lived in 
the past, present and future and can be unreflectively and reflectively lived across space and time 
(Ellway & Dean, 2016; Helkkula et al., 2012a; Yakhlef, 2015). Finding its origins in phenomenology 
(e.g., Gallagher and Zahavi, 2012; Heidegger, 1962; Husserl, 1970), subsequent empirical research 
reveals that reflective value experience appears in an objectified manner, making consumers 
aware of their value experience in a thematic way. In contrast, unreflective value experience is 
nonobjectifying and precisely given in a first-person subjective fashion, meaning that consumers 
are unaware of the value received as it remains implicit in their attempt of attaining goals. Value 
co-creation suggests that subjects, which always includes the beneficiary, are interactionally 
engaged in a constellation of “goal-oriented” practices during resource integration to achieve 
valuable outcomes that ultimately leave them better off (Becker et al., 2020; Vargo & Lusch, 2016). 
In the dialectical relationship with the co-creation of value (Keeling et al., 2021; Rahman et al., 
2019), value co-destruction captures the diminishment of value within these processes and thus 
is referred to as the unsuccessful resource integration by actors with the risk of diminishing the 
value experience (Echeverri & Skålén, 2021; Plé & Chumpitaz Cáceres, 2010).

To date, studies have focused on either value experience or value co-creation but have rarely 
investigate how they are conceptually or empirically linked (Gummerus, 2013), let alone taking an 
integral view on how value experience is linked to value co-creation or co-destruction. Exploring these 
linkages is important in helping service providers better understand consumer behavior (Lanier & 
Hampton, 2009) and manage the consumer value experience and its creation in consumer journeys 
in desirable ways (Homburg et al., 2017; Lemon & Verhoef, 2016). Moreover, an understanding of 
how consumers co-create and sometimes co-destruct value offers a new vantage point for creating 
a resonating focus in resource integration to accommodate value co-creation; prevent misalignment 
with the associated risk of value co-destruction (Echeverri & Skålén, 2021; Laud et al., 2019; Pera 
et al., 2016) and develop fitting strategies for marketing (Brakus et al., 2009), service delivery, and 
innovative beneficiary-centric offerings (Becker et al., 2020; Heinonen et al., 2013). Accordingly, 
this study aims to conceptualize and empirically investigate how (un)reflective value experience 
shapes and is shaped by value co-creation and co-destruction by consumer involvement in practice. 
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We draw on a case study of 25 Dutch amateur football teams playing football on artificial 
grass to examine the dynamic, multiactor and lively nature of value experience in the co-creation 
as well as co-destruction practices that characterize football on such pitches. Football is typified 
by its comradeship, dynamics and high levels of competition and emotional dedication, both 
on and off the pitch, among individual players and teams. Especially in the densely populated 
Netherlands, artificial pitches can provide high play capacity and ensure smooth cross-seasonal 
play. Simultaneously, artificial pitches are criticized for the assumed hazardous effects of pitch 
rubber particles on the human health and the environment (Environment & Human Health Inc., 
2017), which have been amplified by the press (Zembla, 2016, 2017a, 2017b) and have received 
attention in national and international parliamentary debates. Concurrently, artificial grass is 
continuously evolving by incorporating sustainable recycled materials that also enhance the 
playing experience. Despite the many controversies surrounding artificial grass, this study zeros 
in on the individual players and the teams who are the ultimate consumers as they perform on 
different artificial pitches of varying quality. In this qualitative case study, ethnographic data 
collection techniques (Pink & Morgan, 2013; Van Maanen, 2011; Visconti, 2010) were used over 
an intensive research period of three months to reach saturation, and our 12-year experience 
with high-level amateur football provided prior knowledge of the field. In the obtrusive and 
nonobtrusive data collection procedures, we focused primarily on the football players’ “lived 
experience” (i.e., experience-as-we-live-through-it in our actions, relations, and situations (Van 
Manen, 2007, p. 16; 2016b)) on the artificial grass on which they were playing and creating value.

Inspired by phenomenology, we turned to the work of Martin Heidegger (1962) and interpreters 
of his work, such as Dreyfus (1991), Sandberg and Tsoukas (2011) and Nicolini (2009), for guidance. 
The Heideggerian tradition distinguishes three different modes of engagement in everyday 
practices: ready-to-hand, unready-to-hand, and present-at-hand (Dreyfus, 1991; Heidegger, 1962). 
So-called minor or major “practice breakdowns” (or interruptions, as we label them in our study) 
act as a generative mechanism that mediates how one is engaged, what one encounters, and how 
one copes with the situation (Dreyfus, 1991). This work is useful in our research for several reasons. 
First, it foregrounds the often unspoken and unnoticeable (Nicolini, 2009) practice and experience 
of everyday life. Second, it provides theoretical support for how consumers are engaged with 
“basic objects” as equipment (“Zeug”) in terms of their use and availability in accomplishing tasks 
generated by their interests (Moran, 2002) and helps to comprehend what and how consumers 
experience in day-to-day activities (Cerbone, 2008). As a common practice (e.g., Wilson, 2012; 2018), 
we have matched the philosophical work of Heidegger with our research quest in marketing and 
thereby propose a theoretical phenomenological heuristic of three modalities through which we 
empirically examine how unreflective/reflective value experience shapes and is shaped by value 
co-creation and co-destruction in practice. We posed our findings into a model of spaces of value 
experience in co-creation and co-destruction (see Figure 2.2). This model illustrates how each of 
the three modes of value experience reveals another form through some type of interruption in 
usage practices in value co-creation and co-destruction practices. 

This study contributes in multiple ways to the microfoundations of value experience in co-
creation and co-destruction (e.g., Hartwig et al., 2021; Storbacka et al., 2016). The three modes 
consisting of minor and major interruptions as causal mechanisms, render a granular view of 
how individual/collective and unreflective/reflective value experience (e.g., Ellway and Dean, 2016; 
Helkkula and Kelleher, 2010; Helkkula et al., 2012a; Jaakkola et al., 2015) and consumers’ practices 
(Becker et al., 2020) are manifested in the continuum of value co-creation and co-destruction (e.g., 
Keeling et al., 2018; Laud et al., 2019). As degrees of interruptions in value creation practices are 
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an inescapable fact of consumers’ lives, they thus pose an opportunity to disclose exactly what 
and how consumers exactly value in products or service(s) on this continuum. Furthermore, we 
offer rich empirical support for understanding the circular role of temporality (e.g., Helkkula 
and Kelleher, 2010; Payne et al., 2008) and agential materiality (Barad, 2003) in the accumulation 
of value experience. Moreover, we find that the standing assumption that value co-creation is 
only about enhancing consumer experience in practice (Cambra-Fierro et al., 2018), with goods 
as transmitters of value (Vargo & Lusch, 2004), is myopic and risky because goods are often 
silently available and can be taken for granted in value co-creation practice. Finally, the space 
model (Figure 2.2) can be used as a novel tool for practitioners in understanding, examining and 
managing the value experience in value co-creation and co-destruction practices in consumer 
journeys (e.g., Bruns and Jacob, 2014; Gummerus, 2013; Jain et al., 2017).

The remainder of this chapter is organized as follows. We commence to discuss the core 
literature on value experience and value co-creation and co-destruction. Next, we offer a 
comprehensive phenomenological conceptualization of experience in the creation and destruction 
of value, leading to the Heideggerian heuristic. We then discuss the scene for this study followed 
by the Methodology section, which details our research design, and techniques for data collection 
and analysis. The next section describes our findings and reflects on the merits of our initial 
conceptualization. The Discussion section outlines the contributions to theory development and 
practice, and we conclude by discussing limitations and opportunities for future research.

2.2 The experience, co-creation and 
co-destruction of value

2.2.1 Consumer value experience
In the modern marketing literature, there is a consensus that consumers are both interpreters of 
and contributors to their own value determination rather than only perceivers or assessors of value 
alone (Gummerus, 2013). Given this subjective and action-oriented nature, value is idiosyncratic, 
experiential, contextual, and meaning-laden and is always phenomenologically determined by 
the beneficiary in value co-creation processes (Vargo & Lusch, 2004, 2008), amounting to what is 
known as value-in-use (Macdonald et al., 2016; Macdonald et al., 2011; Sandström et al., 2008). 
Taking the phenomenological determination of the value experience seriously implies a reliance 
on a subjectivist, ontological understanding of consumer value as grounded in the individual or 
collective “lived experiences” of consumers in their own contexts (Heinonen et al., 2013; Helkkula 
et al., 2012a; Schembri & Sandberg, 2002). Consumers as subjects are inseparable from services 
as objects (Schembri, 2006); thus, all individuals are subjects undergoing experiences in social 
experience networks.

On this basis, various scholars have promoted the idea of examining the “lived experience” 
of service quality and value (Schembri & Sandberg, 2002; Tumbat, 2011) or characterizing value 
in the experience (Helkkula et al., 2012a). Value can be individually and collectively experienced 
and is laden by the past, based on the idea that experiences do not occur in isolation but rather 
through the accumulation of its historical experience, which generates affective “horizons of 
understanding” (Gadamer, 1982; Moran, 2002). However, value must be shaped by the present and 
can even be imagined by consumers apart from their involvement in value practices (Heinonen 
et al., 2013; Helkkula et al., 2012a). Value experiences also occur between and beyond touchpoints 
in the consumer journey (Grönroos, 2017) and thus are not always in the control of the service 
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provider. Yakhlef (2015) reminds us that value experience is not only a mental experience, as the 
body is an intrinsic part of the experience of value usage environments in the spaces in which value 
co-creation occurs. The body (including the mind) connects the social and material realms, which 
reconfigure each other. Thus, experience is a synthesis of the physical and spatial features of the 
environment and the subject’s bodily, perceptual capacities that coalesce in the habitus (Yakhlef, 
2015). This basically implies that experience is a prereflective phenomenon constructed through 
everyday habitual practices through which subjects experience the world instead of being in a 
disembodied “social vacuum,” which would pertain to a theory of the bodiless mind (Gallagher, 
2006). While these studies have highlighted the importance of context and usage practice in the 
determination of value, it is still not clear how the experience of value manifests in the consumer’s 
engagement in value co-creation let alone value co-destruction practices.

2.2.2 Consumer value co-creation and co-destruction
While value determination refers to how consumers experience value, value creation concentrates on 
what consumers do with products or services to extract value from them (Gummerus, 2013; Heinonen 
et al., 2010; Payne et al., 2008). Value co-creation encompasses consumers’ physical, mental, or 
possessive activities, practices, and experiences in a multiactor context (Vargo & Lusch, 2016). In a 
less deliberate way, value can also emerge more organically based on use, including through mental 
and physical experiences (Heinonen & Strandvik, 2015). The difference between the experience and 
the creation of value is that the former is considered “an act of the mind” in which value appears to a 
consumer, while the latter refers to the process, including the activities and interactions that form that 
value. In this regard, some scholars consider value co-creation as a collective, goal-oriented process 
aimed at producing valuable outcomes, without attention to the process of immersion in recurring 
practices, so that subjects become better off than before (e.g., Gummerus, 2013; Payne et al., 2008; 
Becker, 2020), while others refer to value practices to indicate the often implicit and routinized actions 
involved in value co-creation (Helkkula et al., 2012a, 2012b; Holttinen, 2010; Korkman, 2006). However, 
value co-creation processes are not always flawless and can be fragile and dynamic to the point that 
when a situation becomes unpleasant, value co-destruction is the result. Value is destructed when 
subjects’ well-being deteriorates, leaving them worse off (Cabiddu et al., 2019). Although value co-
creation and co-destruction might seem to be two different concepts, scholars emphasize that they 
are dialectically related to each other (Echeverri & Skålén, 2021; Luyen et al., 2021; Rahman et al., 
2019). Different manifestations of value co-destruction exist that can occur either more accidentally 
or more deliberately. Actors can, for example, experience a lack of resources, not have access to them 
during value co-creation practices, or simply not have the capability to participate in these practices 
(Laud et al., 2019). Such manifestations affect consumers’ well-being in different ways. For instance, a 
consumer might experience anger, anxiety, apathy, deception, dependence, and lack of control (Laud 
et al., 2019; Smith, 2013). These contributions are important to enhance our understanding of how 
consumers contribute, more or less successfully, to value co-creation, yielding positive experiences, 
or essentially destroy value, yielding negative experiences. However, they leave unexplored how value 
is experienced whenever it is co-created and co-destructed.

2.2.3 Linkages between consumer value experience and value co-creation and co-destruction
Despite referring to these linkages, the key argument of this paper is that the relationship between 
value experience and value co-creation and co-destruction has rarely been examined in detail. 
The literature indicates that there is a relationship between the experience and co-creation of 
value. For instance, Helkkula et al. (2012b, p. 563) stressed that these concepts are not viewed as 
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completely separate: “Our sense making in relation to value experiences from a phenomenological 
perspective cannot (and should not) be divorced from the experience of value-creation practice 
itself.” Building on Bourdieu’s (1990) recursive triad of practice, habitus, and field, Ellway and Dean 
(2016) noted that value experience and practice are not only inextricably linked but also mutually 
constitutive and thus shape each other. While habitus reflects an unreflective experience, reflective 
experience is considered instrumental “based upon attitudes, interests and dispositions to engage 
in certain practices” (Ellway & Dean, 2016, p. 318). Hence, in this view, practice involves both a 
habitual (unreflective) mode of engagement by consumers and a reflective mode that is more 
instrumental, as consumers reflect on their experience of existing practices. The instrumental 
mode may even lead to novel insights and change because value is reflectively experienced and 
assessed by consumers. These few contributions are important in showing that value experience 
and value co-creation are inextricably related and mutually constitutive. 

However, while an immanent dialectic relationship between value co-creation and co-
destruction (Echeverri & Skålén, 2021; Keeling et al., 2021; Rahman et al., 2019) is assumed, we 
know little about the link between value experience and value co-creation and co-destruction 
practices. Specifically, how do they mutually shape each other? When and why is value experience 
unreflective and reflective? What mechanisms alter the different types of experience in value co-
creation and co-destruction practices? These questions remain unanswered by the few studies that 
have surfaced the linkages between value experience and value co-creation and co-destruction 
and provide the basis for the investigation in this chapter.

2.3 Towards a Heideggerian phenomenological heuristic for 
understanding consumer value experience in value  
co-creation and co-destruction

2.3.1 Experience in phenomenology
Our approach is rooted in phenomenology, which is the study of essences (Merleau-Ponty, 1962) 
through the close examination of “lived experience,” that is, the experience as we live through it (Van 
Manen, 2016a). We are intrigued by the work of phenomenologists as they are passionate about creating 
a detailed understanding and characterization of the primordial, immediate and first-person givenness 
of experience (Gallagher & Zahavi, 2021). Furthermore, phenomenologists are deeply interested in the 
problem of prereflective experience in relation to reflective experience (Cai, 2013).

In basic terms, reflection is the faculty of turning to oneself and examining one’s own 
mental states or acts (Cai, 2013). The twofold distinction between the primordial prereflective 
experience and reflective experience (also referred to as prereflective consciousness and reflective 
consciousness) can be theorized as follows: When prereflective, experience is given, not as an 
object but precisely as subjective experience (Gallagher & Zahavi, 2012, p. 60). Hence, a subject’s 
intentional experience is lived through with a minimal prereflective self-consciousness, but it 
does not appear to the subject in an objectified manner; it is neither seen nor heard nor thought 
about (Gallagher & Zahavi, 2012, p. 60; Husserl, 1984, p. 399; Sartre, 1957, pp. 44-45). In essence, 
experience is at the foundational level, primitive and not reflected upon (Cai, 2013). When 
reflective, experience appears as self-consciousness, brings the primary intentional experience 
into focus as an object and becomes thematic and articulated (Cai, 2013; Gallagher & Zahavi, 2012, 
p. 70). Thus, the experience that comes into reflection becomes accentuated. Hence, reflection 
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suggests, discloses, disentangles, explicates, and articulates all those components and structures 
that were contained implicitly in the lived – unreflective – experience (Gallagher & Zahavi, 2012; 
Husserl, 1970, 1984).

2.3.2 Heidegger’s modes of engagement in practice
To understand the differences between unreflective and reflective experience and how they 
manifest and change in practice, we find special support for the works of Martin Heidegger and 
management scholars who have made his work accessible for organization studies (Chia & Holt, 
2006; Dreyfus, 1991; Sandberg & Dall’Alba, 2009; Sandberg & Tsoukas, 2011). This research is useful 
in exploring how the prereflective and reflective experience manifests in engagement in practice 
mediated by practice breakdowns as a key mechanism that alters the way value is experienced. As 
used in marketing and this study’s terminology, unreflective and reflective value are demonstrated 
in value co-creation and co-destruction practices mediated by interruptions in such practices. We 
distance ourselves from any logocentric rationality and follow the Heideggerian nondualistic, 
intersubjective tradition in which experience derives from our engagement with the world 
through everyday practices rather than emerging in a social vacuum. 

Heidegger distinguished three different modes of engagement in everyday practices, namely, 
ready-to-hand, un-ready-to-hand, and present-at-hand (Dreyfus, 1991; Heidegger, 1962). The primary 
mode, referred to as ready-to-hand, is rooted in everyday engagement with things and others in 
the various sociomaterial practices that constitute social life (Heidegger, 1962). This implies that 
experience and meaning derive from being immersed in such practices, and the means and ends 
are already intelligible to those involved, or “entwined,” in those practices (Dreyfus, 1991; Sandberg 
& Tsoukas, 2011). This understanding departs from the notion of entwinement as the fundamental 
mode of existence: “For something to be, it needs to show up as something – namely, as part of 
a meaningful relational totality with other beings” (Sandberg & Tsoukas, 2011, p. 343). Instead of 
being seen as thinking subjects, humans are “doing subjects” who skillfully get along with others 
and things (i.e., equipment, appliances, technology) in a meaningful and purposive way (Chia 
& Holt, 2006; Dreyfus, 1991). In this action-oriented view, the functionality of “things” renders 
meaning and experience (Heidegger, 1962). This idea is based on the phenomenological concept of 
“intentionality,” which basically means that we always do, think or feel “toward” or “with” things in 
the world (Cerbone, 2008; Heidegger, 1962; Legrand, 2007; Van Manen, 2016a). Consumers achieve 
meaning through a continuous process of prefiguring, configuring, and refiguring (Ricoeur, 1988).

This idea also accounts for sociomaterial practices that are teleologically structured, with 
the aim of attaining certain ends (Schatzki, 2002, 2005). Ready-to-hand implies that there is an 
unquestioned and logical coherence between the means and the ends of any given practice (Chia & 
Holt, 2006). Consequently, the use of things and getting along with others in the practices aimed at 
attaining the ends do not require deliberate thought or reflection. They involve routinized behaviors 
and relevant mental activities and processes that can be characterized as unreflective (Helkkula et al., 
2012a; Reckwitz, 2002), meaning that goals are realized without the need for reflective awareness. In 
more extreme terms, “actors are immersed in practice without being aware of their involvement in it: 
they spontaneously respond to the developing situations at hand” (Sandberg & Tsoukas, 2011, p. 344).

There are two elaborated modes of engagement (mild and total breakdowns) in which 
otherwise everyday engagement in practice is revealed, constituting a more deliberate form of 
reflection and thought. This revelation occurs when ongoing practice breaks down for some reason 
(Heidegger, 1962). Examples include malfunctioning equipment, a missing part, or obstruction 
(Chia & Holt, 2006) as well as nonobvious situations or even surprises (Yanow & Tsoukas, 2009). 
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Regardless, the logical flow of a practice is interrupted, causing actors to deliberately interpret 
the situation at hand, which requires reflective experience.

There are two distinct types of breakdown: mild and total. Mild breakdowns are labeled un-
ready-to-hand situations (Heidegger, 1962). In such cases, humans still want to “get going again” 
(Dreyfus, 1991, p. 84), for instance, through finding a solution or by improvisation. What previously 
was unreflectively appreciated is now reflectively experienced as a “thing” that somehow blocks or 
hampers the attainment of goals. The character of the experience is nonetheless context-dependent 
since the actors are still oriented toward attaining the goals of the practice. Dreyfus (1991, p. 155), 
using Heidegger’s favorite example of a carpenter, explicated this situation as follows: “When a 
hammer is so heavy that the carpenter cannot use it, it is then experienced as too heavy. But since 
being-too-heavy is context-dependent, it still presupposes the equipment nature of hammers.”

The total breakdown differs substantially from a mild breakdown. It causes humans to 
become completely detached from practice (Dreyfus, 1991; Sandberg & Tsoukas, 2011). In 
contrast to the temporary un-ready-to-hand situation, this type of breakdown has a more 
permanent character, as the situation appears present-at-hand, and continuation of the practice 
is no longer desired or tenable. Total breakdowns involve reflective experience but must be 
viewed as context-independent, in contrast to mild breakdowns. As the impact of the breakdown 
is severe, the person can no longer make sense of the situation. As Sandberg and Tsoukas (2011, 
p. 345) remarked, “we bracket our immediate practical concerns, either being too paralyzed to 
act (e.g., panicking) or aiming to determine the abstract properties of the situation at hand.” 
To use Heidegger’s phrasing again, “all that is left in experience is a mere something – ‘just 
occurrent and no more’ (Heidegger, 1962, p. 103) – whose properties are not connected to its 
function in any intelligible way and are thus beyond understanding” (Dreyfus, 1991, p. 155). It 
remains important to reiterate that all meaning, experience, or knowledge derives from the 
routinized, unreflective, yet purpose-oriented behavior that constitutes the entwinement logic 
of practice (Sandberg & Tsoukas, 2011).

2.3.3 Application to the consumer value experience in value co-creation and co-destruction 
practice
What would Heidegger’s notion of experience in practice mean for understanding consumer 
value experience in value co-creation and co-destruction practice? The basic modus operandi is 
that consumers do not reflectively experience value in value co-creation practice as long as the 
practice is not disturbed. The value is still appreciated as a minimal sense of embodied valuing 
or enjoying, but is not reflected upon, and the practice in value co-creation can be characterized 
as a flow geared toward realizing valuable outcomes. Breakdowns, or interruptions as we label 
them as an alternative to the severe semantic connotation of breakdown, act as mechanisms that 
alter value experience.

Value experience becomes reflective when interruptions occur during value co-creation 
practice and cause value co-destruction. These interruptions may occur in value co-creation 
practice, for instance, when a service or product malfunctions but can also be caused by an 
outside event or force, that negatively influences value co-creation practice (for example, the loss 
of grid power while drilling). This causes consumers to reflect on the interrupting features and 
urges them to do something about them. While still interested in realizing valuable outcomes, 
consumers act deliberately to try to restore the situation and return to the flow again. These 
interruptions are considered minor, as consumers believe that they can overcome them and return 
to an acceptable situation while remaining prone to value co-destruction.
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The consumer experience will be fully reflective if the value co-creation practice is completely 
disturbed by something that is malfunctioning or broken within a practice or by an external event 
affecting that practice. A major interruption forces consumers to cease their practice and direct 
their attention to the features of a product or service and the context of use, which obstructs value 
co-creation and foregrounds co-destruction. When restoration is no longer possible, consumers 
become detached from value co-creation practice and consequently, co-destroy value.

The value experience thus ranges from unreflective, in which consumers appreciate products 
and services with no need to reflect on their features and the context of use, to a fully reflective 
experience, in which consumers identify and spell out those features. We label these differences 
in each space of value experience space as depicted in Figure 2.2. Equipped with this threefold 
structure of value experience in value co-creation and co-destruction, we now continue with a 
case study of football players who experience the value of artificial grass of differing quality under 
different circumstances. For the reasons explained, this case will be used as an illustration to 
enhance our understanding of the linkages between value experience and value co-creation and 
co-destruction in greater detail.

2.4 The Dutch scene of amateur football  
on artificial grass

Football is generally considered a dynamic, highly competitive, and emotional sport. Its 
vivacity and liveliness through affective engagement make it a fruitful and unique arena for 
observing different instances of value experience and value co-creation and co-destruction. In 
the Netherlands, artificial pitches have become increasingly popular, especially among amateur 
football clubs; they require little maintenance and are robust enough for use throughout the year, 
including the winter season. According to the sports and health literature, artificial pitches offer 
both advantages (for instance, the evenness and conservation of the pitch) and disadvantages (for 
example, skin abrasions or muscle strains) (Burillo et al., 2014; Twomey et al., 2019). Although 
largely considered an attractive alternative to natural grass pitches, artificial pitches have recently 
been criticized by experts in the press (Fritschy, 2019; Zembla, 2016, 2017a, 2017b), and their status 
is currently considered controversial. In Zembla (2017b), a Dutch television report that covers 
controversial topics through in-depth research, an expert stated: “… I wouldn’t play on these fields 
because we cannot make a proper assessment of the risks”. The critics pointed toward the assumed 
hazardous effects of rubber particles on the pitch on human health and the environment (Zembla, 
2016, 2017a, 2017b), which triggered debates in the Dutch parliament and received attention 
from politicians at the European level. Furthermore, there is a perception that artificial grass 
increases injuries, although this has not been proven by evidence (Ekstrand et al., 2011; Lanzetti 
et al., 2017; van Ours, 2019). Simultaneously, artificial grass pitches are continuously evolving. 
For instance, controversial rubber particles are increasingly being replaced by sustainable and 
environmentally friendly materials, such as cork, to safeguard the absorption of excess water and 
provide cushioning (Zembla, 2016). Despite this debate over artificial grass, it is still widely used by 
amateur football clubs in the Netherlands and probably worldwide. Most, if not all, football players 
have experience playing on artificial grass of different qualities in varying conditions. Hence, the 
Dutch scene of amateur football on artificial grass provides us with sufficient differentiation of 
experience throughout dynamic practice.
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2.5 Methodology

2.5.1 Research design
In line with the interpretivist worldview (e.g., Zeithaml et al., 2020) adopted in this chapter, we 
conducted an in-depth qualitative study in which we resorted to ethnographic techniques to come 
as close as possible to the lived experience of those we studied in their context (Herbert, 2000; Van 
Maanen, 2011; Visconti, 2010). There is a general consensus in the service marketing (Goulding, 
2005; Grönroos & Voima, 2013; Norton & Pine, 2013) and consumer research literature (Arnould 
& Price, 2006; Arnould & Wallendorf, 1994) that ethnographic techniques provide a solid basis 
for obtaining an in-depth understanding of consumer behavior. Moreover, they can be seen as 
vehicles for creating depth and meaning (Fetterman, 2019; O’Reilly, 2012). Geertz (1994) reminded 
us that those who use ethnographic techniques aspire to create so-called thick descriptions that 
go beyond mere facts and surface appearances to provide a detailed account of the context, 
including emotions, actions, voices, expressions, and interactions among individuals (Denzin, 
2001; Ponterotto, 2006). 

2.5.2 Data collection
Having twelve years’ experience in high-level amateur football himself, the first author has 
substantial experience with the game as well as with playing on artificial grass. Given this 
experience and knowledge of context and field, it was possible to collect ethnographic data in a 
noncontinuous and event-driven way (Knoblauch, 2005; Pink & Morgan, 2013). Furthermore, we 
could easily relate to the football players’ experience, context, vocabulary, and emotions, which 
helped us to identify subtleties. Consequently, in a relatively short period of data collection, we 
obtained an “insider” point of view that helped to turn the strange into the familiar (O’Reilly, 
2012). A total of 25 Dutch amateur football teams of various age categories and competition levels 
served as our sample. Using both field observations and interviews, we intensively studied their 
experiences with artificial pitches during training sessions and matches over a period of three 
months. In this period, we continued collecting data until we reached saturation, when no new 
insights emerged and themes continuously recurred (Schensul et al., 1999). As both authors are 
native Dutch speakers, communicating with football players was a fluent process. All data were 
collected, recorded, and documented in Dutch, after which they were professionally translated 
into English.

Our unobtrusive data collection consisted of nonparticipant observations. We observed the 
teams and individual players during competitive games and training sessions. The photo below 
(Figure 2.1) exemplifies how nonparticipant observations took place during training sessions. 
It shows a training session of a high-level amateur football team mimicking competitive match 
situations on a newly installed and state-of-the-art artificial pitch.

The recording of detailed field notes allowed us to take important contextual factors into 
account. For example, the teams were playing or training in difficult weather conditions such as 
heavy rain in the evening and low temperatures as well as warmer and sunny days. We purposively 
took into consideration material aspects such as the condition and quality of the pitches because 
they varied from old to brand-new. With our football experience, we could readily identify that 
some pitches contained flat yarns and were outdated, while others were new and in very good 
condition. Such idiosyncrasies provided us with additional dynamics and vibrancy to determine 
how the players experienced and created value and how this may have varied from case to case. 
These different circumstances provided us with a unique set of data with which we could observe 
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various practice interruptions resulting from the broader range of conditions in which the players 
found themselves. In addition, we were able to relate specific happenings on the pitches during 
the matches and training sessions to practice interruptions and subsequently to experience the 
value co-creation and value co-destruction practice.

Figure 2.1 Observing football players simulating match situations on a recently installed high-
end artificial pitch

Obtrusive data collection consisted of short and more elaborate open interviews immediately 
after the games or training sessions and during the breaks. We asked individual players about their 
experience with reference to specific events and their overall experience of the match or training 
session. These interviews were helpful in verifying or challenging our earlier observations and 
uncovering the various modes of the “lived experience” of value of these players in relation to 
practice during the matches and training sessions. In doing so, we basically followed the strategy 
of the entwinement logic of practice. This strategy helped us to capture unreflective experiences 
by using elements of a “life-world interview” (Sandberg, 2000; Sandberg & Tsoukas, 2011) designed 
to grasp the players’ meaning structure of their lived experience, which was linked to the material 
(the football pitch) and the metaphorical horizon of understanding. In our case, this approach 
entailed documenting and understanding what constitutes a football match or training session 
and how artificial grass helps players realize the value that they are creating. In this case, we 
discussed the “practical consciousness” (Giddens, 1979) of the ready-to-hand, which in essence 
refers to the taken-for-grantedness and knowledgeability of conducting daily practices. Reflective 
experiences, in contrast, were obtained by asking players after the match or training session about 
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what they experienced when they encountered noticeable interruption situations caused by, for 
example, the condition of the artificial grass during their practice. Such “discursive consciousness” 
involves knowledge that actors are able to express in their discourse (Giddens, 1979). We continued 
our interviews until no new insights emerged (Eisenhardt, 1989; Sandberg, 2000).

Table 2.1 Coding scheme used between the heuristic and data

Modes in the 
heuristic

Cues from the data

Emotions Practices including 
activities and actions

Materiality

Mode 1: Unreflective 
value experience in 
value co-creation 
that silences co-
destruction

Joy, optimism, 
excitement, 
amusement, carefree, 
peace of mind, team 
spirit, individual and 
collective desire, 
affection

Flow, smoothness, 
suppleness, 
ease of play, 
straightforwardness, 
striving to 1) reach 
both individual and 
collective goals; 2) 
improve individual 
and team skills; 3) win 
match or perform well 
in training 

Conditions and/or 
context that facilitate 
or contain attractive 
appearance, 
reference to 
alternative options 
that are worse, a 
posteriori reference 
to facilitating and 
ensuring material

Mode 2: 
Semireflective value 
experience in minor 
value co-creation 
with minor value co-
destruction

Deception, 
unpredictability, 
doubt, troubled, 
slightly frustrated 
or irritated, pressed, 
prudent

Temporal blockade 
in play, modification, 
coping with, learning 
from current and 
previous experiences, 
deliberate actions, 

Material features that 
irritate, pause play, 
or are affected by 
difficult conditions 
and/or context

Mode 3: Full 
reflective value 
experience in value 
co-destruction that 
withstands value co-
creation

Anger, despair, 
drama, desperation, 
confusion, 
disapproval, panic, 
robbed of desire, 
outraged 

Disabled to play, 
obstruction, 
withdrawal, injured 
in action, failure, 
individualized

Materials that 
obstruct hurt, injure, 
or pose great risks

2.5.3 Data analysis
The data were analyzed through an abductive approach (Dubois & Gadde, 2002) that involves 
systematically combining of multiple resources (Vink & Koskela-Huotari, 2021). Abduction marries 
well with developing theory that is novel and practical (Nenonen et al., 2017), which is in par with 
the objectives of this study. We transcribed the interviews verbatim and structured the observations 
in fieldnote format (Schensul et al., 1999) to prepare the data analysis process. Supported by the 
football experience of the first author, we triangulated the field observations and the experiences 
of players captured during the interviews. In an early stage, we manually reviewed all the data 
multiple times to create an intimate connection with our empirical information. Next, throughout 
the iterative data analysis process, we continuously traveled back and forth between the data 
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(consisting of interview transcripts and observations) that represented the empirical world, the 
developed Heideggerian heuristic, and the theory underlying value experience and value co-
creation and co-destruction. To ensure rigor, the entire process was conducted constructively, 
with both researchers manually analyzing the data separately and subsequently discussing and 
comparing the outcomes in “data sessions” (Knoblauch, 2005).

As a result, we distinguished the players’ emotions; practices, including activities and actions; 
and materiality. Across these categorizations, we retrieved fine-grained cues from the data that 
detailed each mode in the heuristic (see Table 2.1). These cues were helpful in further refining 
the differences in what the players experienced between unreflective experiences linked to a 
nonobjectifying sense in the pleasurable continuous flow of value-creating practices and reflective 
experiences linked to value-destructing practices caused by interruptions. This ultimately brought 
us to the three spaces of value experience in value co-creation and co-destruction, including their 
characteristics.

2.6 Findings

This section illustrates the three modalities in which the players’ value experience manifests 
in the value co-creation and co-destruction practice. We provide a detailed description of each 
link supported by illustrative quotations and our own observations and interpretations. Then, 
we further characterize our findings. The modes are entitled “present-to-play,” “presenting-to-
prevent play” and “presenting-as-preventing play” in an application of the Heideggerian labels 
to our consumer context.

2.6.1 Mode 1: The pitch as present-to-play in an unreflective value experience in spontaneous 
value co-creation silencing value co-destruction
We observed how the football players unreflectively experienced the artificial grass in several 
situations where value co-creation relegated value co-destruction to the background. These players 
have a general desire to play football and complete an orderly match. They perceive feelings of 
joy when they can demonstrate skills and competencies with passion and play exciting football 
with their team to obtain a higher rank in their league. Our observations during training sessions 
suggested that there was an individual and collective drive for performance and competition that 
was less noticeable. We noted that individual players’ ambition to perform well and improve their 
game was reciprocally connected to the collective ambition to do so. For example, during a match, 
we witnessed that an individual player who had just carried out a valuable and impressive dribbling 
toward scoring a goal galvanizing the entire team and lifting the team spirit and collective drive, 
which demonstrated the interrelation between the individual and collective value experience 
and value co-creation practice. In any case, sophistication, control, and passion for football go 
hand in hand with performance, as reflected in a sportsman’s mentality. These values must be 
considered ends in themselves and contribute jointly to the players’ ultimate goals: winning a 
match and enjoying football. Artificial grass seems to accommodate players in their activities 
to achieve these goals. Players conduct actions as instantiated in practice routines directed at 
achieving a goal, such as dribbling, turning, or passing on artificial grass, in order to win a match 
(fulfilling a generic activity) and therefore seemingly create value without being reflectively aware 
of the pitch that enables them to do so. We illustrate how value co-creation occurs using a few 
quotations from the interviews.
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… Being a sportsman, I just want to play football. This is my sport and passion, and artificial 
grass enables me to play football.

This represents the recurring and habitual practice of players. We followed up by asking this 
player about how artificial grass helps to support this individual and collective passion. Based on 
his current horizon of understanding (Gadamer, 1982) of the materiality of pitches that shape his 
experience, he continued,

Artificial pitches are flat and contain hardly any irregularities such as the bumps that you often 
encounter on natural grass. Therefore, our team is better able to develop our own game strategy 
from the beginning. You know exactly in which direction the ball moves when it hits the grass 
because there are no irregularities. It helps us to perform better.

Another player confirmed this experience by saying,
Playing on artificial grass leads to quicker football, and it is also more precise because there are 
no irregularities on the grass. Controlling the ball is easier on an artificial pitch as opposed to 
natural grass.

It seems that artificial grass is an enabler of a player’s and team’s sport and allows them to 
demonstrate their qualities. However, even though players were able to point out these positive 
aspects, it seemed that what they individually and collectively experienced during the game 
remained highly unreflective. The absence of irregularities on artificial grass helped to ensure 
an uninterrupted flow and thus assisted them in creating value without them being deliberately 
aware of the qualities of the pitch itself. The smoothness of the pitch provided a favorable basis 
for them to act and excel during the game to realize the overall teams’ strategy and performance 
through precision and improved control. Other players indicated that artificial grass also enabled 
them to demonstrate their personal technical skills in creating a fast-paced game. As one player 
remarked, clearly displaying well how one’s own “embodied” doing goes hand in hand with a 
minimal sense of self-consciousness,

For technically skilled players, it is very pleasant and enjoyable, of course. The ball travels fast 
and smoothly. You can just do your thing! The ball travels much faster on artificial grass [than 
on natural grass], and passing the ball goes much quicker. It becomes slightly like the 1995 AJAX 
tikki-takka football, yes, a lot faster.

Another player expressed his experience as follows:
When playing on artificial grass in general, I am assured that I can perform many dribbles which 
my team truly benefits from. I am a left winger, which means dribbles, and defeating the other 
team’s defense is very important in order to win the match.

Again, typical value co-creating actions during the game, such as passing and dribbling, contribute 
to realizing the overall goal of football, which is to win a match in a joyful way. However, the 
players do not reflect on the features of artificial grass while engaged in the practices that allow 
them to realize that goal. In other words, the individual and collective experience, with a minimal 
sense of themselves as such, are fully immersed in the spontaneous value co-creation practice 
itself and remain largely implicit in the pursuit of valuable outcomes.

Our data also revealed that players experienced, both individually and collectively, how the 
use of artificial grass allowed uninterrupted playing throughout the season even when the weather 
conditions were bad. It seems that individual experiences connect collective experiences. As one 
player remarked,

We can always train and play the matches on an artificial pitch under all weather circumstances 
so the league competition will not be interrupted throughout the year.

Another player explained why this is the case:
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There are no rainouts or cancellations or so on, and thus we can always play football. I just want 
to play football, and on an artificial grass pitch this goes very well. The fields are flat, and the ball 
rolls nicely. Artificial grass allows teams to play throughout the year, even if it rains.

His teammate even appreciated a slight rain because it stimulated an even faster game. He 
explained,

An artificial pitch just needs to be wet because it allows for a quick, uninterrupted match. Our 
team performs a lot better when the pitch is wet, especially because it allows for short-distance 
play within a range of 10-15 meters.

Another consequence of using artificial grass is that, due to its absence of irregularities, weaker 
technical skills can no longer be masked by blaming a problem on the grass, as some players do 
when they play on natural grass pitches. As a player remarked,

On a natural grass pitch, you suffer from uneven patches, which is not the case over here, and thus 
you cannot blame the grass anymore. Therefore, a wrong pass must then be the fault of the player 
because there are no irregularities or bumps that might bend the ball as you frequently experience 
when playing on natural grass pitches.

Similarly, a player commented that his and his team’s skills improve on artificial grass, signifying 
strong support of value co-creation:

… It [artificial grass] truly improves my technical capabilities, such as quickly turning, dribbling, 
fast handling and so on. I am sure this also counts for my teammates. Therefore, our team will 
perform better.

Thus, artificial grass supports the development of their skills both individually and collectively 
at the level of their team and helps them to improve their value co-creation practices during the 
game. It seems that artificial grass accommodates such practices and the outcomes realized, 
causing value to emerge organically and preventing its deterioration. Nonetheless, while players 
mentioned these experiences explicitly during the interviews, they were not intentionally aware 
of the consequences of using the grass because they were caught up in the value co-creation 
practice itself.

2.6.2 Mode 2: The pitch as presenting-to-prevent play in a semireflective value experience in 
pressed value co-creation caused by temporal value co-destruction
In addition to the unreflective experience of value in value co-creation practice, we also found that 
players can reflectively experience artificial grass as something that destroys value and constrains 
their value co-creation. There was a difference in what was experienced with a minor and a major 
interruption during their practice. Each had distinct implications for the value outcomes. We first 
discuss in this mode how minor interruptions mediate the reflective value experience and value 
co-creation and co-destruction.

Many such experiences were related to the weather conditions that affect the current state of 
the artificial grass. It seems that both wet and dry weather conditions, especially when excessively, 
can be critical to the value co-creation practice and are sometimes considered interruptions by 
players. In such cases, the players became explicit about their experience of the characteristics 
of the artificial grass and established links with value co-creation practices. The materiality of the 
pitches seems to be susceptible to varying conditions and impacts the players’ practice. As one 
player expressed after a match on a slippery pitch,

For a nice, quick, technical football play, you need wet grass, but not too wet like this one because 
then it becomes too slippery.

Another player explained why this was the case:
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When receiving a pass, the ball travels too fast and may bounce unpredictably. Therefore, you 
expect to get the ball in one place, and it ends up somewhere else. That’s something you truly 
have to take into account.

We observed during training sessions and matches that weather conditions cause players to change 
their way of playing. In other words, their behavior in value co-creation practice must change 
so that they can continue playing and prevent further and more severe value co-destruction. 
Additionally, affective attention to practices distracts from attention to the valued goal. Specifically, 
rather than playing their game with sophistication, control, and precision, mostly in unreflective 
ways, they now had to deliberately adapt their play. If the pitch is too wet, they hold back and, 
for example, are more cautious in performing a sliding tackle. In these cases, the pitches are too 
slippery, creating a risk of bumping into obstacles such as fences or goalposts. Consequently, the 
players must anticipate and focus on the pitch during the game and adjust their behavior so that 
it is still possible to achieve valuable outcomes. In this vein, dry weather can also be problematic, 
as it makes the grass too rough, which may even lead to serious injuries.

Playing football becomes complicated if the pitch is too dry; then, quick moves are complicated 
and can even lead to injuries when you fall on the ground.

Another player added,
If you know that when performing a tackle or sliding, a skin abrasion will be the result, you will 
be more prudent when performing a slide next time. So in my opinion, the player adapts his game 
to this problem.
You must be careful not to tackle on artificial grass. You will scrape the skin around your thighbone.

Another player put it even more succinctly:
I prefer to slide, so I dislike artificial pitches.

Thus, the players disapproved of pitches that were too dry because they had to adjust to protect 
themselves from injury and, therefore, enjoyed the game less. We also observed that dry pitches 
could trigger value co-destruction and spoil value co-creation during the game, as the players 
became reflectively aware of the features of artificial grass, which dampened their mood. 
Players’ affective attention is geared to the process and practice and objectively thematizes such 
characteristics, as one player clearly noted:

Especially when the sun starts to shine strongly, the pitch feels hotter, and this affects the mood 
negatively.
This grass gets truly warm when the sun shines, and you feel the heat in your feet.

In comparison to wet weather conditions, which cause players to think only in passing about how 
to adjust their practice, dry pitches often cause them to strongly reconsider the value of playing, 
even during a match. Another obstacle to value co-creation and cause of value co-destruction 
is the amount and quality of infill present on the pitch. When excessively present, those rubber 
particles clearly spoil the players’ motivation during the match and even beforehand, when they 
are checking out the pitch. For example, we observed that when pitches were susceptible to hot 
weather conditions, the rubber particles emitted a penetrating odor that was more like burned 
rubber than natural grass. The players elaborated upon this:

There is nothing better than natural grass. You get a dry mouth on an artificial pitch especially 
when it doesn’t rain. You almost taste the rubber particles on the pitch.
There are artificial pitches where you can see from a distance that they contain many rubber 
particles. For me, this immediately characterizes a bad pitch. The pitch also appears less green, 
which gives you the idea that you are not playing on a pitch anymore.
I prefer to play on artificial grass during the winter. In the summer, the pitch is too hard to play 
on, and all these rubber particles slip into your shoes, and this irritates me.
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In contrast to an undisturbed value co-creation practice and related unreflective experiences, 
value co-creation practice is seemingly substantially disturbed by value co-destruction due to 
the state of the pitches causing a reflective experience for the players. In fact, those experiences 
greatly influence their mood and motivation to engage in or continue with the value co-creation 
practice to realize the otherwise desired ends of playing a good match. However, despite their 
experiences, in all instances, we observed that the players nonetheless strove to carry on and 
play the game as planned. They did so by adjusting their behavior with concrete value co-
creation practices when the pitch was too wet or by experiencing an adverse mood when it was 
too dry.

2.6.3 Mode 3: The pitch as presenting-as-preventing play in full reflective value experience in 
value co-destruction withstanding value co-creation
While minor disturbances and the related reflective experiences about the state of the pitch did 
not prevent the players from continuing with the value co-creation practice and pursuing their 
goals, we also noted situations in which players considered terminating the value co-creation 
practice or even not starting it at all. Then, the players remained embedded in value co-destruction 
practice. In these instances, the intensity of the reflective experience differed substantially from 
the previous experience. The players become decontextualized from their actual individual and 
collective practice of playing football, causing the pitch to become presenting-as-preventing to 
play. For instance, one player complained strongly about the quality of a pitch:

Playing on this pitch is a drama: the ball goes in every direction, there are too many rubber 
particles and you will seriously injure your knee if you do slide.

Similarly, during an intensive training exercise, we observed a player conducting a sliding tackle 
to keep the ball inside the playing area to continue the game. However, the player did not succeed, 
as he was not able to properly slide and reach the ball at a fast pace. As a result, he cursed when 
looking at his knee, which was injured and covered with rubber particles. Greatly disappointed 
and upset, he abandoned the pitch and cleaned his knee with a sponge while his teammates 
continued the exercise with one less player. Another player remembered a match that he had 
played elsewhere:

We were playing a match on an artificial pitch, and my foot got stuck while my upper body moved. 
Because of that, I had a severe knee injury. So in my opinion, artificial grass makes players more 
prone to injuries since it can be tough sometimes.

Another player expressed anger when sharing his experience with artificial pitches:
Some pitches are like concrete. Too hard to play and very risky too because one can easily injure 
oneself. It is a shame.

Here, reflective experience takes the form of a social drama in which the state of a pitch and its 
features that cause problems are illuminated and brought into relationship with the impossibility 
of creating any value at all. This major disturbance in the value co-creation practice causing 
value co-destruction differs from the minor disturbances observed earlier. In the former case, the 
players saw no merit in pursuing any positive outcomes and the associated joy, while in the latter 
case, they were still willing to continue and strive to realize these ends.

2.6.4 Interpreting and characterizing our findings
Thus far, we have seen how the different modes of value experience manifested in value co-
creation and co-destruction practice in the context of our case study. The Heideggerian heuristic 
supported us in further characterizing these modes. In this section, we zoom out to interpret 
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and make sense of our findings to add color to the three spaces of the value experience. 
The figure below depicts the model we developed based on our findings. It illustrates how 
the three modes (no interruption, minor interruption and major interruption) relate to the 
continuum proposed by Echeverri and Skålén (2021), which depicts the coherence between 
value co-creation and value co-destruction. We further detail each space, differentiated by 
a gray shading of a description of value experience in value co-creation and co-destruction 
practices. We specifically characterize the value experience on the basis of its type and scope, 
the relation between individual and collective value experience and finally what consumers 
experience. We complement this characterization with consumer practices and the relation 
between value co-creation and co-destruction. The model is set up as follows. If, figuratively 
speaking, a light shone from above on the three different modes, it would illuminate all of 
them in a mutually exclusive manner. The highest circle would prevent the second from 
receiving light on the same surface. The second would do the same for the third. We use this 
metaphor to illustrate that our findings uncover mutually exclusive characteristics for the 
three different modes.

In mode 1, consumers are purely contributors to value and do not reflect on the value 
experienced. This is because the value co-creation practice is not disturbed by any form of 
interruption and is conjoined with a minimal sense of self-consciousness (i.e., the primordial 
prereflective experience). Consumers thus remain in a continuous, spontaneous flow of 
value co-creation with the purpose of attaining practice ends, affective goals or objectives 
of intention that contribute to their well-being. The scope of this unreflective experience 
is, nonetheless, broad in the sense that the entire value co-creation context, including their 
bodily experience, matters. This clearly reflects the fact that the consumers focus mainly, 
throughout the regular flow of practices, on performing skills and activities that somehow 
contribute to their well-being, or that make them feel “better-off.” Hence, value co-destruction 
is silenced by fluent co-creation practice. In a collaborative setting, individual consumers’ 
value experience is in harmony with and directly connected to collective value experience. 
We conclude that value co-destruction is persistently backgrounded by value co-creation. 
Consumers experience a feeling of (self- and collective) satisfaction due to the flow of practices 
on a multiactor and intersubjective level.

Mode 2 limits consumers to a semireflective value experience caused by occasionally 
being confronted with minor interruptions during their practice. Within its moderate scope, 
their semireflective value experience is objectified and constricted to specific blocked or 
missing features of an offering that cause temporal value co-destruction. Experience is 
directed toward two aspects that have a surprising effect on engagement in practice. First, 
the value of certain features of the offering (in our case, artificial grass) prevent consumers 
from fully realizing their goals. The second aspect concerns the missing values of specific 
features of the offering. Despite these interruptions, due to their intensity and the ensuing 
semireflective experiences, consumers deliberately adjust to the situation to elude value co-
destruction and to get going again so that value co-creation can continue, albeit in an adjusted 
form. In this coping process, the individual value experience is inclined to reach out to the 
collective value experience with a regular flow of practices.
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In mode 3, a major interruption leads to the full reflective value experience and complete 
value co-destruction that mutes value co-creation. This implies that consumers encounter major 
interruptions during their engagement in practice, bringing full decontextualization into being 
and determining a cause-and-effect relationship. The scope is narrow, causing consumers to 
experience those aspects that block them from their engagement in value co-creation practices and 
precipitate value co-destruction merely reflectively. In other words, their reflection is primarily 
about the cause-and-effect relationship of the “conscious” experience of the value of the features 
of the offering. In addition to these features, a context of social drama arises in which consumers 
experience past and future experiences and might even idealize them. Individual consumers’ 
value experience becomes detached from the collective experience. Finally, the subjects see 
no possibility of realizing the desired outcome of the practices and, therefore, experience no 
anticipation.

The underlying mechanism between the three distinct modalities works in a dynamic manner. 
In essence, a subject does not move in a fixed, step-by-step pattern between the three modalities. 
For example, a subject can move from situations in which everything occurs naturally as the 
subject contributes unreflectively to value co-creation to situations in which a minor interruption 
occurs, causing a semireflective value experience with deliberate minor value co-creation and 
minor temporal value co-destruction, and vice versa. Situations of minor interruptions can also 
worsen due to major interruptions that turn the semireflective experience into a fully reflective 
one and convert deliberate minor value co-creation and co-destruction to no value co-creation and 
more permanent co-destruction. In more severe situations caused by major interruptions, subjects 
can switch directly from an unreflective value experience in spontaneous value co-creation to a 
fully reflective value experience in value co-destruction. Furthermore, in deliberate minor value 
co-creation and co-destruction situations (minor interruption), subjects are more likely to return 
to spontaneous value co-creation (no interruption). This contrasts with a case of full value co-
destruction (major interruption), which requires a new setting or circumstances for subjects to 
reset their value co-creation practice.

2.7 Discussion

2.7.1 Reflections
With this study, we demonstrated how unreflective/reflective value experience manifests in value 
co-creation and co-destruction practice and the level of interruption that alters the modes of 
engagement from consumers’ perspective. While the literature has argued that value experience 
and value co-creation are inextricably entangled in practice (e.g., Ellway and Dean, 2016), we 
provided an integral view of value experience in value co-creation and co-destruction and thereby 
uncovered how and when the experience of value varies depending on the level of interruptions 
occurring during value co-creation and co-destruction practice.

To illustrate our findings, we outlined our space model, which stipulates in detail the key 
characteristics of value experience in value co-creation and co-destruction. We confirm that value 
co-creation and co-destruction are placed on a continuum; hence, the axes proposed by Echeverri 
and Skålén (2021) are embedded in our model. The first space casts light on consumers’ broad 
unreflective value experience in emergent value co-creation, which mutes value co-destruction. 
Consumers subjectively experience first-hand a broad satisfactory “flow” of practices with a goal-
oriented mindset towards fulfilling certain tasks (Cerbone, 2008; Dreyfus, 1991; Heidegger, 1962) 
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while focusing on the outcomes of the value co-creation practice; thus, the experience remains 
implicit (Ellway & Dean, 2016; Helkkula & Kelleher, 2010). On an individual and collective level, 
consumers experience a feeling of satisfaction. Consumers practices that consist of demonstrating 
skills and performing activities somehow contribute to their well-being as value emerges. Overall, 
their goals, experience and related behavior (Becker et al., 2020) resonate with each other.

The second space narrows down to what consumers experience reflectively in deliberate 
minor value co-creation practice caused by temporal value co-destruction. The features of an 
offering that blocks the flow of practices with a triggering event or circumstance (Ellway & Dean, 
2016; Helkkula & Kelleher, 2010) become an “objective presence” (Cerbone, 2008; Heidegger, 
1962). Consumers experience a feeling of surprise and are aware of the missing value of specific 
features of the offering but are nonetheless motivated to return to a continuous flow by conducting 
practices such as learning and adjusting (Luyen et al., 2021). This reveals the relationship between 
consumers’ goals, experience and behavior (Becker et al., 2020).

The final space shows what consumers reflectively experience in cases of value co-destruction 
(e.g., Rahman et al., 2019; Cabiddu et al., 2019; Smith, 2013). They experience isolated features 
of the offering that cause value co-destruction and explicitly refer instead to past and future 
experiences (horizons of understanding) that contributed or will contribute to their well-being. 
Along the lines of individual objective practice (Ellway & Dean, 2016), consumers experience full 
decontextualization and feel social drama, which causes them to stop anticipating. Hence, their 
goals are separated from their experience and behavior (Becker et al., 2020)

The service marketing literature agrees that consumers must be both interpreters and 
contributors of value (e.g., Gummerus, 2013; Vargo and Lusch, 2004). However, little is known 
about when and how consumers are interpreters, contributors, or destroyers of value. In 
taking up the issue, we explored the mechanism underlying when and how consumer value 
experiences are associated with value co-creation and co-destruction. Our study showed that, 
paradoxically, contributing to value and thus realizing valuable outcomes requires consumers not 
to be cognizant of the value experienced yet to experience a minimal sense of self-valuing when 
attaining goals. This finding seems to be at odds with contemporary ideas on value experience 
that posit that consumers must be made aware of the value experienced through products and 
services offered. Moreover, we found that a fully reflective experience of value is associated with 
a major interruption of value co-creation practice, causing value co-destruction, which confirms 
the dialectical relationship between value co-creation and co-destruction (Echeverri & Skålén, 
2021; Rahman et al., 2019). The major interruption and value co-destruction narrow the scope of 
experience, causing consumers to perceive the features of a product (in our case, artificial grass) 
that otherwise remain unexperienced in an uninterrupted flow of value co-creation. A middle 
ground was found in the case of value co-creation practice is moderately disturbed, causing 
consumers to temporarily experience the value with the aim of continuing in an adapted form 
while remaining concerned with attaining the ends in value co-creation practice. Hence, value 
experience is fluid and dynamic, as it may vary from time to time even if consumers are situated 
in objectively similar value co-creation practice, such as playing a football match on an artificial 
pitch. It has been argued that the driver of change in the consumer value experience is located in 
the circular relationship between consumer experience in practice and their perceptions during 
or beyond that practice (Helkkula & Kelleher, 2010). Although our study highlighted how and when 
changes in value experiences came about, we portrayed these experiences as linear rather than 
circular. In other words, shifts in value experiences from (non)experience to mere perceptions 
occur through interruptions in value co-creation practice, causing consumers to reflect on 
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spontaneous value co-creation from a prereflective state of mind (e.g., Cai, 2013; Gallagher and 
Zahavi, 2012). Consequently, we did not investigated how exactly value perceptions shape value 
experiences beyond or after value co-creation practice. Furthermore, the research context of this 
chapter is typically fast-moving and dynamic, with the value experience and value co-creation 
and co-destruction mechanism swiftly switching among different modalities. We acknowledge 
that the situation might appear different in other consumer contexts that are expansive and 
stable in nature. Finally, we contemplated the events in which the subject’s expectations are 
exceeded and create a feeling of positive surprise, often referred to as customer delight (Ball & 
Barnes, 2017; Guidice et al., 2020). Such situations elicit a profoundly positive emotional state 
filled with joy and gratitude (Guidice et al., 2020; Oliver et al., 1997). This notion merits further 
debate on reflective experience, as it suggests that subjects’ state of mind is reflective in such rare 
outstanding experiences and may contradict our notion that value is unreflectively experienced 
when value co-creation is fluent.

2.7.2 Theoretical contributions
Based on the use of our phenomenological perspective and the empirical findings, we have 
developed a framework that contains three spaces in which value experience manifests in value 
co-creation and co-destruction practice. By taking an integral view of these concepts, which 
to our knowledge has not been done before, we describe how reflective and unreflective value 
experiences relate to value co-creation and co-destruction practice and how a disturbance in this 
practice mediates this relationship. Consistent with the literature that places value co-creation 
and co-destruction in the beneficiary’s lifeworld (e.g., Cova and Dalli, 2009; Ellway and Dean, 2016; 
Heinonen et al., 2010; Helkkula et al., 2012a), this study’s contributions are manifold and are laid 
out in detail in the context of the literature in Table 2.2 below.

2.7.3 Managerial implications
Understanding and enhancing the consumer experience in practice is an enormous challenge 
for manufacturers and service providers. Moreover, experience and practice are beyond the 
controlled touchpoint level in the user context, in which value is remotely co-created and co-
destructed (Dey et al., 2016; Edelman & Singer, 2015; Rawson et al., 2013). Therefore, understanding 
what consumers experience and how they experience value to become “better off” during value 
co-creation practice must be prioritized (e.g., Schembri, 2006; Skålén and Edvardsson, 2015; 
Skålén et al., 2015; Vargo and Lusch, 2004). Based on the findings, this chapter offers multiple 
managerial implications to service providers or manufacturers by moving to the microlevel of 
both the relation and the mechanism between consumers’ value experience and value co-creation 
and co-destruction.

The space model can be deployed by service providers as a helpful tool to understand the link 
between how consumers experience value while creating it and preventing destruction. Although 
we have labeled our modes specifically in our context as “present-to-play”, “presenting-to-prevent 
play” and “present-as-preventing play,” similar depictions can be applied in usage processes and 
therefore be labeled as “present-to-use,” “presenting-to-prevent use” and “present-as-preventing 
use.” Such a typology can help practitioners categorize experience, creation and destruction 
elements.
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Table 2.2 Theoretical contributions following an integral view of value experience in value co-
creation and co-destruction practice

Contribution Specification Contributing to the 
literature

1. Interruptions 
as mediating 
mechanisms 
between 
unreflective 
and reflective 
value experience 
and value co-
creation and 
co-destruction

Three distinct modes identified:
Mode 1: No interruptions occur. In such 
smoothly running situations, unreflective value 
experience presupposes a certain consistency 
and predictability of the user’s expectations based 
on past experience (horizons of understanding). 
Thus, there is a certain flow and linearity in value 
co-creation practice, which are directed towards 
valuable outcomes, and value co-destruction is 
muted.
Mode 2: Minor interruptions occur. In such 
temporarily interrupted settings that trigger value 
co-destruction and cause nonlinearity in value co-
creation practice, semireflective value experience 
takes place.
Mode 3: Major interruptions occur. In these 
permanently interrupted settings that cause more 
permanent nonlinearity in value co-creation 
practice, fully reflective value experience takes 
place and value co-destruction is foregrounded.

Ellway and Dean 
(2016); Gummerus 
(2013); Payne, 
Storbacka and Frow 
(2008); Helkkula 
and Kelleher (2010); 
Helkkula, Kelleher 
and Pihlström 
(2012b)

2. Value co-
creation and co-
destruction exist 
on a continuum 
as dialectic 
– interrelated – 
practice

Mode 1: Value co-creation is at its peak while 
value co-destruction is at its lowest point
Mode 2: Value co-creation and co-destruction are 
at the same level
Mode 3: Value co-creation is at its lowest point 
while value co-destruction is at its peak

Keeling, Laing 
and De Ruyter 
(2018); Laud, Bove, 
Ranaweera, Leo 
Wei Wei, Sweeney 
and Smith (2019); 
Rahman, Bose, 
Babu, Dey, Roy and 
Binsardi (2019); 
Smith (2013); 
Echeverri and 
Skålén (2021); Luyen, 
Shabbir and Dean 
(2021)
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Table 2.2 Continued

Contribution Specification Contributing to the 
literature

3. Specification 
of how individual 
and collective 
value experience 
are interrelated 
in three modes

Mode 1: In smoothly running collaborative 
settings, the collective value experience is at its 
peak and fully in line with the individual value 
experience.
Mode 2: With temporary interruptions, 
the individual value experience becomes 
disconnected while still reaching out to the 
earlier collective value experiences.
Mode 3: With total interruptions, the two 
experiences become completely separated from 
each other.

Helkkula, Kelleher 
and Pihlström 
(2012a); Jaakkola, 
Helkkula and 
Aarikka-Stenroos 
(2015)

4. Empirical 
support of the 
circular role of 
temporality in 
value experience 
and agential 
materiality 
in shaping 
consumers 
“horizons of 
understanding”

Past experiences and future expectations, inter 
alia, shape the individual value experience 
in value co-creation practice in situ, in which 
materiality plays an important agential role. 
Materiality impacts the consumer’s value 
experience and actions. Nevertheless, the in situ 
value experience remains important, as it shapes 
or reiterates the consumer’s future expectations at 
an individual and/or collective level. Within this 
process, the consumer’s horizon of understanding 
is continuously subject to change.

Helkkula and 
Kelleher (2010); 
Helkkula et al. 
(2012a); Jaakkola et 
al. (2015); Payne et al. 
(2008); Helkkula et al. 
(2012b)

5. Specification 
of consumers’ 
practices in the 
three identified 
modes

Mode 1: Consumers are in a continuous, habituated 
and recurring flow of practice.
Mode 2: Consumers are pressed to anticipate and 
learn in order to return to a flow of (value co-
creation) practice.
Mode 3: Consumers do not anticipate due to full 
value co-destruction.

Becker, Jaakkola and 
Halinen (2020)
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Table 2.2 Continued

Contribution Specification Contributing to the 
literature

6. In-depth 
understanding 
of zooming in on 
the individual 
and zooming out 
of the context

Zooming in refers to the subject being immersed 
in the value co-creation practice, while zooming 
out entails the objectivization of value. In 
consumption practice, zooming out is necessary 
for consumers to make the necessary adaptations 
and to learn, which is then manifested again in 
the subjective realm. In this process, adaptation 
requires bodily behavior changes by the players 
to continue their value co-creation practice. This 
presents the importance of the body, which is 
inextricably entwined with experience and value 
co-creation practice as it mediates the relation 
between the social and the material world.

Ellway and Dean 
(2016); Becker (2020)

7. The 
ontological 
role of goods; 
goods as silently 
available

The service marketing literature conceptualizes 
goods as transmitters of value in value co-creation 
practice. We provide a more nuanced and critical 
view of the role of goods. Namely, they vary 
with consumers’ value experience with those 
goods in value co-creation practice and how the 
experience itself is triggered by disturbances in 
value co-creation practice. In linear value co-
creation practice (mode 1), goods are silently 
available in the sense that consumers appreciate 
them without reflectively experiencing the value 
they generate in value co-creation practices. Our 
study suggests that goods, regardless of their 
nature, are silently available for most of the 
time in value co-creation practice in the sense 
that consumers appreciate the goods without 
reflectively experiencing the value they generate 
in value co-creation practices. In other words, 
our findings indicate that value experience is 
ironically best when not reflectively experienced. 
This can work as a double-edged sword in the 
sense that consumers do not appreciate certain 
brands or take them for granted.

Service marketing 
literature in 
general, furthering 
its fundamental 
premises (Vargo and 
Lusch, 2004, 2008, 
2016)
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Based on this model, we show that a consumer cannot be both a fully reflective interpreter 
of the value of an offering and a contributor to value co-creation at the same time. To this end, 
we add the role of consumers as destructors of value. Consumers are contributors, especially 
when the actual value is co-created, and they are destructors when value is co-destructed. To 
allow consumers to fully enjoy the co-creation of the value of any offering, their experience must 
be unreflective or at least not be directed towards or distracted by the resources that support (or 
should support) value co-creation. Rather, we advise service managers to ensure a smooth value 
co-creation process, allowing consumers to create valuable outcomes without disruption. This 
includes not constantly making consumers aware all the time of the value they should be enjoying 
during value co-creation. Regardless of how tempting they may be, such efforts may cause value 
co-destruction due to an interruption during value co-creation practice. For example, a couple 
enjoying dinner in a high-end restaurant does not want to be told or asked every five minutes 
what they should be experiencing from the course in front of them or the atmosphere or to be 
bombarded with such information after they have left. Therefore, we warn practitioners that the 
management of consumer value experience in value co-creation and co-destruction practice is 
a careful balancing act.

At the same time, as we have learned from this study, understanding the value experience 
when consumers are creating and destructing it is vital for understanding the true value 
experiences and improvements or innovations of service offerings (e.g., Heinonen et al., 2013). 
In other words, in consumer experience research in practice, we advise service providers to 
make use of so-called second-order interruptions (Sandberg & Tsoukas, 2011). Whereas first-
order interruptions are disturbances occurring in real-life situations (as in our study) that 
must be avoided to prevent value co-destruction, second-order interruptions can be created 
artificially, for instance, in focus groups, to prompt consumers’ reflective experience. This 
means bringing consumers artificially into a situation in which they encounter an interruption 
in value co-creation practice (for instance, by a malfunctioning or absent product and service) 
and then asking them what they experienced and what actions they wanted to take to achieve 
the desired outcomes. By epitomizing this approach in service processes, service providers 
can capture and categorize these consumer experiences and use them to improve or change 
specific aspects of offerings in such a way that they help enhance value co-creation practice 
and outcomes. This method of breaching taken-for-granted value co-creation may also reveal a 
source for new product development or service designs tailored to consumers’ potential or real 
problems and essentially for a sophisticated way of managing the consumer experience (Jain 
et al., 2017). While firms’ extant focus is on creating consistent and predictable experiences 
(Court et al., 2009; Edelman & Singer, 2015) to facilitate “smooth journeys” consisting of the 
fewest possible interruptions (those with negative meaning), consumers can sometimes value 
unpredictable experiences throughout “sticky journeys” (Siebert et al., 2020). Simultaneously, 
we propose that interruptions in practice are not solely negative; second-order interruptions 
have the potential to trigger consumers positively and keep them engaged. To exemplify 
second-order interruptions, we apply them to the context of our study. Bearing in mind 
that value can be co-created remotely (Dey et al., 2016), manufacturers of artificial grass 
can collaborate with local football clubs to promote novel developments. For example, 
manufacturers of artificial grass can incorporate softening materials to enhance lubricity in 
the grass blades, thus helping players feel more at ease in performing sliding tackles while 
preventing skin abrasions, or integrate the scent of natural grass into grass blades and samples 
throughout a sports complex. With the help of football clubs that promote these novelties in 
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areas such as the cafeteria and dressing room and on billboards, manufacturers can make 
players aware of their offerings in their natural habitat without any major interventions. Such 
efforts can create a positive, almost surprising effect on the experience of football players and 
lead to a sensation of delight (Ball & Barnes, 2017; Guidice et al., 2020).

2.7.4 Limitations and areas for further research
Despite all our efforts to come close to the lived experience of the football players we studied, 
we had to rely on interviews held during breaks and immediately after matches. Consequently, 
we were not able to fully capture the pure in situ experience of the players during the games 
or training sessions. We closed the experience gap as much as possible by juxtaposing those 
experiences with situations observed on the field. These observations helped players recall their 
experiences at those moments. Nonetheless, for future research, we certainly would prefer the use 
of full-blown autoethnography (Visconti, 2010), in which players document and report their own 
value experiences in the value co-creation and co-destruction. If rigorously and longitudinally 
performed, such research could also contribute to a more thorough understanding of how value 
experience dimensions (Helkkula et al., 2012a) evolve over time.

Our study focused on understanding value in a sport environment and focused primarily 
on value experience, value co-creation and co-destruction in the consumer context in which 
players remotely conduct their practice (Dey et al., 2016). However, suppliers can also more 
directly influence consumers’ practice. Therefore, we encourage other scholars to investigate 
different levels of aggregation (Chandler & Lusch, 2015) in the enablement and constraint of value 
experience and what this means for consumers as contributors and destroyers of value. In other 
words, we suggest adopting both a microview that involves single suppliers and a more systematic 
perspective that entails a multitude of actors. The combination of micro- and macroperspectives 
would allow us to unpack collective concepts into constituent parts that in turn explain them 
(Felin et al., 2015). Although service and industrial contexts are certainly associated with different 
contextual factors, our model can serve as a supportive tool, for instance, to uncover how 
interruptions in value co-creation practice lead to adjustments and learning (Luyen et al., 2021), 
the improvement of products or services, or the development of new products or services with 
the aim of realizing desired outcomes through value co-creation practice.

Furthermore, in this research, we point to value experiences as unreflective during fluent value 
co-creation practice. However, the literature on customer delight suggests that the beneficiary can 
encounter positive feelings of surprise through the expectations that are exceeded (Ball & Barnes, 
2017; Guidice et al., 2020) and therefore become temporally reflective of exceptionally positive 
and outstanding moments of service delivery, leading to an increase in “stickiness” throughout 
consumer journeys (Siebert et al., 2020). Further research can refine and empirically provide 
support for the notion that subjects’ state of mind can be reflective in such short moments of 
delight.

Finally, this study adopted a qualitative approach with a clear spotlight on how football 
players, labeled consumers, experience value while co-creating and co-destroying it on artificial 
grass. Even though we devoted attention to this highly topical case, we omitted its contextual 
significance, which therefore deserves more attention. Specifically, it would be worthwhile to 
deploy a full-fledged ethnography that involves multiple stakeholders to help uncover the cultural, 
social, geographic, topographic, and financial aspects of this growing field.
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Abstract

Understanding customer experience remains the holy grail in marketing and tourism theory 
and practice. Although research techniques continue to evolve and improve, capturing the 
depths of what customers experience while they experience remains an arduous task let 
alone what its roots are. In response, this chapter sets out and illustrates an autohermeneutic 
phenomenological approach that taps into the deeper levels of experience to comprehend its 
extremities and processes. It places experience at the centre of (self-)observation and thereby 
grants direct access to the entire “lifeworld” experience spectrum in its ultimate and purest form 
from the subject’s perspective (be it a consumer, a customer, or a tourist) and thereby rendering 
a first-hand view of the deeper levels of the pre-core-post journey of experience. This thought 
piece advances the methodological underpinnings of experience by offering a novel perspective 
to researchers and practitioners. This is brought by a supporting framework composed of five 
methodological guidelines to examine the multifaceted characteristics of experience, starting 
with its inception including its twists, turns and evolutions over time, pertaining to the viscerally 
intensive experience realms such as tourism.
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“The world is not what I think, but what I live through.”
Merleau-Ponty (1962, p. lxxx)

3.1 Introduction

Experience is considered to be a fundamental premise for all businesses (Helkkula, 2011). The 
study of experience has also gained scholarly interest, with an increasing level of traction. Building 
on the subjective facets of experience (Arnould & Price, 1993; Holbrook & Hirschman, 1982), recent 
literature underpins the phenomenological nature and characterization of experience (Heinonen 
& Strandvik, 2015) with its strong temporal, dynamic and fluid character (e.g., Helkkula et al., 
2012a). In this vein, researchers increasingly approach experience from a journey perspective 
(Hamilton & Price, 2019; Lemon & Verhoef, 2016), thereby aiming to investigate how experience 
is temporarily and contextually (re-)shaped.

Currently, journeys are becoming more complex because of nonlinearity and a myriad of 
owned and unowned “touchpoints” (Edelman & Singer, 2015). Experience can commence both 
before and after such touchpoints (Berry et al., 2006), can be shaped by mental reflections made in 
between interactions (Grönroos, 2017) and can occur in forms of immersive daydreaming (Heath 
& Nixon, 2021), thus causing experience to not always be under the service providers’ control 
(Lemon & Verhoef, 2016). Especially in domains as tourism, experience is intensively and viscerally 
lived, that is, experience lived across all senses (de Jong, 2015; Farrelly, 2019). Consequently, 
understanding, influencing and managing experience, whether from a customer, a consumer or 
a tourist point of view, remains a daunting task (Godovykh & Tasci, 2020).

Despite calls for interpretive turns (Zeithaml et al., 2020) and suitable methodologies 
in experience research (Goulding, 2005), the literature falls short on the methodological 
foundations of how to grasp customer experience. In particular, methods that expose unnoticed, 
unremembered, and unrecounted experiences remain unexplored (Gorichanaz, 2017). Notably in 
tourism, it does not stay unnoticed that the status quo of methodological techniques investigates 
self-reported pleasure of a visitor’s past experience as an indicator of one’s current feelings and 
leave behind the experience itself in its totality and as lived (Godovykh & Tasci, 2020; Kim & Chen, 
2018). In response, an autohermeneutic phenomenological approach is able to look experience 
“in its face” by accessing it in its most direct form, that is, the subject who experiences such 
“experience” themselves. This method therefore offers the potential for understanding the deeper 
characteristics of experience from the stance of a subject. Experience applies to all customers 
in service consuming situations of which some are short and others longer. This chapter 
concentrates on tourism, a realm in which experience is critical for it stretches over a longer 
period of time, is composed of multiple touchpoints and appears viscerally intensive usually in 
a pleasant consumers context. 

3.1.1 Approach
The concept of experience gained its significance through existential phenomenologists such as 
Edmund Husserl and Martin Heidegger. They advocated going back “to the things themselves” 
(Husserl, 1970, p. 168) to better understand essences and our “being in the world”. In this process, 
attention is directed to researching one’s “lived experience” (i.e., experience as we live through it 
(Van Manen, 2016b)). This boils down to the idea that the world is not what we think but rather what 
we live through (Merleau-Ponty, 1962, p. lxxx). Thus, lived experience therefore is simultaneously 
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both the starting point of understanding and the infinite end point for any inquiry, reflection and 
interpretation (Van Manen, 2007). Phenomenology refers to both the study of essences (Merleau-
Ponty, 1962) and the descriptive study of and attempt to enrich lived experience by fleshing out 
its meaning (Van Manen, 2016b). Hermeneutics interprets texts related to lived experience by 
pursuing the determination of the meaning embodied in them (Bleicher, 2017). In combining 
these two approaches from one’s own perspective, this approach seeks to characterize a discrete 
phenomenon. The observant participation of one’s own life can provide a deep understanding 
of how an individual’s experience is constituted. Introspective techniques are already known in 
consumer and marketing research (e.g., interpretive autoethnography (Denzin, 2014), subjective 
personal introspection (Holbrook, 2006) and an introspective-praxis approach (Gould, 2012)). 
These techniques take epistemological and axiological assumptions in interpretive research 
to their ultimate conclusion (Shankar, 2000). Introspective approaches pose several distinctive 
methodological advantages (Minowa et al., 2012), such as the unique roles related to integration 
of both the researcher and consumer (Gould, 1995), enhanced reflexivity, and the accessible 
relation to fieldwork and infinite data (Brown, 1998). Despite similarities, in the above techniques, 
experience is merely reconstituted in the telling, whereas it is fundamental in phenomenological 
research (Denzin, 2014), for which reason we stick to (auto)hermeneutic phenomenology.

This chapter brings the autohermeneutic phenomenological approach to life by carefully 
contemplating it in the context of experience in tourism settings. We propose guidelines for 
investigating experience extremities. First, we suggest honing into investigating and bringing 
the subjects’ lived experience to life by language through the subject itself. Since experience 
can consist of sudden turns and twists, researchers may benefit from focusing on the entire 
experience spectrum and recording daily lifeworld experiences, for example, typical leisure 
or tourist activities, in detail. As such, our second guideline is to appreciate the ordinary. The 
third guideline is to embrace eclectic techniques to help bring experience to light. Fourth and 
simultaneously, the principles of the “hermeneutic circle” (Langdridge, 2007; Sloan & Bowe, 
2014) offer guidance regarding the sense-making process. The fifth and final guideline contains 
seven criteria to help assess the quality of phenomenological work. Overall, the ultimate goal 
for researchers when adopting an autohermeneutic phenomenological approach is to create a 
thorough, almost immersive, understanding for their readers, which is oftentimes referred to as 
the “phenomenological nod” (Van Manen, 2016a).

While previous research already presented the potential of hermeneutics and phenomenology 
to the tourism domain (e.g., Chen, 2017; Goolaup and Solér, 2018; Pernecky and Jamal, 2010), 
this conceptual study extends marketing and tourism literature by infusing an autohermeneutic 
phenomenological approach to the investigation of experience. By doing so, we spark the 
discussion on and expand the methodological underpinnings of this key concept. This is 
especially valuable in the realm of tourism as its extant methodological palette looks rather pale 
(Adhikari & Bhattacharya, 2016; Godovykh & Tasci, 2020). Furthermore, we reflect on key steps 
in the approach that can potentially uncover experience extremities, inception and evolution. 
These elements are particularly relevant for the tourism field because of the blurring boundaries 
of pre-core-post experiences in relation to offerings (Rather, 2020) consisting of a multitude of 
service encounters (Yachin, 2018) in which experience is richly and viscerally lived (de Jong, 
2015; Farrelly, 2019). Furthermore, notably tourism is highly subject-centered and temporal by 
nature. Our approach subsequently provides more contextual detail to pre-core-post experience in 
journeys, be it a consumption- purchase-, or visit-focused journey and confirms that experience is 
a source of knowledge for researchers as well as practitioners (Jaziri, 2019). Finally, our approach 
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expands the practitioner’s toolkit and helps marketing and tourism practitioners grasp the not 
directly attainable and thin traits of life experiences of customers and tourists and, more broadly, 
consumers in everyday life. This renders potential for facilitating richer visceral, memorable, and 
subject-centered experiences.

3.2 Theoretical underpinnings

3.2.1 Setting the stage
Contemporary marketing logics agree that experience is dynamic and multifaceted by its very 
nature. For example, it can vary in duration and may contain unforeseen events, turns, obstacles, 
detours and repetitions (Hamilton & Price, 2019). Hence, practice and theory often point to the 
“journey metaphor” to make sense of experience as the past, present, and future (Hamilton & 
Price, 2019; Zaltman & Zaltman, 2008). In understanding the phenomenological approach to 
accumulating and shaping the process of experience, we should focus on consumers’ lifeworlds 
and everyday experiences (Carù & Cova, 2003) and acknowledge both the personal and subjective 
nature of experience (Arnould & Price, 1993; Holbrook & Hirschman, 1982) and the undisputable 
intentionality of experience (Cerbone, 2008; Heidegger, 1962; Legrand, 2007) that basically 
refers to the idea that experience is always of or towards something. Experience is individually 
intrasubjective and socially intersubjective, lived and imaginary, previous (even nostalgic), 
current, imaginary, future, and temporal in nature, and it emerges from individually determined 
social contexts (Caru & Cova, 2015; Ellway & Dean, 2016; Heinonen et al., 2013; Helkkula et 
al., 2012a; Ryynänen & Heinonen, 2018). The beneficiary (i.e., consumer or more specifically a 
customer or tourist) plays an active role in the dynamic formation of experience and is seen as 
both an interpreter of and a contributor to experience (Gummerus, 2013).

The formation of experience occurs throughout all phases of decision-making and 
consumption processes (Jain et al., 2017) in the consumer’s phenomenological lifeworld context 
(McColl-Kennedy et al., 2015). Even though such a spatial context suggests that experience is 
externally observable, in contrast, it is not always observable (Lipkin, 2016); as such, experience 
may even be an inner realism (Helkkula & Kelleher, 2010). Furthermore, it is related to the subject’s 
circular and nonlinear interpretation and sense-making, which is built on the individual’s (and 
sometimes collective) visible and invisible actions and interactions (Caru & Cova, 2015; Dube & 
Helkkula, 2015; Heinonen et al., 2010; Heinonen et al., 2013; Helkkula & Kelleher, 2010; Helkkula 
et al., 2012a; Lipkin, 2016; McColl-Kennedy et al., 2015; Schembri, 2006). Thus, the shaping of 
experience is eminently constant and dynamic.

In interpretive approaches that investigate experience, we distinguish the processual and 
sense-making perspectives. The former is strong in creating subject (consumer, customer or 
tourist) insights through temporally mapping experiences, which is especially helpful to managing 
them accordingly. This is oftentimes done through, for example, journey mapping techniques. 
In more generic a consumption context, one may consider pre-use, use and post-use phases 
(e.g., Hamilton and Price, 2019). Customer journeys are oftentimes investigated in pre-purchase, 
purchase and post-purchase phases (e.g., Lemon and Verhoef, 2016) and tourist journeys are 
conceptualized as pre-visit, onsite and post-visit phases (e.g., Godovykh and Tasci, 2020). Despite 
each in different contexts, these journeys have in common that they revolve around a pre-core-post 
journey process. However, the processual view is oftentimes considered a linear approach that 
creates an (over)simplified picture of how experience is shaped (Lipkin, 2016). On the other hand, 
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the sense-making perspective creates rich insights into how and what subjects experience based 
on robust theoretical and philosophical underpinnings (e.g., Weick, 1995). Despite acknowledging 
that experience can be (re-)lived or imaginary and about the past, present and future (Helkkula 
et al., 2012a), the sense-making view does not focus on how experience is temporally shaped and 
how it evolves over time.

To date, there remains a clouded understanding of several issues. For example, where and how 
does experience incept both subject-owned experiences and subject-provider interactions? How 
does experience develop over time (McColl-Kennedy et al., 2015) in terms of the micro processes? 
How does “pre-experience” evolve into “core-experience” and “post-experience” accordingly? How 
is experience experienced over time in terms of intensity? Below these unanswered questions that 
focus on experience extremities, there lies a fundamental methodological quest, namely, to gain 
access in the most direct way to experience and placing experience, in its entirety, at the heart of 
investigation. Hence, this chapter puts forward and explores autohermeneutic phenomenology 
as a lens through which we can better understand experience’s deepest roots.

3.2.2 Hermeneutic phenomenology
Edmund Husserl and Martin Heidegger launched the movement of phenomenology and 
formed the backdrop for the later works of Maurice Merleau-Ponty, and Hans Georg Gadamer. 
Etymologically speaking, “phenomenon” means “that which shows itself in itself”, and “logos” 
refers to “letting something be seen” (Heidegger, 1962, pp. 51, 57). As Heidegger (1962, p. 58) 
famously explicated, “Thus, ‘phenomenology’ means to let that which shows itself be seen from itself in 
the very way in which it shows itself from itself. This is the formal meaning of that branch of research, which 
calls itself ‘phenomenology’. However, here we are expressing nothing else than the maxim formulated above 
‘to the things themselves!’” Hence, phenomenology is a way of accessing the world as we experience 
it in our daily existence (Van Manen, 2016a) and attempting to systematically uncover and richly 
describe the structures of and explicate the meanings of our “lived experience” (Van Manen, 
2016b). Rather than taxonomizing or classifying the experiences of our world, in phenomenology, 
the focus lies on understanding our world as we “prereflectively” live through it (Van Manen, 
2016b); therefore, this approach excepts itself from the Cartesian mind-body duality.

Phenomenology originally fell within the purview in two schools: the Husserlian school of 
reflective phenomenology and the Heideggerian school of hermeneutic phenomenology (von 
Herrmann, 2013). While departing from the viewpoint of returning to the things themselves, reflective 
phenomenology involves the analytical isolation of phenomena, while hermeneutic phenomenology 
involves analysis in situ, thereby emphasizing the role of interpretation (Gorichanaz, 2017). The 
former, also known as transcendental phenomenology, assumes that the researcher can “transcend” 
phenomena and meanings under investigation (Sloan & Bowe, 2014). In other words, when using this 
approach, one settles for generic descriptions of essences of phenomena under investigation without 
deploying a fine-grained view of them (Smith & Shinebourne, 2012). Descriptive phenomenology 
ends when one has identified “the things themselves” (Sloan & Bowe, 2014). The latter, hermeneutic 
phenomenology (also referred to as interpretive phenomenology), pierces the essences of 
phenomena (ontologically) by first considering its outward manifestations (ontically) (Gorichanaz, 
2017). In other words, the study of the being of concepts departs with empirical investigation. In 
contrast to descriptive phenomenology, where, in the making-present process, a certain “reflective 
objectivization” of the meanings of experiences takes place, Heidegger advocated that an observer 
cannot separate themself from the phenomenological process of identifying essences. This suggests 
that one cannot investigate “things in their appearing” and their essences while remaining neutral 
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and being detached from them (Langdridge, 2007; Sloan & Bowe, 2014). Instead, one “is in the world”, 
and the making-present act takes place within an hermeneutic understanding (von Herrmann, 2013). 
Therefore, in hermeneutic phenomenology, interpretation is paramount. It is hermeneutics, i.e., 
the analysis and interpretation of the text of lived experience (Bleicher, 2017; Van Manen, 2016b), 
that makes Heideggerian phenomenology into hermeneutic phenomenology (Sloan & Bowe, 2014).

We dwell on hermeneutic phenomenology in our plea to advance the methodological toolkit 
of investigating experience extremities for the following reasons. First, it is not merely a descriptive 
“bracketing” exercise but rather an intense interpretation of a text. Furthermore, temporality is 
a cornerstone in hermeneutic phenomenology and plays a generally accepted, important role in 
experience. Third, this approach allows us to be directly within the phenomenon of experience 
and “look into its face”.

3.2.3 Putting the “I” in the equation
It is clear by now that hermeneutical phenomenology offers us the chance to closely study, directly 
describe and interpret the essences of our experiences as they show themselves to us. In doing so, 
a first-person introspective approach allows us to turn ourselves straight towards the phenomenon 
at hand. In the investigation of experience, the focal point is and should always be our own 
experience as we live it. Two aspects are important to take into account.

First, autohermeneutic phenomenology allows us to trace an experience back to its very beginning 
and where and how it was triggered to understand how it was formed. In other words, we need to 
analyze the “where” and “how” experience incepts, which are also referred to as the “inceptuality” of 
experience (Heidegger, 2012b; Van Manen, 2016a)). This notion was initiated by Heidegger (2012b), who 
referred to “inceptual thinking”. We borrow this notion because it may be helpful in regard to gaining 
sudden insights that reveal the truth about a certain phenomenon. Such a perspective involves a 
“inceptual reduction” that consists of orienting one’s self to the original beginning of the phenomenon 
and can be especially helpful when identifying emergent patterns regarding how a phenomenon 
originated and came into being (Van Manen, 2016a). Where in experience itself, the subject is the 
creator and agent of the experience, the inception of experience does not depend on either of these 
factors and may occur unforeseen and unplanned, or as phenomenologists explain, as a gift or a 
bestowal of grace (Van Manen, 2016a). A drawback of this perspective is that there is no programmed 
method or fixed procedure. Instead, the phenomenology of inception challenges us to find our way 
back to the beginning (Van Manen, 2016a), to the very moment where something showed itself or 
where that what gives itself gave itself (Heidegger, 2012a). Concretely, the notion of inceptual thinking 
can be borrowed to detect specific triggers that incept a customer or tourist experience. Hence, the 
in situ experience should be expanded by what elements caused and gave rise to such experience. 
Through this, researchers and practitioners can ascertain when and how experiences commence and 
how subsequently such experiences evolve. The insights resulting from this can be valuable to take 
note of and to anticipate on in the enhancement of experiences.

Second, (auto)hermeneutic phenomenology commits itself to experiencing temporality. 
Hence, such an approach lends itself well to observing how experience evolves over time. Such 
observation can contribute to comprehending experience’s shaping process. To do so, the subject 
should record how experiences appear to him/herself over time, from inception to the past, 
present, future and both the lived and imaginary. This notion can be applied to make sense of 
how experience evolves across pre-core-post experience journeys.
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3.3 Framework development

3.3.1 Guidelines for capturing the experience extremities
In (auto)hermeneutic phenomenology, the genuine phenomenological method is about creating 
one’s path instead of following a path (Heidegger, 1982; Van Manen, 2016a). This brings about the 
difficulty that there is not only one recipe for high-quality texts (Van Manen, 2016a). Nevertheless, 
we can give directions for creating rich descriptions of phenomena in the quest of making sense of 
them. Along these lines, we propose guidelines for capturing experience, which are consolidated 
in the following framework. Each guideline is shortly exemplified in the scope of the tourism field.

3.3.1.1 Center the self as subject and object of observation
Inceptions may occur as a sudden moment or twist (Van Manen, 2016a), while experience evolves 
over time and is a dynamic process (Helkkula et al., 2012a; Thompson et al., 1989). Thus, to reach 
experience extremities, one should reach for the entire experience spectrum itself. Experience 
is a difficult-to-grasp concept, and its aspects are often taken for granted and thus go unnoticed, 
unremembered and unrecounted (Gorichanaz, 2017). As such, postexperience researcher-
subject methods (for example interviews and surveys) face difficulties in regard to grasping 
the full picture. Self-observation helps overcome this challenge and stems from the insight that 
experiential phenomena can only be observed by the person having the experience (Gorichanaz, 
2017; Rodriguez & Ryave, 2002). This basically implies that the same self is both the subject and 
object of observation (Legrand, 2007) and as such aims to bring occurrence and data collection 
as close as possible to each other, thereby leading to more accurate and vivid data (Gorichanaz, 
2017). In tourism, this would imply that a researcher or tourist marketeer observes his/her own 
experiences while taking part of tourist activities.

3.3.1.2 Value the ordinary
Data collection should not underestimate the power of “ordinary” daily activities. The idea that 
experience occurs in one’s lifeworld can be applied to different contexts. In particular, such daily 
and ordinary events contain everyday intelligibility, which is in line with our scientific endeavor to 
lay out an approach that discovers, describes and analyses everyday social phenomena (Rodriguez 
& Ryave, 2002; Sacks, 1992). Exemplifying this, a researcher or tourist marketeer can immerse in 
typical tourist activities. This does not particularly mean to join the climaxes of travel trips. We 
notably advocate to engage in the ordinary, meaning that a researcher can join a group of tourists 
in visiting a museum, joining in social activities or simply taking careful note of his/her experience 
before and after any onsite occasions.

3.3.1.3 Embrace eclectic techniques
In bringing experiences to light, one can consider different techniques that are consistent with 
(systematic) self-observation principles (Gorichanaz, 2015, 2017; Rodriguez & Ryave, 2002; Wheeler 
& Reis, 1991). For example, interval, event-contingent and free-format narrative recording and in 
situ self-interviews. Interval recording refers to registering notes at specific moments in time. 
Event-contingent recording implies recording experiences at any time when an event occurred. 
Free-format narrative recording allows us to freely create thick descriptions without any further 
guidelines. Finally, in situ self-interviews can be deployed to capture detailed experiences, 
including visceral sensation, which is a need that has been pointed out recently (Becker & 
Jaakkola, 2020). Phenomenological invitations to describe experiences such as “Tell me about 
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your experience right now” and open questions such as “How do you live through this experience 
and what does it mean to you?” can guide such self-interviews. Concretely, tourism researchers 
and practitioners may switch back and forth between different techniques to render rich insights 
and triangulate findings with each other. Exemplifying this more specifically, one can adopt the 
principles of event-contingent recording in attaining information from tourist on moments of 
truths in pre-core-post experiences.

3.3.1.4 Move along the hermeneutic circle
In regard to analyzing the data, in line with the (auto)hermeneutic phenomenological tradition, 
we pay special attention to the circular nature of hermeneutic analysis, which is also commonly 
known as the “hermeneutical circle” (Gadamer, 1982; Heidegger, 1962). This is the continuous 
sense-making process that focuses on moving back and forth between individual parts and the 
overall text (Dreyfus, 1991; Helkkula et al., 2012a; Sloan & Bowe, 2014). By spiraling through 
reading, reflective writing and interpretation, one can reach a sensible meaning (Laverty, 2003). 
In this abductive process, the “existentials” of Van Manen (2016a), which consist of lived relations 
(relationality), lived bodies (corporeality), lived space (spatiality), lived time (temporality), and 
lived things and technology (materiality), may serve as a guiding typology for reflection on the data 
under analysis (Sloan & Bowe, 2014). Specifically for the tourism field, the hermeneutic circle can 
guide in making sense of tourists’ experiences on different aggregation levels. For example, what 
does one specific event mean to a tourist in relation to one’s higher order goals in life? The core idea 
for researchers and practitioners interested in recording tourist experience is to appreciate the 
continuous and meticulous recording and analysis of experience at different aggregation levels.

3.3.1.5 Safeguard depth of the think piece
Depth is key in phenomenological work. It can be created through rich descriptions that explore 
meaning structures that extend beyond what is immediately experienced (Van Manen, 2016a). 
To assure the depth of phenomenological work, Van Manen (2016a) proposed seven evaluative 
criteria. First, in heuristic questioning, one poses the question of whether the text induces a sense 
of wonder and questioning attentiveness. Second, descriptive richness assesses whether the work 
contains rich and noticeable experiential material. The third criterion, interpretive depth, appraises 
the extent of reflective insights that go further than the taken-for-granted understandings of daily 
life. Fourth, distinctive rigor questions whether the text is constantly guided by a self-critical 
question of the distinct meaning of the phenomenon in quest. Strong and addressive meaning 
assesses if the writing resonates and speaks to the reader. The sixth factor, experiential awakening, 
asks whether the think piece awakens prereflective or primal experiences through vocative and 
presentive language. Finally, inceptual epiphany questions the extent to which the work offers the 
possibility of deeper and original insights. These elements can be also applied by researchers and 
practitioners in a tourism context. One should pay careful attention to whether the tales of the 
experience safeguard depth and meaning and is not too descriptive. If properly applied, a reader 
might have the feeling of (re-)living or imagining the experience. This principle can be for example 
applied to attract and convince tourists to purchase and consume certain services.

3.3.2 A guiding framework for autohermeneutic phenomenological studies
Through a careful synthesis of the guidelines, we crafted a framework (Figure 3.1) that presents 
the guidelines in a coherent way, which can be used for guidance in conducting autohermeneutic 
phenomenological studies. At the heart of the framework, the self is centered as the object and 
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subject of the research. In other words, the researcher “looks at himself in the mirror”. This 
process is accommodated through eclectic research techniques. The techniques are, and should 
be, flexible as long as they grant access to the lived experience through building thick descriptions. 
Furthermore, the framework depicts that the ordinary and the taken-for-granted experiences 
form the locus of observation over time. These three elements continuously move through the 
hermeneutic circle, which challenges making sense of the data. These guidelines are continuously 
appraised through the seven evaluative criteria discussed in safeguarding a think piece’s depth.

Figure 3.1 A guiding framework for autohermeneutic phenomenological studies
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3.4 Conclusion

With an increasing interest within marketing and tourism theory and practice in experience, 
it is superfluous to state how important it is to profoundly understand experience. Although 
the interpretive stream has increasingly become wider, the methodological opportunities for 
directly accessing experience remain rather sparse, especially those tapping into customers’ 
and tourists’ experience (e.g., Godovykh and Tasci, 2020). In response, this think piece initiates a 
precise contemplation of autohermeneutic phenomenology in the marketing and tourism realm 
that offers a more rigorous and invasive way to study experience.

Our approach autohermeneutic phenomenological perspective allows for touching upon a 
deeper characterization of, so far unnoticed, experience. Examples are the inception and evolution 
of experience throughout pre-core-post journeys, its sensitivity to contingencies, and the twilight 
zone between experience facilitated provider-owned and unowned touchpoints. Another challenge 
is the elicitation of experience of intangible offerings before actual consumption (Rather, 2020) and 
experience as lived, that is in situ, instead of as evaluated (Kim & Chen, 2018). These examples are 
notably applicable to consumption-related and experientially intensive fields such as tourism for 
several reasons. First, it is highly subject-centered and temporal in nature. Second, it is generally 
accepted that tourism is service- and encounter-intensive (Yachin, 2018) lived in by the subject 
in a viscerally rich fashion (de Jong, 2015). 

As touchpoints in journeys are increasingly blurred and digitalized making it difficult to sense 
and respond to experience, researchers and practitioners in the tourism industry are increasingly 
challenged with creating memorable experiences for ever demanding customers. The guidelines 
we propose in this chapter make it possible to address these challenges from an in-depth micro-
level perspective, which begs in the first place for putting ourselves back in the shoes of the 
tourist however mundane the encounters or non-touchpoints may appear. Furthermore, engaging 
customers in the experience seeking process by involving the elements and questions we proposed 
in our framework can help identify the most critical touchpoints in the customer journey or 
beyond. The proposed guidelines may help to systematically map the possible experiences in the 
journey and provide the ingredients to improve service quality or even help (re-)design service 
strategies based on an in-depth understanding of what customers experience. 

With this chapter, we also hope to set a stage for a further discussion and empirical research 
on the broadening and deepening of experience’s methodological palette. Because this approach 
in marketing and tourism is in its infancy, we call for scholars to provide the empirical evidence 
to solidify the potential of autohermeneutic phenomenology in regard to tapping into the 
characterization of experience.
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Abstract

While contemporary marketing researchers have shown increasing interest in in situ experience 
in journeys, the knowledge of how experience is formed and evolves over time is sparse. The 
purpose of this chapter is to examine this relationship, starting with the notion of experience 
inception, and track how experience evolves before, during and after service encounters. An 
autohermeneutic phenomenological approach was deployed to grant direct access to the 
experience spectrum, and data were collected over a nine-month period of being a consumer 
in daily activities. The findings display three experiential time frames, namely lived-through, in 
situ and imaginary, that shaped and reshaped each other. Throughout, we uncovered a multitude 
of triggers that cause experience to incept and create motion in the subject’s consciousness. The 
findings coalesced into a comprehensive framework called the Triple-Infinity Loop of Experience. 
We deepen how experience in service consumption processes is formed and evolves. Finally, we 
offer a granulated view of consumer stimuli that allows marketing managers to better anticipate 
experience.

Keywords – Experience, Inception, Evolution, Journey, Autohermeneutic Phenomenology
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4.1 Introduction

Understanding, designing and managing experience are at the heart of marketing theory and 
practice (Becker & Jaakkola, 2020; De Keyser et al., 2020). Firms invest massively in facilitating 
extraordinary experiences for their customers based on the idea that such investments lead to 
positive financial returns (Cambra-Fierro et al., 2021). Entire workforces, from front-line employees 
to executive boards, commit to doing so, underlining experience as the fundamental premise for 
all business (Helkkula, 2011). Hence, unsurprisingly, experience has become embedded in daily 
jargon within organizations.

Experience has also become increasingly popular in scholarly work and has been incorporated 
into different intellectual structures with customer, organizational or technological orientations 
(Silva et al., 2021). Furthermore, while the traditional marketing literature has predominantly 
viewed experience as an “outcome” of practice, there is a clear tendency to emphasize the 
processual aspects of experience, implying that experience is the process that creates cognitive, 
emotional and behavioral responses (Edvardsson et al., 2005) in distinct customer decision-making 
and consumption processes. Additionally, experience has personal and subjective facets, as has 
already been documented by Arnould and Price (1993) and Holbrook and Hirschman (1982). 
In this vein, philosophical accounts of subjectivity underpin the phenomenological nature 
and characterization of experience in which the concept of experience has a strong temporal, 
dynamic and fluid character (e.g., Ellway and Dean, 2016; Helkkula et al., 2012a; Yakhlef, 2015). 
These contributions show how the notion of experience has evolved over time and demonstrate 
that studying experience is challenging due to its highly subjective character.

Researchers are increasingly approaching experience from a consumer (Hamilton & 
Price, 2019) and customer journey perspective (e.g., Lemon and Verhoef, 2016), which helps us 
understand how experience is continuously shaped and reshaped in a temporary, contextually 
dependent, and dynamic journey. Journeys, in particular in today’s fast-changing digital society, 
are becoming increasingly complicated. Exemplary complexities are a journey’s nonlinearity, its 
myriad of dependent and independent “touchpoints” (Edelman & Singer, 2015; Lemon & Verhoef, 
2016; Rawson et al., 2013) and the wide span of how and when experiences can occur, for instance, 
through mental reflections (Berry et al., 2002; Grönroos, 2017) or immersive daydreaming (Heath 
& Nixon, 2021). Hence, owing to the variable and highly complex nature of experience (Cambra-
Fierro et al., 2021) service providers face an arduous task in attempting to understand experience, 
let alone influence and manage it.

Although extant research has amplified our understanding of experience, important gaps 
still remain. Both conceptual and empirical foci have been on experience in situ, that is, when 
experience “is” in the “now” and “here” and thus in the moment that customers enjoy the object 
of experience, be it product or service. Consequently, less is known about exactly how experience 
is shaped prior to an encounter and how it evolves, which accounts for consumer- and customer-
owned experiences as well as experiences in interactions with providers. How “pre-experience” 
flows into “experience” and then into “postexperience,” what these forms consist of and how 
their microprocesses unfold remain opaque. This gap invites us to create a deeper microlevel 
understanding of the inception and origins of experience and how it evolves over time. This is 
important because in understanding the formation of experience, it is inescapably important to 
understand its origins (Hellén & Gummerus, 2013) in order to help practitioners grasp the behavior 
of the beneficiary (i.e., the consumer or customer) (Lanier & Hampton, 2009) and develop fitting 
marketing strategies that include intelligent managerial stimuli (Becker & Jaakkola, 2020; Brakus 
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et al., 2009). Hence, there is great untapped potential for organizations to proactively capitalize on 
experience and excel in understanding and actively managing experience and facilitating superior 
experiences for consumers across their journey. Thus, this research faces the arduous challenge 
of uncovering the inception of experience and how it evolves, therefore illuminating the following 
research question: “How is experience formed, and how does it evolve?”

In exploring this question, we deploy an autohermeneutic phenomenological approach 
that strongly supports theory building. Phenomenology, which can be understood as the study 
of essences, is the discipline in which experience has gained its significance (Merleau-Ponty, 
1962). Phenomenologists call for returning “to the things themselves” (Husserl, 1970, p. 168) 
to grant access to “lived experience,” that is, experience as we live through it (Van Manen, 
2016a, 2016b). Hermeneutics, on the other hand, interprets texts of lived experience in an effort 
to disentangle the meaning embodied in them (Bleicher, 2017; Gadamer, 1982; Van Manen, 
2016a). Our approach merges these two forms and departs from a researcher’s own perspective 
to characterize the inception and evolution of experience. This entails performing observant 
participation in one’s own life and creating an in-depth understanding of how an individual’s 
experience is constituted.

This study contributes to the experience field in marketing and especially advances 
our knowledge of the nature, origins and temporality of experience and how it emerges in 
people’s lifeworld (Chandler & Lusch, 2015; Heinonen & Strandvik, 2015; Heinonen et al., 
2010). The contributions are fourfold. First, we deepen the understanding of how experience, 
and therefore experiences of consumption processes (including products and services), is 
formed. We introduce the notion of inception, which is a helpful tool for tracing experience 
back to its origins and understanding the processes of experience formation (Hellén & 
Gummerus, 2013). Marketing managers wishing to strengthen their experience management 
capabilities can use inception as a managerial stimulus to trigger customers’ experience 
throughout their journey. Second, we expand on the temporality of experience (Helkkula 
et al., 2012a) by offering a nuanced view of how it evolves over time. We demonstrate that 
experience is continuously shaped and reshaped through three experiential time frames: 
lived through, in situ, and imaginary. We integrate these time frames and inceptions into a 
novel framework called the Triple-Infinity Loop of Experience, which can also be deployed by 
marketing managers to understand and influence experience over time. Third, the findings 
provide more contextual detail for journeys, an important research area in marketing theory 
(Hamilton & Price, 2019). In doing so, they complement studies of managerial stimuli (Becker 
& Jaakkola, 2020) and propose a multitude of triggers that can activate a subject’s experience 
in his/her journey. Finally, we introduce an autohermeneutic phenomenological approach to 
investigating experience in marketing theory and aim to spark discussion and strengthen the 
methodological underpinnings of this key concept.

The remainder of this chapter is structured as follows. It commences with the state of affairs 
of experience in contemporary marketing theory, in which experience is approached from a 
temporal – journey – perspective. Subsequently, the methodology section details our approach 
and is followed by the findings section. Next, we lay out the Triple-Infinity Loop of Experience; 
then, the chapter closes with a reflection and concluding remarks.
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4.2 Status quo of experience in  
contemporary marketing theory

Understanding how and when consumers experience forms the starting point for creating strong 
and memorable experiences, which is considered a leading marketing management objective 
(Becker & Jaakkola, 2020; Lemon & Verhoef, 2016). Hence, the concept of experience has gained 
traction in marketing theory. Studies in the early 1990s saw experience as outcomes of subjects’ 
judgment, which is oftentimes measured in terms of service quality (Grönroos, 1984; Parasuraman 
et al., 1988; Woodruff, 1997). Others saw it as a process that creates cognitive, emotional and 
behavioral responses (Edvardsson et al., 2005). Such a processual view employs time elements of 
experience, such as steps, phases or stages. In totality, these are in practice and theory referred 
to as customer journeys or consumer journeys, both consisting of the “journey metaphor,” for 
making sense of the past, present, and future (Hamilton & Price, 2019; Zaltman & Zaltman, 2008). 
In basic terms, journeys entail the accumulating and shaping process of experience. Customer 
journeys comprise the events and phases that customers go through (generally conceptualized 
in prepurchase, purchase, and postpurchase phases), whether purposively designed or not, when 
interacting with a provider’s service (Følstad & Kvale, 2018; Lemon & Verhoef, 2016). Consumer 
journeys are broader, may involve several activities and multiple service providers and are 
structured on the basis of more abstract life goals (Hamilton & Price, 2019). Journeys are dynamic 
by their very nature. For example, they can vary in duration and may contain unforeseen events, 
turns, obstacles, detours and repetitions (Hamilton & Price, 2019).

Contemporary marketing logics, such as the service-dominant logic (Vargo & Lusch, 2004, 
2008, 2016), service logic (Grönroos, 2008; Grönroos & Gummerus, 2014; Grönroos & Voima, 2013), 
customer-dominant logic (Heinonen & Strandvik, 2015) and consumer-dominant logic (Anker et 
al., 2015), advance these views and generally agree that experience is phenomenological in nature. 
This is the basis of the idea that we should focus on consumers’ lifeworlds and everyday experiences 
(Carù & Cova, 2003) and acknowledge the personal and subjective nature of experience (Arnould & 
Price, 1993; Holbrook & Hirschman, 1982) and the undeniable intentionality of experience (Cerbone, 
2008; Heidegger, 1962; Legrand, 2007), meaning that experience is always of or towards something. 
Such a “sense-making” perspective of experience (Lipkin, 2016) describes experience through several 
characteristics (Caru & Cova, 2015; Ellway & Dean, 2016; Heinonen et al., 2013; Helkkula et al., 2012a; 
Ryynänen & Heinonen, 2018). Experience is individually intrasubjective and socially intersubjective 
and can be experienced as lived and imaginary. Furthermore, it can take place as previous/nostalgic, 
current, imaginary and future, is temporal in nature, and emerges from individually determined social 
contexts. In all situations, it is the beneficiary who plays an active role in the dynamic formation of 
experience and is positioned as the interpreter of and contributor to experience (Gummerus, 2013).

Experience is formed throughout all phases of decision-making and consumption processes 
(Jain et al., 2017) in the consumer’s phenomenological lifeworld context (McColl-Kennedy et al., 
2015). Although such spatial contexts denote an externally observable space, it is not always 
the case. This implies that phenomenological experience not always observable (Lipkin, 2016) 
and therefore can become inner realism (Helkkula & Kelleher, 2010). The subject’s circular 
and nonlinear interpretation and sense-making are constructed on individual (and sometimes 
collective) visible and invisible actions and interactions (Caru & Cova, 2015; Dube & Helkkula, 
2015; Heinonen et al., 2010; Heinonen et al., 2013; Helkkula & Kelleher, 2010; Helkkula et al., 2012a; 
Lipkin, 2016; McColl-Kennedy et al., 2015; Schembri, 2006). Thus, the shaping of experience is 
undoubtedly constant and dynamic.
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Following an interpretive stance regarding experience, we detect two dominant views. 
The first, the processual view, favors creating subject insights through temporally mapping 
experiences to make them accessible to management. However, the processual view is 
oftentimes considered linear by nature and as a result creates a distorted picture of how 
experience is shaped (Lipkin, 2016). The second, the sense-making perspective, creates rich 
insights into how and what subjects experience based on solid theoretical and philosophical 
underpinnings. Although agreeing that experience can be (re)lived or imaginary and may 
occur in the past, present and future, this perspective leaves untouched how experience is 
shaped temporally and how it evolves over time. The gaps in both views, indicate that we 
do not yet know where and how experience is incepted in both subject-owned experiences 
and subject-provider interactions. The microprocesses of how “pre-experience” evolves into 
“experience” and “postexperience” accordingly remain unclear. This observation is in line 
with the statement of McColl-Kennedy et al. (2015) that research should focus more on how 
experience develops over time. Therefore, this chapter focuses on how experience forms 
and how it evolves. To address this challenge, we coalesce the temporal aspects described in 
the processual view with characteristics of experience in the sense-making perspective. We 
believe these views are complementary and useful in our research quest because the former 
allows us to investigate experience “horizontally” (i.e., involving temporal dimensions and thus 
tracing experience over time) and the latter “vertically” (i.e., focusing on the characteristics 
of experience in situ).

4.3 Methodology

To investigate the inception and evolution of experience, this study takes an autohermeneutic 
phenomenological approach. To illustrate this approach, we commence by briefly discussing 
its origins and then lay it out in detail.

4.3.1 The rationales of choosing hermeneutic phenomenology
Phenomenology was launched in the early 20th century by Edmund Husserl and Martin 
Heidegger, followed by many others, such as Maurice Merleau-Ponty, Jean-Paul Sartre and 
Hans Georg Gadamer. In the word, “phenomenon” refers to “that which shows itself in itself” 
and “logos” to “to let something be seen” (Heidegger, 1962, pp. 51, 57). Thus, phenomenology 
is the way to access the world as we experience it in our daily existence (Van Manen, 2016a). 
It attempts to systematically bring to light, richly describe the structures of, and explicate 
the meanings of our “lived experience” (Van Manen, 2016b). This is based on the idea that the 
world is not what we think but what we live through (Merleau-Ponty, 1962, pp. xvi - xvii). In 
this vein, lived experience is the starting point, and simultaneously the infinite end point, for 
any inquiry, reflection and interpretation in phenomenological research (Van Manen, 2007). 
Phenomenology involves making sense of our world as we “prereflectively” live through it (Van 
Manen, 2016b) and therefore distances itself from any Cartesian duality.

From its creation, phenomenology has fallen into different schools: Husserlian reflective 
phenomenology and Heideggerian hermeneutic phenomenology (see, for example, von 
Hermann (2013) or Sahhar et al. (2022) for further elaboration). While reflective phenomenology 
analytically isolates concepts to describe them, hermeneutic phenomenology’s power lies 
in piercing the essences of phenomena (Gorichanaz, 2017). The former advocates reflective 
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objectivization, and the latter involves empirical investigation in which an observer cannot 
separate him-/herself from the phenomenological process of identifying essences. The 
underlying idea is that one cannot search for “things in their appearing,” including their 
essences, while remaining objectively detached from those things (Langdridge, 2007; Sloan 
& Bowe, 2014). Heideggerian phenomenology sees the subject as being “in the world,” and the 
making-present takes place in hermeneutic understanding (von Herrmann, 2013). Consequently, 
the analysis and interpretation of the text of lived experience are paramount (Bleicher, 2017; Van 
Manen, 2016b) and form the key drivers of hermeneutic phenomenology (Sloan & Bowe, 2014).

Despite both streams advocating a return to things themselves, this study chooses 
hermeneutic phenomenology for three main reasons. First, the capturing of the inception 
and evolution of experience involves careful interpretation of the text of our lived experience. 
Second, temporality plays a generally accepted important role in the investigation of 
experience (Chandler & Lusch, 2015; Heinonen et al., 2010; Helkkula et al., 2012a) and forms 
a cornerstone of hermeneutic phenomenology. Finally, the approach grants access to the 
phenomenon of experience in its most direct and pure form, allowing us to “look into its face.” 
Hence, it offers us the possibility of closely studying, directly describing and interpreting 
essences of our experiences as they show themselves to us.

4.3.2 Operationalization of the autohermeneutic phenomenological approach to 
experience’s inception and evolution
We adopt a first-person introspective approach and orient ourselves directly towards the 
phenomenon at hand, which in our case is our own experience as we live it. Such first-person, 
subjective and introspective techniques take epistemological and axiological assumptions in 
interpretive research to their ultimate conclusion (Shankar, 2000). Introspective approaches 
offer several methodological advantages (Minowa et al., 2012). They amplify reflexivity (Brown 
& Reid, 1997) and merge the roles of researcher and consumer (Gould, 1995), thus providing 
access to fieldwork and infinite data (Brown, 1998). These techniques have previously been 
adopted in consumer and marketing research. Examples are interpretive autoethnography 
(Denzin, 2014), subjective personal introspection (Holbrook, 1995, 2005, 2006) and an 
introspective-praxis approach (Gould, 1991, 2012). Whereas conveying one’s story is part of 
experience in the above techniques, it is at the very center in phenomenological research 
(Denzin, 2014; Hackley, 2016). Therefore, we adopt the latter.

In our search for the “inceptuality” of experience, which refers to where and how 
experience begins, we build on the notion of “inceptual thinking” (Heidegger, 2012b; Van 
Manen, 2016a). This involves the “inceptual reduction” that invites us to orient ourselves to 
the origin of the phenomenon, in essence, the very moment where something shows itself or 
where that which gives itself gives itself (Heidegger, 2012a). A careful analysis is necessary 
because experience can begin in unforeseen and unplanned ways. Phenomenologists have 
even stated that it can occur as a gift or a bestowal of grace (Van Manen, 2016a). Inceptual 
thinking supports the identification of emergent patterns in how a phenomenon comes into 
being (Van Manen, 2016a). Specifically, in our case, this thinking can be of help in tracing the 
beginning or trigger of experience.

Furthermore, we aim to comprehend the shaping process of experience. To meet this 
objective, we focus on the temporality of experience by recording how it appears to us over 
time, from inception to past, present, and future, as well as in lived and imaginary forms (e.g., 
Helkkula et al., 2012a).
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We trust earlier scholarly work to provide guidance in conducting autohermeneutic 
phenomenological research. For example, several concrete guidelines have been proposed 
(Sahhar et al., 2022) that are especially valuable for the comprehensiveness and applicability 
of the approach. Below, we briefly elaborate on these guidelines and apply them to our study. 
Following these guidelines enables us in conducting the empirical research to better understand 
the inception and evolution of experience.

1. We center the self as subject and object of observation. Since experience is dynamic (Helkkula et 
al., 2012a; Thompson et al., 1989) and can be prone to sudden twists (Van Manen, 2016a), and 
its inception and evolution are a black box, we direct ourselves towards the entire experience 
spectrum.

2. The second guideline teaches us to value the ordinary. In this study, such “ordinary” experiences 
are from the perspective of the consumer and customer, for example, experiences that occur 
in direct and indirect interactions with service providers. These can range from visiting a 
museum to placing an online order or working out in the gym. Especially such daily and 
ordinary events contain everyday intelligibility, which is in line with our scientific endeavor 
to discover, describe and analyze everyday social phenomena (e.g., Rodriguez and Ryave, 
2002). Furthermore, as experience often remains taken for granted and thus goes unnoticed, 
unremembered and unrecounted (Gorichanaz, 2017), taking note of ordinary activities can 
help to prevent this.

3. The third guideline proposes that we embrace eclectic techniques. In bringing our experiences 
to light, we deploy four different techniques that are in line with systematic self-observation 
principles (e.g., Gorichanaz, 2017; Rodriguez and Ryave, 2002): interval, event-contingent 
and free-format narrative recording and in situ self-interviews. In interval recording, we 
register our experience at specific moments in time, in our case, just before lunch during 
workdays, which allows us to archive experience in a dedicated fashion. Event-contingent 
recording takes note of experiences when an event, such as a service encounter, occurred. 
Thick descriptions are freely created in free-format narrative recording, and in situ self-
interviews capture experience in detail. This involves the visceral sensation in the moment, 
a need that has been pointed out in service research (Becker & Jaakkola, 2020). Questions of 
a phenomenological nature give direction to self-interviews. Examples are “Tell me about 
your experience right now” and open questions such as “How are you living through this 
experience, and what does it mean to you?”

4. A guiding principle in analyzing our data is to move along the hermeneutic circle (Gadamer, 
1982; Heidegger, 1962). This refers to the continuous sense-making process of moving back 
and forth between individual parts and the overall text (Dreyfus, 1991; Helkkula et al., 2012a; 
Sloan & Bowe, 2014). This process of zooming in to specific parts and zooming out to the whole 
aims to create sensible meaning (Laverty, 2003). The lived existentials of Van Manen (2016a) 
– relationality, corporeality, spatiality, temporality, and materiality – can provide support 
(Sloan & Bowe, 2014).

5. To safeguard the depth of the think piece is key in autohermeneutic phenomenological work. By 
continuously challenging ourselves in terms of several elements (e.g., descriptive richness, 
interpretive depth and experiential awakening), we aim to render an in-depth picture of the 
inception and evolution of experience that is appealing to our readers.
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The first author was responsible for the data collection, which took place over a period of 
nine months. He managed to collect a total of 83 lively tales that totaled 169 pages. The first 
author worked on the sense-making and analytical process. The second author cross-checked 
interpretations and writings in depth. The second and third author challenged the first author 
to clarify certain aspects of the text. Finally, all authors ensured that the study adhered to 
phenomenological principles throughout. 

4.4 Tales from the field

From the outset, as is typical of phenomenological research, we shelve any claim that our study 
will produce objective, simplified, scientific concepts of truth (Smythe et al., 2008) that oftentimes 
“delive” and “dehydrate” experience (Harman, 2007). Instead, we examine a direct description 
of our experience and, through a careful interpretation of our inquiry, distill common themes. 
To make our message comprehensive and simultaneously readable, we lay out an exemplary 
narrative in Table 4.1. It presents a fine-grained illustrative experience and typifies the inception 
and evolution of experience. For additional explanatory power, we offer three additional tales in 
Table I in Appendix A. Next, we characterize the inceptions and evolution of experience.
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4.4.1 An exemplary autohermeneutic phenomenological account of experience

Table 4.1 An example of a tale and the analysis in terms of inception and evolution

Experience tale Inception (I)
Labeled I1…n and marked as italics

Evolution (E)
Labeled E1…n and marked as underlined

Tale 1. Thursday, 5 March 2020, Paris
“It has been a day packed with meetings,” I sighingly tell my girlfriend, Isabella. After a hard day 
of work [I1], we decide to go to the gym to attend the intensive yoga workout at 20.00. The best yoga 
master [I2], according to many people who visit the same gym, organizes the session. Dressed in 
our sports outfits, I and Isabella are on our way to the gym. I listen with great curiosity to the 
positive experiences Isabella shares about last week’s yoga workout, which gradually builds 
up my expectations [E1]. Upon our arrival, the coach behind the entrance counter hands me the 
new bracelet [I3] for checking in. “You’re the first client to receive one!” he mentions. Previously, 
people used to have a credit card-like card, which was easy to damage or lose [E2]. I feel happily 
surprised and look at my new bracelet with the gym logo, “Circle of Form,” on it. I am excited 
about the workout and quickly descend to the locker room to store my backpack in a locker. 
Shortly afterwards, I enter the yoga room, in which the yoga master has created an atmospheric 
vibe. The gentle lighting for the start of the session, typical incense of Papier d’Arménie and relaxing 
music [I4], welcome and absorb me in the room. Even though my expectations had already 
accumulated to a certain level in advance, I did not foresee this [E3]. Positively surprised and 
experiencing a feeling of delight with additional curiosity about what the yoga master has to 
offer, I install myself at the center of the room in such a way that I can monitor his movements 
and positioning in the mirror. Two minutes later, the session starts. It commences with some 
simple warm-up movements. After five minutes, the yoga master increases the volume of the 
music and brightens the lighting, depicting an acceleration in the pace, rhythm, and intensity 
of the session [E4]. Moments after that, I move from the Warrior II movement to the Triangle 
pose, after which I find myself in the classical plank position that toughens upper-body 
muscularity and improves strength and stamina. At that moment, I notice that the woman 
behind me disturbs the pleasant flow of movements [I5][E5]. Struggling to find her position while 
her yoga mat slips away, she bumps into my yoga mat several times. This continuously disturbs 
me from achieving proper positioning and conducting the movements in the right way [E5]. 
The woman seems to be unaware that she is interrupting me. With slight frustration, I attempt 
to move forward but struggle to do so, as the room is packed with people. To the best of my 
ability, I continue my workout but seem to be distracted and blocked from the pleasant flow 
I was hoping for. Still, shortly after the yoga session, I decide to finish the workout with a 
twenty-minute strength workout. Even though many people are in the strength room, I feel 
like I recover my rhythm while listening to my favorite workout playlist [E6]. I finish off with a 
recovery in the sauna, and upon arrival at home, I prepare a healthy dinner to recover from the 
gym session. The feeling of accomplishment from a finished workout and enjoying a healthy 
meal helps me disregard the annoying experiences I lived through during the yoga session [E6].

I1. Change in practice
I2. Something out of the ordinary

I3. Surprise / service provider notification

I4. Visceral trigger (scent, color, spatiality) 
experience-in situ

I5. Change / contingency in practice

E1. Other’s experience shapes mine, 
“pre-experience” with service provider 
commences

E2. In situ experience links to lived-through 
experience

E3. Difference in imaginary experience and 
reality

E4. Building up of previous experience

E5. In situ experience affects previous and 
imaginary experience through another 
subject’s interruption

E6. In situ experience attenuates lived-
through experience and returns to flow
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4.4.2 Characterizing inceptions
Inceptions can be understood as sparks or triggers that create motion in a subject’s experience. We 
witnessed omnifarious elements that incept a subject’s experience. In characterizing them, we merged 
the inceptions of Table 4.1 and Table I in the Appendix (of which the tales are labeled Tale A#) into 
several common themes, which we describe below.

Change in practice can be understood as contingencies in routinized activities and can cause 
experience to incept. Tale 1 clearly presents how such variations bring the experience of the subject 
to the front of the mind. In essence, something occurs in the flow of the subject’s practice that activates 
the subject’s experience. Whether this is an endogenous change of routine (see, for example, Tale 1 
[I1], “After a hard day of work, we decide to go to the gym”) or an exogenous contingency in situ (see, 
for example, Tale 1 [I5] “the woman behinds me disturbs the pleasant flow of movements”), it activates 
the subject’s experience.

Uniqueness or something out of the ordinary can drive a subject’s experience as it drives the subject to 
notice something out of the ordinary, something unique or exciting, which thereby triggers experience. 
Whether this is something unique, as illustrated in Tale A3 [I6] (“The waiters are moving effortlessly 
through the small wooden tables encircled by clients enjoying their meal. It seems like they are not 
even aware of being served in such a pleasant and automatic way”) or something out of the ordinary, 
such as the best yoga master organizing a sports session, as presented in Tale 1 [I2], the subject receives 
something that moves his/her experience.

Visceral triggers are present in the experience spectrum and spark a subject’s experience based 
on, for example, sensorial or corporal, material, and spatial aspects. Typical examples are scent 
(Canniford et al., 2017), striking colors, or feelings. Such triggers oftentimes occur in situ, which can 
also be a touchpoint of a service provider. A typical example appears in Tale A3 [I9]: “We stand in the 
queue, and every time the electric door opens, the scent of tasty food meets me.” This represents a 
repetitive activation of experience through intriguing visceral experiences. In a similar vein, Tale 1 [I4] 
demonstrates how visceral triggers can occur: “I enter the yoga room, in which the yoga master has 
created an atmospheric vibe. The gentle lighting for the start of the session, typical incense of Papier 
d’Arménie and relaxing music.” The scent and welcoming feeling of entering a space demonstrate well 
how visceral sparks throughout and within touchpoints can activate experience.

Service provider notifications exemplify triggers that are created by organizations, either on purpose 
or not, to activate their customers’ experiences. Ideally, such triggers spark the subject’s experience in 
a positive fashion, but they can also destroy experience when not conducted correctly. Tale A2 [I1–I4] 
exemplifies how multiple service provider notifications can crystallize in practice. [I1] demonstrates 
how a subject receives a notification via an app that a food order will be delivered soon. Building upon 
this, the service provider repeatedly sends updated notifications to the customer. In another setting, 
Tale 1 [I3] illustrates that a service provider’s action can notify or positively surprise a customer: “Upon 
our arrival, the coach behind the entrance counter hands me the new bracelet for checking in. “You’re 
the first client to receive one!” he mentions.”

Subjects’ triggers are activated by other subjects who somehow affect the focal subject’s lived 
experience. Such moments of endogenous inception can occur independently of service providers, 
even though the subject finds him-/herself in a touchpoint with a service provider. Tale A3 [I10] 
illustrates this: “My curiosity is still on, being bolstered by the happy clients leaving the store with a 
bag full of excellent food.” Subjects’ triggers can also work in a negative way, as Tale 1 [I5] exemplifies: 
“At that moment, I notice that the woman behind me disturbs the pleasant flow of movements. 
Struggling to find her position while her yoga mat slips away, she bumps into my yoga mat several 
times.” Obviously, such triggers make it difficult for service providers to control a subject’s experience.



Illuminating the Inception and Evolution of Experience   |   69

4

Suddenness manifesting in moments of insight can mobilize experience. Typically, a subject 
experiences moments of suddenness when unforeseen activities occur. An example appears in 
Tale A1 [I1]: “From this point of departure, the long wait is over, as the book surprisingly found 
its end destination in the mailbox.” Suddenness typically demonstrates the erratic behavior of 
experience, consisting of sudden twists and turns.

Nostalgic recollections are the subjects’ remembered experiences situated within other 
temporal frames (Ryynänen and Heinonen, 2018). In our case, we witnessed nostalgic recollections 
of the very first time a subject experienced something. In particular, experiences that contain 
personal significance, special meaning or sensorial appeal can be nostalgically recollected. Such 
recollections of the first experience of something triggers the subject in situ and often seem to 
act as references for other experiences. Tale A3 [I3 and I4] illustrates this in detail: “I instantly 
recognize his voice. A kind waiter, with a classic haircut and outfit, and always very polite. The 
first time we had dinner, he mentioned, ‘I wish you a wonderful continuation of your meal.’ Never 
had a waiter wished me that when serving our meal. I oftentimes think back on that moment, the 
first dinner at the Baligan. The first was the most immersive and impressive one to me. It feels like 
all the experiences after trace back to that initial moment.” Subjects can reminisce in situ towards 
this lived-through experience.

Paradoxes in experiences across time frames, which can be understood as contradictions between 
lived-through, present or imaginary experiences, can ignite a subject’s experience. For example, if 
a subject has previously experienced something in a certain manner that is not in line with an in 
situ experience, a feeling of a paradox can arise. Tale A3 [I7] shows this: “Dropping off our books 
at the thrift shop was easy. The clerk working at the shop helped us drop off our heavy shopping 
bags. I thanked the clerk, knowing that not all thrift shops are so easygoing and helpful.” A similar 
effect might occur when imaginary experiences are misaligned with what takes place in reality; 
that is, the subject’s expectations cannot relate to what is experienced in in situ reality. Tale A3 [I11] 
reveals this issue: “Not what I am used to. Charcutiers and butchers in Paris usually have terrine 
that is very powerful in its taste. This one is different. I am disappointed [I11][E9]. My expectations 
accumulated over time and were sky-high.”

4.4.3 Characterizing evolution
Experience is temporal in nature (Helkkula et al., 2012a). However, how experience is continuously 
shaped across different time frames needs further attention. Our findings show in detail how 
experience is shaped over time.

We categorize the evolution of experience in three experiential time frames: 1) lived-
through, 2) in situ and 3) imaginary. Lived-through experience is experience about the past, in 
situ experience is in the present, and imaginary experience is about the future. We purposively 
characterize the evolution of experience as such instead of the classical past – present – future. 
Our experiential time frames (i.e., lived-through, in situ and imaginary) are all different forms of 
experience, while the classical past – present – future are temporal depictions of time frames. We 
cannot experience “in the past” or “in the future”; instead, experience always “is,” as lived-through, 
in situ and imaginary.

How do these experiential time frames relate to each other? From our own experiences in daily 
life, we notice that lived-through experience shapes in situ experience, in situ shapes imaginary, 
and vice versa. Additionally, lived-through experience can also shape imaginary experience and 
can be reshaped in turn. To illustrate this, we exemplify the reciprocity between the different 
time frames.
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Reciprocity between lived-through and in situ experience. Lived-through experience can shape in 
situ experience and vice versa. Tale A1 [E2] explicates lived-through experience actively shaping 
in situ experience: “Because of the earlier deceptive delivery process, I maintain my skeptical 
feeling.” Similarly, lived-through experience can be decisive for in situ experiences, as Tale A2 [E1] 
shows: “I order a meal via food and delivery platform Deliveroo. Based on previous experiences, 
I choose one of my favorite Asian fried chicken restaurants, ‘Fry Brothers.’” Tale A3 [E3] exposes 
the reminiscence of experience, referring to a lived-through experience actively shaping an in 
situ experience: “Back in the car, we decide to call one of our go-to restaurants, Le Baligan. I 
instantly recognize his voice. A kind waiter, with a classic haircut and outfit, and always very 
polite. The first time we had dinner, he mentioned, ‘I wish you a wonderful continuation of your 
meal.’” However, lived-through experience not only shapes in situ experience but also can work 
the other way around; hence the reciprocity. For example, in situ experience can put lived-through 
experiences in another light, as expressed by Tale A3: “Next, the customer service representative 
organizes a new delivery and promises a discount voucher as compensation for the faulty delivery, 
turning what I previously felt into something positive. Simultaneously, I notice that I remain 
slightly insecure.”

Reciprocity between in situ and imaginary experience. Similar to the above, we have witnessed 
reciprocity between in situ and imaginary experience. In situ experience can actively shape a 
subject’s imaginary perspective; in essence, something in the present can shape something about 
the future. For instance, in Tale A2 [E2], “The ordering process goes fluently, and within a couple 
of minutes, I receive a notification via the Deliveroo app: “Your order will be delivered by Kamel” 
[I1]. I feel like my experience is (re)activated in some way, which creates a feeling of looking 
forward to receiving the meal.” Similarly, Tale A1 [E9] demonstrates how imaginary experience 
is shaped in situ: “Although the scent invites me, the taste is very subtle. Not what I am used to. 
Charcutiers and butchers in Paris usually have terrine that is very powerful in its taste. This one 
is different. I am disappointed.” Earlier in Tale A1 [E1-2], we witnessed imaginary experience 
being informed in situ by other subjects: “Lunch at Jeff Cuisine in Cabourg is the plan. A local 
restaurant that prepares meals completely from its self-grown products, earning the best notes 
on TripAdvisor. That would promise something, I tell myself.” Alternatively, a case of imaginary 
experience shaping in situ experience can be found in the following extract: Even though my 
expectations had already accumulated to a certain level in advance, I did not foresee this” (see 
Tale 1 [E3]).

Reciprocity between lived-through and imaginary experience. Less obvious, yet present, are lived-
through and imaginary experiences that impact each other. Although these entail experiential 
time frames that are rarely connected, an imaginary experience can, for example, put the lived-
through experience in a different perspective. Imagine going for the first time to a Michelin 
starred restaurant. There are high chances that your imaginative experience has already put 
lived-through experiences of other “high-class” restaurants in a different perspective. From our 
tales, we witnessed an example in Tale A3 [E10], which illustrates imaginary experience being 
adjusted by lived-through experience and vice versa: “Still, I am left with a questionable view of 
the charcutier in Caen.” Beforehand, imaginary experiences of the charcutier were positively high, 
but the lived-through experience put that previous – and any future – imaginary experiences in 
another perspective. Hence, we note that lived-through experience and imaginary experience can 
shape and reshape each other.
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4.5 The Triple-Infinity Loop of Experience

The tales elicited from our autohermeneutic phenomenological study have revealed the erratic, 
dynamic and temporal nature of experience. Inceptions can occur at any moment in time. They 
can consist of more or less foreseen experiences, such as routinized service provider notifications, 
or they can be deeply unforeseeable, even catching subjects off guard, such as visceral triggers, 
suddenness and paradoxes in experiential time frames. Furthermore, the dynamic and temporal 
nature of experience is portrayed by the reciprocal relationships between lived-through, in situ 
and imaginary experience. These different experiential time frames can shape and reshape each 
other.

Figure 4.1 The Triple-Infinity Loop of Experience
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In zooming out and coalescing the findings, we present the inceptions and evolution of 
experience in the “Triple-Infinity Loop of Experience” (see Figure 4.1). The figure exhibits the 
continuous shaping process throughout the evolution of experience. Lived-through experience is 
about the past, in situ is in the present, and imaginary experience is about the future. These three 
experiential time frames can inform and carve each other. Throughout these frames, inceptions 
might occur. As Figure 4.1 illustrates, such inceptions trigger a subject’s experience across the 
experiential time frames and activates more vivid movement through them. The Triple-Infinity 
Loop of Experience displays an integral view of the inception and evolution of experience. Hence, 
it can be used as a comprehensive framework to increase our understanding and anticipation of 
experience.

4.6 Discussion

4.6.1 Reflections
Experience is at the core of the marketing realm and has received increasing interest from scholars 
and practitioners in efforts to understand, design and manage it (De Keyser et al., 2020). Recent 
processual and phenomenological perspectives in the marketing literature have often observed 
experience over time in journeys (Hamilton & Price, 2019) and underscored that experience 
is subjective, dynamic, temporal, and fluid in character (e.g., Ellway and Dean, 2016; Yakhlef, 
2015). Along this progression in the literature that has emphasized the complexity of experience, 
experience has also become more challenging to understand and manage because of the increasing 
complexity of journeys (Cambra-Fierro et al., 2018; Lemon & Verhoef, 2016).

Despite studies accentuating the scholarly interest in experience, we note two main lacunas 
at a microfoundational level, prompting us to create a deeper understanding of experience. First, 
regarding the formation of experience (Hellén & Gummerus, 2013), how experience incepts, in other 
words, how it “ignites” or begins its motion for subjects throughout their journey, remains unknown. 
Second, with regard to the temporal microprocesses of experience, how experience evolves 
over time continues to be opaque. It is vital to resolve these omissions to support practitioners 
in comprehending consumer/customer behavior (Lanier & Hampton, 2009) and develop fitting 
marketing strategies (Brakus et al., 2009). In response, this chapter aims to zero in on how experience 
is formed and evolves and deploys an autohermeneutic phenomenological lens to obtain direct 
access to our daily experience of being a consumer and customer in its purest form.

The findings reveal that inceptions may occur at any moment in time across different 
experiential time frames. We identify eight distinct inceptions, as depicted in Figure 4.1. Some of 
these can arise in an unanticipated – almost capricious – fashion, while others are less random 
and can be perceived as foreseeable by subjects. With regard to the evolution, we propose three 
interrelated experiential time frames that are mutually constitutive in multiple ways. These 
findings show that experience is erratic in nature, and how experience ignites and moves over 
time is sometimes even mystifying.

4.6.2 Theoretical contributions
The current study proposes four core theoretical contributions to the realm of experience in the 
marketing literature, which has focused particularly on the nature, origins and temporality of 
experience in the subject’s lifeworld (Chandler & Lusch, 2015; Heinonen et al., 2019; Heinonen et al., 
2010). First, this study offers a more profound understanding of how experience(s) in consumption 
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processes of service are formed and evolve over time. To our knowledge, we are the first in the 
marketing field to introduce the notion of inceptions and provide rich empirical support. We postulate 
that inceptions can help us better understand the formation processes of experience (Hellén & 
Gummerus, 2013).

Second, building further on studies that have pointed to the temporal characterization of 
experience (Helkkula et al., 2012a), we demonstrate how experience unfolds over time and offer a 
more nuanced conceptualization of this process. The findings uncover three interrelated experiential 
time frames (lived-through, about the past; in situ, in the present; and imaginary, about the future) 
that shape each other in multiple ways. We display this process in what we call the Triple-Infinity 
Loop of Experience.

Third, journeys have become a research area in marketing that has received increasing interest. 
We contribute to this domain by providing more contextual detail for journeys (Hamilton & Price, 
2019) through the proposed inceptions and experience time frames. Complementing the extant focus 
of managerial stimuli (Becker & Jaakkola, 2020), we offer a wide range of factors that can trigger 
experience at any point in a subject’s journey.

Finally, we attempt to contribute to the methodological ground of the investigation of experience. 
While researchers have highlighted that experience is phenomenologically determined by subjects 
(Vargo & Lusch, 2016), the current methodological palette mainly deploys techniques that observe 
experience from a distance, that is, from an objective outsider’s perspective. Instead, we demonstrate 
the potential of an autohermeneutic phenomenological approach in examining and interpreting 
experience from a pure firsthand perspective. We hope to promote enthusiasm in other scholars 
interested in investigating experience and fuel the discussion of the methodological quest for 
experience.

4.6.3 Managerial implications
Understanding and managing experience continues to be a challenge for organizations (Edelman & 
Singer, 2015; Rawson et al., 2013), yet it is a vital premise for sustainable business performance. This 
study confirms the high complexity and variability of experience (Cambra-Fierro et al., 2021). The 
findings demonstrate that experience can be volatile throughout different experiential time frames in 
a consumer’s journey. Exemplary factors in this complexity are the unpredictability of inceptions, the 
fact that lived-through and imaginary experiences can impact in situ experiences, and the independent 
agential character of experience. Consequently, we do not deny that organizations may perceive that 
understanding and managing experience are bewildering tasks.

While this study expands the rather complicated ramifications of experience, we simultaneously 
offer deeper insights for marketing managers into where and how their customers’ experience 
commences and how it emerges over time. Inceptions are beneficial in helping managers to better 
comprehend when and how certain experiences arise. This subsequently offers marketing managers 
the opportunity to anticipate variabilities, or contingency factors (Becker & Jaakkola, 2020), in 
customers’ experience throughout their journey. In addition to providing insights, inceptions can also 
be deployed as sophisticated and novel techniques to trigger the customer’s experience in a provider-
controlled fashion. In other words, marketing managers can create artificial triggers to positively 
stimulate customer experience, contributing to a customer’s state of mind and happiness. For example, 
a service provider can initiate a notification to a customer to bring – in situ – the customer’s experience 
positively into motion. Additionally, because of the interrelatedness of the three experiential time 
frames, a service provider can spark a customer’s experience through nostalgic recollections, making 
the customer re-experience lived-through experiences.
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Furthermore, the Triple-Infinity Loop of Experience can act as a support for marketing 
managers in comprehending how experience evolves over time, especially within consumer or 
customer journey perspectives (Hamilton & Price, 2019; Lemon & Verhoef, 2016). The Triple-Infinity 
Loop of Experience demonstrates that a subject’s experience is dependent on and shaped through 
three different experiential time frames. This is oftentimes underestimated, as organizations 
focus mainly on experience in situ, and the strong interrelatedness of experiential time frames 
is overlooked. In adopting experiential time frames and their relation with each other, managers 
will be better equipped to understand and monitor where to influence customers’ experience 
throughout their journey. Overall, these contributions help managers to better understand and 
manage customer experience and improve service strategy and innovation (Heinonen & Strandvik, 
2015).

4.6.4 Limitations and future research
This study focuses on understanding the inception and evolution of experience through an 
autohermeneutic phenomenological approach. While this study contributes to understanding 
experience and provides a basis for managing it, it also has limitations and areas for future 
research. Although we managed to uncover a typology of inceptions taking place in a subject’s 
journey, a further distinction in inceptions within subject-owned and provider-owned experiences 
(Grönroos, 2017) would be helpful to create a better understanding of how inceptions contribute 
to the emergence of experience. Furthermore, this study was explorative in nature and aimed 
to arrive at a closer understanding of the inception and evolution of experience. Nevertheless, 
it does not consider the efficacy of how inceptions affect experience, which would be especially 
helpful in comprehending the effectiveness of how provider-owned experiences affect customers’ 
experiences. Finally, we are the first to employ an autohermeneutic phenomenological approach 
to experience in marketing. Despite its great potential, as known in the autohermeneutic 
phenomenological tradition (Sahhar et al., 2022), there is no one methodological recipe for 
success, making it impossible to set a single set of fixed methodological steps.

In conclusion, we are confident that this study opens a plethora of avenues for future research. 
It paves the way for further substantive research into the deeper ramifications of experience. 
This would notably assist scholars and managers in understanding experience in consumers’ 
lifeworlds, within and outside interactions with service providers, which supports managers’ 
capabilities to improve and innovate service propositions. In addition, we demonstrate the power 
and versatility of autohermeneutic phenomenology in experience, which provides a basis for 
further refinement of its methodological underpinnings and applicability to marketing theory 
and practice.
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Abstract

Purpose – The purpose of this study is to identify the practices used by service providers to 
manage the customer service experience (CSE) across multiple phases of the customer journey 
in a business-to-business (B2B) setting.

Design/methodology/approach – This study comprises an ethnography that investigates in real-
time, from a dyadic perspective, the CSE management practices at two service providers operating 
in knowledge-intensive service industries over a period of eight months. Analytically, the study 
concentrates on critical events that occurred in phases of the customer journey that in some way 
alter CSEs, thus making it necessary for service providers to act to keep their customers satisfied.

Findings – The study uncovers four types of service provider practices that vary based on the 
mode of organization (ad hoc or regular) and the mode of engagement (reactive or proactive) and 
based on whether they restore or bolster CSE, including the recurrence of these practices in the 
customer journey. These practices are conveniently presented in a circumplex typology of CSE 
management across five phases in the customer journey.

Research implications – This chapter advances the research in CSE management throughout the 
customer journey in the B2B context by showing that CSE management is dynamic, recurrent, 
and multifaceted in the sense that it requires different modes of organization and engagement, 
notably during interaction with customers, in different phases of the customer journey.

Practical implications – The circumplex typology acts as a tool for service providers, helping 
them redesign their CSE management practices in ongoing service and dialogical processes to 
keep their customers more engaged and satisfied.

Originality – This chapter is the first to infuse a dyadic stance into the ongoing discussion of 
CSE management practices in B2B in which studies to date have deployed only provider or 
customer perspectives. In proposing a microlevel view, the study identifies service providers’ 
CSE management practices in multiple customer journey phases – especially when the situation 
becomes critical.

Keywords – Customer service experience management, customer journey, dyadic perspective, 
ethnographic study, critical events, B2B knowledge-intensive services
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5.1 Introduction

Understanding the customer experience is key in all service businesses (Helkkula, 2011; Zomerdijk 
& Voss, 2010). However, service businesses find it challenging to manage a desired customer service 
experience (CSE) in ongoing service processes and customer journeys. To remedy this situation, 
businesses have begun to prioritize understanding what their customers experience and when, 
and they are creating entire departments to investigate, manage, and build value promises aimed 
at providing a “smooth” CSE across the entire customer journey (Siebert et al., 2020). Hence, it 
comes as no surprise that the concept of CSE has gained increasing traction in marketing practice 
as well as theory, starting from the idea that service quality and perceptions of service offerings 
are relevant and can be managed (e.g., Grönroos, 1984; Parasumaran et al., 1988).

Currently, however, managing CSE is highly complex and increasingly challenging (Edelman 
& Singer, 2015; Rawson et al., 2013). The marketing literature is increasingly finding that CSE is 
subjective, dynamic, and context-dependent (e.g., Ellway and Dean, 2016; Helkkula, 2011; Helkkula 
et al., 2012a; Yakhlef, 2015). In general, such studies show that CSE is a lived and subjective 
experience and, in a sense, a multifaceted construct (Becker & Jaakkola, 2020) that is difficult 
to grasp, let alone manage (e.g., Schembri, 2006). CSE is thus susceptible to changes across the 
multiple phases and touchpoints of the customer journey (Lemon & Verhoef, 2016; Patrício et al., 
2011; Zomerdijk & Voss, 2010) and even beyond (Grönroos, 2017).

CSE and customer journeys are not unique to business-to-consumer (B2C) markets but are 
similarly present in B2B markets and equally relevant (Roy et al., 2019). They both emphasize that 
the interactions between service providers and customers are “experienced” (Witell et al., 2020). 
However, in B2B, customer journeys appear to be more complicated for various reasons. First, 
they entail multiple actors (i.e., decision-making units, DMUs), with each having distinct roles and 
objectives in various phases of the purchase process (Cortez & Johnston, 2017; Zolkiewski et al., 
2017). Second, service offerings are often regarded as more complex and difficult to standardize 
in nature as opposed to those in B2C markets (Forkmann et al., 2017). Third, service provision 
requires frequent and different modes of interactions between service providers and customers 
(Medlin, 2004; Mikolon et al., 2015), depending on the phase in the customer journey (Witell et 
al., 2020).

Despite its relevance to B2B markets, only a few studies have investigated how the CSE 
is managed throughout the customer journey. Such studies are largely aimed at providing a 
conceptual strategic framework for CSE management of customer journeys (Zolkiewski et al., 
2017) or practical guidance on how to manage or design customer journeys (De Keyser et al., 
2020; McColl-Kennedy et al., 2019; Witell et al., 2020). However, there is still a lack of knowledge 
about how service providers actually manage CSE in terms of concrete practices in a B2B context 
throughout the customer journey, an observation that is in line with the service literature (Jain 
et al., 2017; Lemon & Verhoef, 2016; Ostrom et al., 2015). The studies that have investigated CSE 
management have adopted either the customer/user perspective (De Keyser et al., 2020; McColl-
Kennedy et al., 2019; Zolkiewski et al., 2017) or a service provider perspective (Witell et al., 2020).

Despite the literature’s suggestion that service providers as well as customers play an 
important role in the service delivery process (e.g., Tommasetti et al., 2017; Virlée et al, 2020) and 
thus in CSE formation, CSE management has been investigated in separate vacuums. This limits 
our theoretical and practical understanding of how service providers manage CSE in interactions 
with their customers during the customer journey, which consequently creates a palpable concern 
for several reasons. Studies from the customers’ perspective are incomplete as they capture only 
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those practices that are noticeable by customers. Studies from the firm perspective are incomplete 
because they do not include customers’ reactions to and engagement in practices, thereby leaving 
the practices’ efficacy unexamined. Furthermore, both views underexpose CSE’s highly interactive 
nature in which both parties coproduce solutions and play a key role in their formation.

A dyadic perspective of CSE management has the potential to resolve these concerns because it 
does consider service provider practices in customer–service provider interactions and relationships 
(Lipkin, 2016) throughout the customer journey. Such an analytical approach permits us to closely 
investigate the microfoundations of the coproduction (Tommasetti et al., 2017; Virlée et al., 2020) 
and broader cocreation (Grönroos & Gummerus, 2014) relationship between customers and service 
providers. Hence, this chapter adopts a dyadic perspective on CSE management and is guided by 
the following research question: “How do B2B service providers in business relationships manage 
CSE in terms of practices throughout the various phases of the customer journey?”.

In line with previous studies in the service research (Grönroos, 2017; Grönroos & Voima, 
2013; Holmqvist et al., 2020), we deploy a microlevel perspective to build managerially relevant 
understandings of CSE in the customer journey from a dyadic perspective. To account for the 
microlevel, this study employs an ethnographic approach to delve into the dynamics of service 
providers’ CSE management practices in their ongoing efforts to manage CSE in their interactions 
and relationships with customer throughout the customer journey. Consistent with other 
contributions in the service literature (e.g., Echeverri and Skålén, 2011; McColl-Kennedy et al., 
2015), we adopt a practice lens (Reckwitz, 2002; Schatzki, 1996; Warde, 2005) to examine in greater 
detail the routinized and nonroutinized actions and modes of engagement of service providers 
that maintain, balance, or otherwise address CSE in their customer relationships.

Empirically, we draw on two in-depth case studies: a B2B training company and an IT 
consulting firm. Both firms are based in the Netherlands and provide so-called knowledge-
intensive business services (e.g., Aarikka-Stenroos and Jaakkola, 2012). One firm provides complex 
IT monitoring solutions, and the other provides professional development training in hard 
and soft skills to firms facing complex organizational change. Due to the knowledge-intensive 
nature of their services provided, both firms maintain intensive contact with their customers, 
and frequent interactions are necessary to ensure a desired CSE. Rich- and fine-grained data are 
gathered through multiple sources during intensive research involving eight months in total. 
Analytically, we focus on critical events that occur in the relationship between the service provider 
and customers. The literature has demonstrated that critical events can have a decisive impact 
on business relationships (Tidström & Hagberg-Andersson, 2012), causing the parties to act and, 
as such, forming an important source of data (Czarniawska, 2004). In this chapter, critical events 
are defined as occurrences that may positively or negatively alter CSEs and have the potential or 
the actual ability to create adverse outcomes for the customer.

This study advances contemporary theory and practice on CSE management in multiple ways. 
Primarily, it contributes to CSE management throughout the customer journey in the B2B literature, 
which is different from traditional approaches in the service research. It reveals four distinct types 
of practices – made visible in a circumplex typology – that vary by mode of organization and mode 
of engagement employed by service providers to either bolster or restore CSE in particular phases 
of the customer journey. It shows that CSE management is a dynamic and critical act that consists 
of carefully balancing practices with different “modes of organization” (ad hoc or regular) and 
“modes of engagement” (reactive or proactive) that reoccur during the customer journey. While 
the extant literature highlights the importance of reactiveness (also referred to as responsiveness) 
in service recovery (Parasuraman et al., 1988; Virlée et al., 2020) as a distinct process in customer 
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journeys (Van Vaerenbergh et al., 2019), we show that service providers can also bolster (i.e., boost 
or (supplementarily) enhance CSE in such a way that it surpasses its regular order) CSE through 
a proactive mode of engagement consisting of constructively exploring solutions to emerging 
problems in the customer journey. Reactive engagement typically restores CSE (i.e., stabilizes or 
repairs CSE and returns it to its normal order). In the circumplex typology, we also display the 
recurrence of the practices, which makes it possible to see at a glance which practices (including 
their nature) are more commonly conducted in a particular phase of the customer journey. Second, 
with its analytical focus on critical events and typology of CSE management practices, this study 
contributes to the effective solutioning literature (e.g., Hakanen and Jaakkola, 2012; Storbacka, 2011) 
by offering a broader range of service provider practices that help solve customer problems in 
ongoing service processes. Third, the current research approach to studying CSE from a dyadic 
perspective on a microlevel opens up novel ideas to deepen the – underinvestigated – domain of CSE 
management in more general terms and for other contexts. Finally, the findings and especially the 
circumplex typology offer practitioners support to better understand their responses in managing 
CSE across multiple phases of the customer journey, a process that indeed appears to be a challenge.

The remainder of this chapter begins with a brief overview of how CSE and customer journeys 
have been conceptualized and investigated in the literature to date, touching on CSE management 
throughout the customer journey. Next is the method followed by the findings section, which 
presents the service provider practices in detail and develops towards the circumplex typology for 
CSE management. The chapter concludes with a discussion that covers a discussion, theoretical 
contributions, managerial implications, and avenues for future research.

5.2 Status Quo

5.2.1 CSE
The traditional service literature has conceptualized CSE as customers’ judgment of services; it is 
usually captured by perceptions of service quality (Grönroos, 1984; Parasuraman et al., 1988; Woodruff, 
1997). More recently, the literature has argued that customers can also perceive value-in-use and thereby 
has directed researchers’ analytical focus to the usage process rather than to outcomes (e.g., Toivonen 
et al., 2008; Macdonald et al., 2016). Building on this processual notion and the aspect of value-in-use, 
scholars have deepened the meaning of CSE in various ways. In particular, service-dominant logic 
and service logic highlight the phenomenological nature of CSE during the creation of value-in-use 
(Grönroos, 2011; Grönroos & Gummerus, 2014; Vargo & Lusch, 2008, 2016), suggesting that the customer 
is both interpreter and contributor (Gummerus, 2013). Such an interpretive approach (Zeithaml et al., 
2020) suggests that CSE is highly subjective in the sense that it is contextually and idiosyncratically 
interpreted and experienced by the customer in service provision processes (Edvardsson et al., 2005; 
Helkkula, 2011; Jaakkola et al., 2015). The chapter adopts this perspective on CSE because it conceives 
of CSE as something that is subject to change for a variety of reasons before, during, and after the 
actual service provision has occurred (Følstad & Kvale, 2018).

5.2.2 Phases and touchpoints in the customer journey
Service customers do not consume a service at a single point in time but are usually engaged 
in what we currently understand as a customer journey. The role of customer journeys in 
mapping and understanding customer engagement processes has largely been addressed in the 
service management literature (Halvorsrud et al., 2016; Rawson et al., 2013; Zomerdijk & Voss, 
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2010). Customer journeys include the events and phases, regardless of whether they have been 
purposively designed, experienced by customers in their communications with service providers 
including their receipt of service offerings (e.g., Følstad and Kvale, 2018; Lemon and Verhoef, 2016; 
Patrício et al., 2011). As such, a customer journey refers to the process in which CSE is accumulated 
and formed throughout phases and across touchpoints.

In B2C, customer journeys are largely product-, brand-, service-, or purchase-focused and 
conceived of as linear in nature, following distinct, successive phases and touchpoints. Examples 
of such phases and touchpoints include the prepurchase, purchase, and postpurchase phases 
(Lemon & Verhoef, 2016) and precore, core, and postcore service encounters (Voorhees et al., 
2017). Others focus on the decision phases in the customer journey, which range from awareness, 
familiarity, consideration, and purchase to, eventually, loyalty (Court et al., 2009); such phases 
are akin to those employed in communication models in advertising (Lavidge & Steiner, 1961).

Customer journeys in the B2B literature are generally conceived as relational processes (Witell 
et al., 2020) with a focus on buying processes and buying teams (Webster & Wind, 1972). Phases 
in such journeys roughly relate to the following sequence: prebid engagement, negotiation/value 
proposition, implementation, and operations, including the various touchpoints (Brady et al., 
2005; Tuli et al., 2007; Witell et al., 2020). Although the phases in the customer journey appear 
to be fixed and irreversible, the literature also indicates that customer journeys can be dynamic 
and bumpy and consist of many iterations (Lemon & Verhoef, 2016). The chapter acknowledges 
this dynamic nature of customer journeys but also understands that service providers in B2B 
settings develop long-term business relationships with their customers through understanding 
and delivery of value-in-use (Eggert et al., 2018) and well-practiced relationship management 
routines that facilitate a positive CSE in the customer journey. This implies that over time and 
through recurrent interactions, phases in the customer journey become logically structured and 
envisioned by both parties and constitute an important part of the relationship structure. For our 
study, we conceptualize the following phases of the customer journey: 1) trigger and problem 
analysis, 2) orientation and negotiation, 3) choice and purchase, 4) implementation and usage, and 
5) evaluation and follow-up. Nevertheless, we leave sufficient room for the dynamics that occur 
in customer journeys due to critical events, setbacks, or surprises that urge both customers and 
service providers to act and interact (McColl-Kennedy et al., 2019).

5.2.3 Managing CSE throughout the customer journey
A persistent question in the service management literature is how CSE can be managed by service 
providers. The traditional service literature sheds light on the dimensions of providing service 
quality, such as technical quality, functional quality, and organizational image, to maintain a positive 
perception of the value of a service offering (Grönroos, 1984). Taking service quality as the core driver 
of value creation, Parasuraman et al. (1988) stressed the use of instruments to ensure the reliability, 
empathy, and responsiveness of service staff, accompanied by assurance and tangible evidence. 
While the previous literature has basically concentrated on single service encounters, managing 
CSE throughout the customer journey is more complicated (Edelman & Singer, 2015; Rawson et al., 
2013). CSE may vary across phases and touchpoints as well as during everyday interactions between 
customers and service providers (Patrício et al., 2011; Zomerdijk & Voss, 2010). A complicating factor is 
that touchpoints may occur long after a service encounter between a customer and service provider; 
thus, CSE continues to be shaped independently of the service provider (Berry et al., 2002; Berry et al., 
2006; Grönroos, 2017; Norton & Pine, 2013). Furthermore, CSE can be influenced by customers’ mental 
reflections (Grönroos, 2017) and thus are beyond service providers’ control.
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Indeed, the B2C literature has shown that in such journeys, service failures can easily occur 
and require service providers to make efforts to restore CSE (Van Vaerenbergh et al., 2019). Instead 
of viewing such failures as incidents in the customer journey, Van Vaerenbergh et al. (2019) 
stressed the importance of service recovery by designating it as a “service recovery journey” 
with its own phases (prerecovery, recovery, and postrecovery) including the need for supportive 
organizational procedures and service staff behaviors with the intent of maintaining customer 
satisfaction. Others have drawn attention to the importance of IT service and support solutions to 
help technicians and first-line employees seamlessly engage customers at the right moment and 
in the correct fashion; such solutions have therefore been described as central to CSE (Rawson 
et al., 2013). Especially in today’s multichannel environment, service providers may benefit from 
such tools, which create insight into touchpoints from the customer’s and provider’s perspective 
and into the management of CSE throughout the entire customer journey to deliver a seamless 
experience between channels.

In the B2B context, the literature highlights the strategic importance of and advocates 
the move from an input-output-based approach towards an outcome-based approach for CSE 
management in customer journeys (Zolkiewski et al., 2017). McColl-Kennedy et al. (2019) assigned 
specific dimensions to CSE management with the aim of creating value for customers in the 
customer journey. These dimensions consist of resources, activities, context, interactions, and 
taking into account the customer’s roles, which help manage responses and discrete emotions 
at touchpoints throughout the customer journey. The same authors introduced the necessity 
for practitioners to manage their customers’ journeys. Examples include taking a customer 
perspective, identifying root causes, uncovering at-risk segments, capturing customers’ emotional 
and cognitive responses, spotting and preventing decreasing sales, and prioritizing actions to 
improve CSE. Witell et al. (2020) offered a framework with the key challenges that are imperative 
in CSE management: relationship expectations, actor interaction issues, and overcoming 
temporal challenges. Recently, scholars have added more granularity to CSE management in the 
customer journey and proposed the nomenclature of “touchpoints, context, qualities” (TCQ) to 
help make the audit, design, and innovation of CSE more actionable (De Keyser et al., 2020). This 
classification, which is inspired by the previous research (e.g., Bolton et al., 2018; Homburg et 
al., 2017), consists of helpful managerial guidance to streamline touchpoints; understand and 
recognize contexts; assess delivered qualities; and evaluate, benchmark, and move to action. 
Jointly, these contributions are helpful not only in designing and installing intervention points 
in the customer journey with the aim of managing CSE to a desired state, but they are also for 
analytical use and theory advancement.

However, some difficulties remain despite the strategies and frameworks offered for effective 
CSE management throughout the customer journey. To date, studies on CSE management 
throughout the customer journey in a B2B context have adopted either a service provider (Witell 
et al., 2020) or customer perspective (De Keyser et al., 2020; McColl-Kennedy et al., 2019; Zolkiewski 
et al., 2017). We suggest that understanding the practices underlying CSE management requires 
a dyadic perspective from which we can examine the interactions in the collaborative dialogical 
processes underlying CSE management (Grönroos & Gummerus, 2014). This includes subprocesses 
such as coproduction, which are typified by customer participation in the development, 
realization, and more effective and efficient provision of an offering (Tommasetti et al., 2017; Virlée 
et al., 2020). Furthermore, a dyadic view involves customers’ engagement and reactions to service 
provider practices, which allows a more thorough understanding of the practices’ efficacy and CSE 
management as a whole. A dyadic perspective implies that the interactions between customers 
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and service providers across phases and touchpoints in the customer journey constitute a unit of 
analysis rather than either customers or service providers independently. Furthermore, given the 
lack of processual studies of CSE management, we know little about what service providers do in 
relation to their customers when managing CSE throughout the entire customer journey instead 
of considering service encounters independently. For instance, which organizational processes 
do service providers use to respond and manage CSE, and how do they engage with customers? 
When does the management of CSE become a pressing theme for service providers, and what is 
the role of changing CSE on behalf of customers and in which phase of the customer journey? In 
addressing these questions, this chapter adopts a practice perspective (Reckwitz, 2002; Schatzki, 
1996; Whittington, 2006) to attest to the actions of service providers in ongoing service provision 
processes with their customers. A practice perspective is particularly useful for its focus on the 
predispositions and routinized or nonroutinized behaviors of service providers to manage CSE, 
and it is commonly applied to service research with a focus on CSE in value creation practices 
(e.g., Helkkula et al., 2012a; b; Jaakkola et al., 2015; Echeverri and Skålén, 2011; McColl-Kennedy et 
al., 2015). In summary, this chapter takes a dyadic perspective by examining the efforts of service 
providers to manage the dynamic nature of CSE in phases of the customer journey. How exactly 
this was accomplished will be discussed in the next section.

5.3 Methods

5.3.1 Research design and cases
The objective of our study is to explore and identify the practices of service providers to manage 
CSE throughout the various phases of the customer journey. We built on a qualitative case 
study approach involving intensive ethnographic research. Ethnography is concerned with the 
subject’s first-hand “lived experience” by generating so-called thick descriptions (Geertz, 1994; 
Van Maanen, 2011; Visconti, 2010). This is in line with scholars’ advocating of ethnographic 
approaches in marketing (e.g., Grönroos and Voima, 2013; Norton and Pine, 2013) and specifically 
the CSE research (De Keyser et al., 2020; Verleye, 2019; Witell et al., 2020; Zeithaml et al., 2020). 
We deemed an ethnographic approach to be appropriate because of its potential to provide an 
in-depth understanding of the characteristics of the practices conducted by service providers to 
manage CSE in interactions with their customers.

Our data comprise an ethnography of two Dutch firms in the B2B sector located in the eastern 
part of the Netherlands. Both companies are reputable, provide services to customers nationally 
and have served over 2500 customers operating in B2B markets. For the sake of confidentiality, 
we refer to these firms as “MonITor” and “Train&Co”. Table 5.1 gives more insight into the firms’ 
key characteristics and activities. It is important to note that both service providers are directly 
responsible for fulfilling their value promises and managing CSE. Although freelance trainers 
and consultants are sometimes engaged, they are trained and educated extensively in line with 
both service providers’ principles. Furthermore, they operate under MonITor’s and Train&Co’s 
name, making it impossible for customers to know that the services are occasionally outsourced.

Similar to the criteria and characterizations of other businesses that provide knowledge-
intensive services (Aarikka-Stenroos & Jaakkola, 2012; Bettencourt et al., 2002), MonITor and 
Train&Co provide customized services and solutions that aim to contribute to customers’ needs 
and value creation and deliver an excellent CSE. In doing so, both firms develop, create, and 
disseminate knowledge through their services and solutions, requiring intensive customer 
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interaction and problem-solving capabilities (Muller & Zenker, 2001) in the context of the 
cocreation and coproduction customer-supplier relationship (Bettencourt et al., 2002) throughout 
the various customer journey phases. Hence, both cases appeared suitable for the goal of this 
research.

Table 5.1 Description of research cases

Description MonITor Train&Co

Established since 2004 2001

Type and number 
of employees

Approximately 20 permanent staff 
members consisting of a board, 
account managers, service experts 
and support staff, complemented 
with freelance consultants

Approximately 25 permanent staff 
members consisting of a board, 
mainly of account managers 
and a few sales coordinators, 
complemented by freelance 
trainers

Core business Providing organizations with 
complex IT monitoring solutions

Providing professional development 
training in hard and soft skills to 
firms facing complex organizational 
change

Core activities • Identifying organization’s 
challenges and needs

• Creating insight into 
organization’s IT systems

• Advising organizations on fitting 
solutions to organizational 
challenges

• Implementing solution at 
organizations through interim 
work activities and/or workshops

• Coaching and supervising 
progress at organizations

• Identifying organization’s 
challenges, needs and ambitions

• Creating insight into 
organization’s employees’ skills 
and knowledge

• Organizing trainings
• Training organization’s 

employees in hard and soft skills
• Advising organizations about 

suitable training programs
• Coaching organizations in 

safeguarding knowledge and 
skills

Intensity of 
customer 
interaction

Highly intensive customer 
interaction over long periods (more 
than three – six months)

Highly intensive customer 
interaction over short (a week) and 
long (more than three – six months) 
periods

5.3.2 Data collection
When collecting the data, we focused on critical events between customers and service 
providers. In contrast to data capture techniques such as the critical incident technique 
(Flanagan, 1954) or similar techniques (Edvardsson & Roos, 2001) in which respondents are 
explicitly questioned on certain “critical incidents,” we focused on critical events as they 
occurred in the relationship between the case companies and their customers. In line with 
the previous research (Tidström & Hagberg-Andersson, 2012; Ylimäki, 2014), we selected 
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the critical events ourselves based on the criterion that they forced both parties to act and 
interact. Critical events are occurrences that initiate change and have a decisive impact on 
a business dyad because they may positively or negatively alter CSEs (Halinen et al., 1999) 
and have the potential or actual ability to create adverse outcomes for the customer (Taylor, 
1991). Examples of such events are moments in which customers are dissatisfied with the 
service they receive in relation to the value offering or due to internal issues beyond the 
service provider’s control but somehow affecting the CSE. Furthermore, by choosing the 
critical events ourselves, we interfere the least with the customer-supplier dyad, which best 
accommodates our ethnographic immersion.

Sufficient immersion with the study object is key in ethnographic research (Van Maanen, 
2011). The lead ethnographer in this study was the first author of this chapter. He ensured 
sufficient immersion from the beginning of the research project by visiting both companies 
two and a half days per week over a period of eight months. Given this amount of time, he was 
able to become deeply engaged with the firms’ service offerings, journeys, interactions, and 
relationship management practices. Both companies share one office building, which saved 
considerable travel time.

The data collection palette is multifaceted (see Table 5.2), which is in line with the 
idea that the researcher should observe details in different settings and at different times 
(O’Reilly, 2012). Initially, the first author proactively organized a welcome and Q&A session 
that contributed to gaining trust and confidence from the employees. He also organized short, 
informal acquaintance meetings with individual employees to become familiar with their 
background and job function. These initial gatherings contributed to the building of rapport. 
Shortly thereafter, the first author joined representatives such as account managers, directors, 
consultants, and trainers during customer visits. He attended meetings at their customers 
as well as internal formal and informal encounters, especially during critical events. He 
conducted in-depth interviews with customers as well as employees of both firms and 
organized internal workshops to become familiar with the companies’ offerings, industries, 
and customer journeys. He joined training sessions and was trusted to become a part of 
the email correspondence between employees and customers. Different stakeholders were 
involved in the data gathering ranging from HR directors to IT managers and from learning 
and development (L&D) representatives to the training participants. Some were DMUs while 
others fulfilled representative roles.

To meet the condition of creating detailed descriptions (Fetterman, 2019), the ethnographer 
ensured the level of detail across the different data collection times by noting several aspects 
during the entire journey. This concerned, for example, factual information about the event 
(time, place, parties and stakeholders involved); exact quotes; the sequences of activities 
and how they occurred; and their possibly relevant histories, behaviors, perceptions, and 
feelings. As ethnographic research involves the researcher (O’Reilly, 2012), the ethnographer 
took careful notes of his own experiences, thoughts, and feelings during data collection. The 
data were stored in audio (when practically possible and after asking for permission), written, 
and photographic records. The audio recordings were transcribed verbatim, and other data 
were carefully structured.
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Table 5.2 Key figures in data collection

Locus1 Type Amount2 Amount of data and specifications

Tr
ai

n&
C

o 
an

d 
M

on
IT

or

Workfloor immersion 58 days 43 pages consisting of fieldnotes, 
photos, email correspondence, 
company documents

Sessions
Welcome and Q&A
In-depth workshops
Strategy and management
Training
Weekly standups

1
4
3
5
9

46 pages consisting of fieldnotes, 
photos, workshop material (brown 
papers, post-its, scrap paper)

Interviews
Short (15 – 30 minutes)
In-depth (30 – 60 minutes)

18
7

58 pages consisting of notes, 
verbatim of audio recording

Informal gatherings
Lunches
Friday afternoon drinks
Staff party

13
5
1

15 pages consisting of fieldnotes 
and photos

Jo
in

t

Meetings
First acquaintance
Information gathering
Formal management
Sales
Ad hoc
Other (e.g., catch-up/update)

4
6
3
6
7
6

89 pages consisting of fieldnotes, 
photos, verbatim of audio recording

Sessions
Small and large project kick-off
Trainings

3
2

18 pages consisting of fieldnotes, 
photos, verbatim of audio recording

Other
Customer and partner forums
Guided tour

2
1

7 pages consisting of fieldnotes, 
photos, promotional material 
(folders)

C
us

to
m

er

Interviews
Short (15 – 30 minutes)
In-depth (45 – 115 minutes)

34
6

105 pages consisting of notes, 
verbatim of audio recording

Other
Guided tour 1 3 pages consisting of fieldnotes, 

photos, promotional material 
(folders)

1 The locus points out where the data collection took place. At Train&Co and MonITor or 
customers, respectively, or in joint situations, in which one of the service providers as well as 
the customers were present.
2 Amount in sessions or specified otherwise.
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5.3.3 Data analysis
We used a theory-building approach when analyzing our data. This involves moving from the 
ethnographer’s perspective, which consists predominantly of thick descriptions, to one that is 
more analytical and entwined into the current research (Lok & De Rond, 2013; Van Maanen, 
1979). In the complete data analysis, we used an iterative cyclical process, meaning that we 
continuously moved back and forth among the data, literature, and an emerging structure of 
empirical categories that comprised cyclical reading and analysis of all data (Dubois & Gadde, 
2002; Lok & De Rond, 2013; Miles & Huberman, 1994). In this process, we closely observed the 
critical event, the (altered) CSE, the service provider practices in response to manage CSE, 
and the reaction on behalf of the customer while we continuously remained conscious of the 
customer journey phases.

We commenced our data analysis by identifying the phases in the customer journey 
that were specific to our study. We found inspiration in recent B2B literature that has already 
defined several phases (e.g., Witell et al., 2020) while, at the same time, we were sensitive to the 
customer journeys specific to our cases. As a result, we distilled five generic phases that were 
applicable to Train&Co and MonITor (illustrated in Table 5.3). While phases two, three, and 
four overlap with the phases previously identified as prebid engagement, negotiation/value 
proposition, implementation and operations (Brady et al., 2005; Tuli et al., 2007; Witell et al., 
2020), we expanded the customer journey as our data specified two additional phases. First, 
before any “orientation and negotiation” or “prebid engagement”, customers are triggered, face 
challenges or problems, and analyze them accordingly. Second, after “implementation and 
usage” or “operations”, customers evaluate their trajectory with service providers and provide 
a follow-up, either prolongation or searching for alternative solutions.

The customer journey provided support in further arranging and analyzing our data. We 
went through our data and identified critical events. For each event, we noted where it happened 
in the customer journey and classified it accordingly. We described the critical event, followed 
by the actions taken by the service provider, and the outcome for the customers in terms of 
their satisfaction and service experience. Subsequently, we distilled crucial “first-order” service 
provider practices using an open coding strategy that analyzed every case in detail to filter 
out a myriad of categories (Gioia et al., 2013; Strauss & Corbin, 1998). We progressed with axial 
coding to identify similarities and differences between the categories. This process reduced all 
germane categories into a more manageable group of “second-order” practice categories (Gioia 
et al., 2013; Strauss & Corbin, 1998). Our cases were of the same structure while still preserving 
as much of the richness of our data as possible. By closely considering how the practices are 
organized and how the service providers employ them, we were able to make two cross-sections 
in the typology of practices, namely, the mode of organization (ad hoc versus regular) and the 
mode of engagement (reactive versus proactive). By including the outcome for the customer, 
we were able to differentiate the effect of the service provider practices on CSE (restore versus 
bolster). We concluded our analysis by mapping out all practices across this typology to show 
the patterns of service provider practices throughout the entire customer journey. This includes 
the recurrence of practices divided into occasionally, sometimes, and frequently. Occasionally 
signifies that the practices are present once, sometimes twice, and frequently three times. 
The first author was responsible for the in-depth analysis, the second author cross-checked 
everything and randomly analyzed cases himself in depth, and the third author sense-checked 
the entire process including the findings.
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Table 5.3 Five customer journey phases applicable to MonITor and Train&Co

Customer journey phase Description

1. Trigger and problem analysis Customers are triggered by issues that hamper their daily 
processes and analyze the problem at hand.

2. Orientation and negotiation * Customers orient towards a possible solution and negotiate 
a fitting solution with service providers. Customers specify 
what needs to be purchased, provide information about its 
business operations and current needs through touchpoints 
at different actor levels.

3. Choice and purchase * Customers make a choice for the most suitable provider 
including the best solution(s), after which customers 
purchase the solution by agreeing upon, completing, and 
signing contracts.

4. Implementation and usage * Customers implement (oftentimes together with the 
service provider) the solution(s) by making it (them) fit 
with organizational systems and processes. Customers, 
oftentimes the end-users, use the solution by actually 
utilizing it in their daily processes. Occasionally, in large 
projects, usage may overlap for a certain period with 
implementation.

5. Evaluation and follow-up Customers evaluate their service experience of the service 
provider’s overall service and solution, either individually 
or jointly with the service provider. They provide a follow-
up, by either being loyal to the service provider or looking 
for a different solution elsewhere.
Note: this phase also includes features such as “service 
safeguarding” in which the service provider ensures that 
the solution will be properly embedded in the organization 
in the long term.

* Partly adopted from Brady et al. (2005); Tuli et al. (2007) and Witell et al. (2020)

5.4 Findings

5.4.1 Identifying service provider practices
Our findings show that the practices conducted by service providers in managing CSE are multifold 
and occur in different phases throughout the customer journey. Table 5.4 summarizes these practices 
while their narratives can be found in Appendix B. For the sake of clarity, we listed illustrations of nine 
selected cases documented across all phases of the customer journey. These nine cases were exemplary 
for our study and were selected out of a total of 18 cases (eight from Train&Co and ten from MonITor). 
All 18 cases can be found in the table in Appendix C. The nine exemplary cases (Appendix C) serve as 
narratives consisting of illustrative quotes and fieldnotes in combination with an accompanying text.
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Table 5.4 Service providers’ practices in managing customer service experience across the 
customer journey

Service provider practice Description Illustrated in narrative in Appendix B

1 2 3 4 5 6 7 8 9

1. Provide constructive 
advice

The service provider advises the customer in a constructive and 
adequate fashion about what would be best for the customer

X X X

2. Tailor value promise The service provider customizes its offering to the customer’s 
situation and needs

X

3. Analyze the problem 
thoroughly

The service provider analyzes the customer’s problem carefully 
by, for example, asking critical questions or performing a root 
cause analysis

X X X

4. Solve problems ad 
hoc

The service provider solves the problem at hand immediately in 
situ

X X

5. Steer towards 
solutions

The service provider undertakes action that accommodates or is 
aimed towards a solution for the customer

X X X X X

6. Manage the 
relationship 
strategically

The service provider takes care of the supplier-customer 
relationship that accommodates a long-term collaboration

X X X

7. Take decisive action The service provider undertakes resolute and firm action by 
standing its ground

X X X

8. Manage expectations The service provider manages the customer’s expectations in 
advance to ensure alignment with expectations

X X

9. Empathize with the 
customer

The service provider tries to understand the customer’s situation 
by empathizing with the customer

X X X

10. Stabilize the situation The service provider conducts repair work to temporarily patch/
recover the situation

X

5.4.2 Interpreting the nature and type of service providers’ practices
This section highlights and homes in on the nature and type of service provider practices and 
uncovers commonalities and differences. The practices contain several repertoires, each with 
its own characteristics. We categorized these characteristics into “modes of organization” and 
“modes of engagement.” The modes of organization imply the ways in which service providers 
organize their practices to manage CSE. We identified two forms: practices that were organized in 
an “ad hoc” fashion and those enacted routinely and on a “regular” basis. An ad hoc practice is one 
that occurs spontaneously without an envisioned routine for how to deal with an event. Regular 
practices are embedded in and facilitated by organizational procedures. The modes of engagement 
consist of reactive engagement and proactive engagement. In the former, the service provider 
helps the customer in an adequate way by providing prompt service (Parasuraman et al., 1988; 
Virlée et al., 2020) while, in the latter, the service provider initiates inventive support that enables 
it to coproduce solutions for and with the customer. In this, we find a link between how the modes 
of engagement shape CSE. Reactive engagement typically restores CSE, i.e., repairs or stabilizes 
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5.4.2 Interpreting the nature and type of service providers’ practices
This section highlights and homes in on the nature and type of service provider practices and 
uncovers commonalities and differences. The practices contain several repertoires, each with 
its own characteristics. We categorized these characteristics into “modes of organization” and 
“modes of engagement.” The modes of organization imply the ways in which service providers 
organize their practices to manage CSE. We identified two forms: practices that were organized in 
an “ad hoc” fashion and those enacted routinely and on a “regular” basis. An ad hoc practice is one 
that occurs spontaneously without an envisioned routine for how to deal with an event. Regular 
practices are embedded in and facilitated by organizational procedures. The modes of engagement 
consist of reactive engagement and proactive engagement. In the former, the service provider 
helps the customer in an adequate way by providing prompt service (Parasuraman et al., 1988; 
Virlée et al., 2020) while, in the latter, the service provider initiates inventive support that enables 
it to coproduce solutions for and with the customer. In this, we find a link between how the modes 
of engagement shape CSE. Reactive engagement typically restores CSE, i.e., repairs or stabilizes 

CSE and returns it to its regular order (Van Vaerenbergh et al., 2019). Proactive engagement bolsters 
CSE (i.e., boosts or (additionally) enhances CSE to surpass a regular order) and may, for example, 
exceed customer expectations to a surprising degree, which is more commonly known as customer 
delight (e.g., Ball and Barnes, 2017; Guidice et al., 2020). To substantiate this typology of practices, 
we briefly exemplify each practice and refer to the narratives in the appendix for further detail.

First, illustration 6 depicts an example in which ad hoc practices with reactive engagement 
occurred. The critical event arose due to a lack of clarity in agreements between the customer and 
MonITor in the choice and purchase phase. The project leader from the customer’s organization 
stated, “Which agreements did you make with our developer?”, clearly showing the active role of 
customers in effective working relationships in terms of project governance (Bettencourt et al., 
2002; Virlée et al., 2020) in the coproduction process of solutions. Immediate action was necessary 
on behalf of the director of MonITor, and he responded, “Yesterday, I got an email from your developer 
with several questions based on the answers I gave him in earlier email correspondence. We agreed that I will 
contact our development department, and depending on how soon I get a response, I will follow-up with you. 
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Based on this, I promise to send you the formal agreement before the end of next week.” To settle CSE, the 
director acted directly, in a solution-oriented manner, and dealt with the problem as it occurred. 
Without any recorded organizational guidelines for such events, only spontaneous action on an 
ad hoc basis was undertaken to restore CSE. The project leader can continue his work, which is 
represented well in the following quote: “Perfect. That’s sufficient for me because then I can set up and 
arrange internal issues. Super. Thanks very much, and we will keep in touch then.”

Second, regular practices through reactive engagement are exemplified by illustration 3. 
Beforehand, the customer’s L&D manager had already created insights into the needs of all the 
employees of the two departments. Despite having these insights, she experienced challenges with 
training averse employees as those employees did not want to take part in training at all or were only 
to participate in short courses. This critical event arose in an important customer journey phase for 
both the customer and Train&Co. Especially during the orientation and negotiation phase – a crucial 
phase before a customer makes a purchase decision – it is commonly accepted by Train&Co’s team 
that they need to be clear upfront. To do so, Train&Co’s employees know that they should first properly 
understand the situation at hand, and thus they analyze the problem thoroughly. To set the stage for 
the customer, Train&Co’s account manager manages expectations by acting decisively if necessary. 
“Only half a day?! That’s very short, too brief, and something I would not recommend. It’s more like a workshop 
instead of a real training. But tell me, what exactly is the reason they only want a maximum of one day and half 
a day of training?” This works in parallel with proactive advice from Train&Co’s trainer. “Look, in one day 
you can schedule quite a complete training. I’m able to discuss general theories and concepts. However, in half 
a day, that’s impossible. Half a day is more like a workshop to give people an idea what the training is about. If 
you choose half a day, I advise incorporating another half a day later to explain the methodology and give some 
practical exercises to better embed the knowledge in people’s minds and bridge the theory to practice. This is simply 
not possible in half a day. And of course, if you insist on your initial ideas, be my guest, but I strongly discourage it 
because it is not effective.” Such a mode of organization is already routinely enacted by Train&Co and aims 
to recover CSE. Despite the customer’s L&D manager being skeptical earlier in that meeting to manage 
and convince internal stakeholders, she seemed to show more confidence. Finally, constructive advice 
on the customer’s planning from Train&Co helped the L&D manager sharpen her message, as evident 
in the following quote: “I get your point, and my proposition is that I will get in touch with the manager of 
both departments to point out exactly what you mentioned.” Thus, she was able to proceed with her work 
and act as an advocate for the service provider within her firm (Bettencourt et al., 2002; Virlée et al., 
2020), which helped her reach her goals.

Third, illustration 8 describes an ad hoc approach with proactive engagement in the 
implementation and usage phase. The customer’s head of back-office faced problems. When 
breakdowns occurred that directly impacted work processes, he did not have insight into what 
exactly was going wrong. “See… I am missing thresholds over here. On this dashboard, I need more 
information that thoroughly shows me what’s going on. This is too superficial.” Despite MonITor’s 
customer service helping him out well, he was looking for more stability and continuity in his 
back-office processes. MonITor’s account manager demonstrated that he understood the situation 
and steered him towards a solution, and, as a result, he came up with initiatives that the customer 
had not asked for or previously considered. “I don’t see any screens showing the dashboards. This is 
absolutely necessary because it shows you what’s happening and what you need to do.” After turning the 
complication into a stable situation (i.e., restoring CSE), MonITor’s representative spontaneously 
proposed a somewhat surprising solution, making the customer even more satisfied and causing 
the previously stable CSE to be surpassed. “I fully agree with what you just said. It only comes to life if 
there are screens present in my department. Everybody should be able to see what’s happening.”
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Finally, we illuminate regular practices with proactive engagement in illustration 4. Train&Co 
is familiar with the orientation and negotiation phase, which is a moment of truth for all involved 
parties and can make a difference. At first, Train&Co’s account manager was overwhelmed by the 
scattered needs the customer pointed out. Such a lack of focus would not be an effective manner of 
training employees. He took decisive action by giving pushback while managing the strategically 
relationship in situ and spontaneously by not merely focusing on big sales opportunities but 
thinking on the customer’s behalf. He proactively tailored his offering to the customer’s situation. 
The customer felt understood through the initiated empathetic action and behavior by Train&Co’s 
representatives. “I remember when Michael told me, ‘If you want all of this, you should look for another 
service provider. I’m not going to commit myself to this.’ I really appreciated the honest feedback, and I’m 
happy he gave me pushback. My plans were too ambitious. Michael sincerely advocated for what was good 
for us and didn’t act from a commercial point of view.” The reactive practices were conducted ad hoc 
and regularly created the basis for further proactive engagement on behalf of the service provider. 
This occurred in the form of tailoring the value promise specifically to the customer’s situation. 
Such a practice occurs in both a routinized fashion and with proactive engagement, resulting in 
a bolstered CSE.

Figure 5.1 synthesizes the findings in a circumplex typology of service provider practices in 
managing CSE throughout the customer journey. The circumplex typology illustrates the mode of 
organization (ad hoc or regular) and mode of engagement (reactive or proactive), which are laid out 
on the X- and Y-axes, respectively. The mode of engagement plays a role in shaping CSE (restoring 
or bolstering). To clearly display this effect on CSE, we label the slightly gray top halfmoon as 
“bolstering” CSE and the white bottom halfmoon as “restoring” CSE. The figure also shows the 
recurrence of all practices, categorized into occasionally, sometimes, and frequently.

Based on this categorization of service provider practices, we distilled the following key 
observations. Although their function may vary depending on the phase in the customer journey, 
the majority of service provider practices are reactive in nature and aim to restore CSE. They are 
evenly distributed across all phases of the customer journey; however, we noted that regular 
practices have a higher recurrence than practices conducted in an ad hoc fashion. Practices 
by proactive engagement that bolster CSE are rarer. When they occur, the service providers 
proactively engage in a routinized way with practices mainly in the negotiation and orientation 
and choice and purchase phases. Notably, in the former, tailoring the value promise is strongly 
present, followed by steering towards a solution and empathizing with the customer. Nevertheless, 
strategically managing customer relations through ad hoc engagement is required. The majority 
of routinized practices with proactive engagement seem to transition towards practices that are 
organized on an ad hoc basis in later phases (four and five) of the customer journey.

More closely considering the scattered picture of the ten practices (as seen in Table 5.4) 
and their characteristics uncovers that “iterative learning and adapting” seems to be an overall 
organizational theme. This allows service providers to remain agile in the process of managing 
CSE and to improve their CSE management capabilities on a continuous basis. The approach is 
shown in illustration 9, in which service providers’ employees typically gather after meetings 
with a customer to discuss key takeaways and points for improvement. For example, the account 
manager suggests that the trainer join him next time in customer meetings because of the 
excellent CSE delivered.
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5.5 Discussion

5.5.1 Reflections on CSE management practices
The current status in the literature is that CSE is conceived as multifaceted (Becker & Jaakkola, 2020), 
dynamic and context-dependent (e.g., Helkkula et al., 2012a) and that customer journeys are complex 
and heterogeneous, particularly in the B2B context (e.g., Grönroos, 2017; Lemon and Verhoef, 2016; 
Norton and Pine, 2013). Hence, the conceptualization of the management of CSE in customer 
journeys presents difficulties (De Keyser et al., 2020; McColl-Kennedy et al., 2019; Witell et al., 2020; 
Zolkiewski et al., 2017) and seems to be a black box in terms of both theory and practice (e.g., Ostrom 
et al., 2015). The purpose of this study was to jump into this black box and explore from within the 
efforts of two service providers in knowledge-intensive industries to manage CSE across multiple 
phases in the customer journey from a dyadic perspective, that is, relationally with customers. This 
focus on investigating service providers’ CSE management practices is especially favorable because 
it takes into account the interactive nature of customer-service provider relationships throughout 
the customer journey. In scrutinizing these managerial practices, we distilled specific practices that 
varied by function (the subject of the practice) and form, that is, how practices are organized at the 
level of the service provider and their modes of engagement during interactions with customers. 
Each of these four practices, with different levels of presence, may influence CSE differently: either 
by restoring or bolstering. For the reasons provided, we decided to examine these practices at times 
when service providers and customers were confronted with a critical event in their relationship.

The findings uncovered a detailed picture of ten practices with four repertoires of service 
provider practices in CSE management with three levels of presence. Practices 3, 8, and 9 are in 
line with the earlier research (identifying root causes (McColl-Kennedy et al., 2019), for example, 
the management of expectations to prevent a service performance gap (Bitner et al., 2010; Følstad 
& Kvale, 2018), and initiation (Van Vaerenbergh et al., 2019) and emotional competence through 
empathy (Delcourt et al., 2016; Virlée et al., 2020)). The reactive mode of engagement fits well with 
the previous service research that indicated responsiveness (i.e., reactiveness) as a key antecedent 
in delivering value (Medberg & Grönroos, 2020; Parasuraman et al., 1988; Virlée et al., 2020). Iterative 
learning and adaptation, as an overall organizational theme, allows service providers to remain agile 
in the process of managing CSE and to continuously improve their CSE management capabilities. 
This is in line with the previous service research that indicated the extraction of valuable customer 
insights across the customer journey (McColl-Kennedy et al., 2019) to, for instance, enhance customer 
loyalty (Lemon & Verhoef, 2016). Furthermore, we confirm the active role played by customers in 
the coproduction of solutions through, for example, project governance, acting as internal vocal 
advocates (Bettencourt et al., 2002; Virlée et al., 2020) or sharing information and feedback, which 
is part of “co-learning” (McColl-Kennedy et al., 2012; Tommasetti et al., 2017).

In the circumplex typology, we show that practices vary by modes of organization and 
engagement and thus switch from ad hoc to regular and from reactive to proactive in shaping 
CSE. In essence, CSE is triggered by a critical event, and what service providers do and how they 
do it are relevant issues. We also observed that service provider practices and CSE have a reciprocal 
relationship. In a sense, the practices shape CSE, and CSE in turn determines the practices that 
are necessary to manage it accordingly.

We observed that CSE evolves idiosyncratically for customer accounts due to practices 
undertaken by the service providers. In other words, service provider practices affect the CSE of 
each individual account. This, in turn, works as a double-edged sword that offers opportunities 
to manage customer accounts individually but entails a complex challenge of simultaneously 
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managing them all. While CSE management throughout the customer journey remains complex, 
the findings, especially the circumplex typology, create a clearer and distilled picture of how and 
when the distinctive repertoires of service provider practices manifest in phases of the customer 
journey.

Finally, we show that there is a thin line between practices that manage CSE and those that 
are detrimental to it. Even though some practices were conducted with good intentions, some 
were detrimental and even led to what we perceived as CSE destruction (see cases 3.1, 4.4 and 
5.3 in Appendix C). These practices have in common that they seem to lack coordination (in 
the choice and purchase and implementation and usage phases); they show evidence of poor 
communication with customers and avoidance of customer requests (in the implementation 
and usage phase) or indicate a tendency toward opportunistic behavior by the service provider 
during sales encounters, overtly showing commercial exploitation (in the evaluation and follow-
up phase).

5.5.2 Theoretical contributions
This study attempts to make theoretical contributions to four domains. First, we contribute to 
the domain of CSE management throughout the customer journey in a B2B context. To date, the 
literature has adopted either the customer’s (De Keyser et al., 2020; McColl-Kennedy et al., 2019; 
Zolkiewski et al., 2017) or an organizational (service provider) point of view (Witell et al., 2020) in 
understanding CSE management and has often remained on a rather strategic level. Since this 
omits what occurs in interaction, a dyadic, microlevel perspective has proven useful to focus 
on CSE management in ongoing relationships between service providers and customers. It has 
revealed everyday operational practices to shape CSE with overlaps in function but variations in 
modes of organization and engagement. In doing so, the chapter poses a finer-grained picture of 
customer responses to critical events and the ways in which service providers seek to restore CSE 
through reactive actions (Van Vaerenbergh et al., 2019) or to bolster CSE by engaging proactively 
and in an inventive solution-oriented manner. We brought these findings together in a convenient 
circumplex typology of CSE management practices that can help steer future discussion and 
research on such practices. Our study also demonstrated how and when service providers 
manage CSE dynamically in the customer journey. Thus, we contribute to the existing literature 
that has described such practices in more functional terms such as empathy and initiation (Van 
Vaerenbergh et al., 2019), identifying root causes (McColl-Kennedy et al., 2019), and managing 
expectations (Bitner et al., 2010; Følstad & Kvale, 2018). We expand on these functional descriptions 
by introducing the notion of modes of organization and engagement that shape CSE. We add to 
the existing literature that a proactive mode of engagement bolsters CSE, which is another level 
as opposed to restoring or repairing CSE through reactiveness and empathy (Medberg & Grönroos, 
2020; Parasuraman et al., 1988; Virlée et al., 2020). While our study focused on the identification 
of the service providers’ CSE management practices, our dyadic approach also allowed us to 
observe the customers’ role in the coproduction of solutions. Along the lines of the previous 
service literature (Bettencourt et al., 2002; McColl-Kennedy et al., 2012; Tommasetti et al., 2017; 
Virlée et al., 2020), we witnessed that customers contribute to, for example, project governance; 
act as internal vocal advocates; or share information and feedback.

In this way, we also contribute to the emerging body of solutioning literature (see, for example, 
Hakanen and Jaakkola (2012) and Storbacka (2011)) by showing that exploring solutions with 
customers requires a proactive, solution-oriented attitude from service providers rather than only 
reactiveness. We draw attention to the importance of organizing in managing CSE. We uncovered 
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two modes of organization, both of which appear relevant in effective CSE management. As such, 
we offer an additional design criterion for scholarship interested in CSE management in customer 
journey design (Bolton et al., 2018; De Keyser et al., 2020; Homburg et al., 2017).

Next, we contribute to the literature on CSE (e.g., Ellway and Dean, 2016; Helkkula et al., 
2012a; Jaakkola et al., 2015). This stream of literature has primarily conceptualized the nature 
of the customer experience as fragile, dynamic, temporal, and idiosyncratic and how it varies 
due to contingencies in value creation processes including past and collective experiences. We 
contribute to this stream by highlighting the important role of service providers in their efforts 
to influence customer experiences in ongoing value creation practices. This influence becomes 
especially critical in B2B settings where customer journeys are conceived as more complex due to 
the multiple actors involved, each with distinct roles, responsibilities, and experiences.

Finally, there is an increasing call for more evidence-based research embracing a 
microperspective in the study of service provider–customer relationships (Grönroos & Voima, 
2013; Norton & Pine, 2013), particularly in the CSE management research (De Keyser et al., 2020; 
Verleye, 2019; Witell et al., 2020). We contributed to this call by drawing on a multiple case study 
in which we adopted ethnography to grasp the logic of practice guided by our research question. 
We showed how critical events, which can and will occur in such knowledge-intensive-driven 
relationships, constitute an important source of action on behalf of both the service provider and 
the customer. In our case, the intention was to uncover the differences and commonalities in the 
CSE management practices of both service providers.

5.5.3 Managerial implications
While managing CSE is a daunting task for organizations (Edelman & Singer, 2015; Rawson et al., 2013), 
and it is even more complex in B2B contexts, it remains pivotal for organizations to create satisfied 
and loyal customers. Based on the findings, this chapter offers practitioners a way to overcome this 
challenge of managing CSE through the underlying circumplex typology (Figure 5.1). Such typology 
can be deployed as a supportive tool to better understand and master CSE management during critical 
events or as practical guidance in the design of customer journeys and touchpoints. The circumplex 
typology indicates that practices vary by the modes of organization and engagement, even if they 
have similar functions, and that some of them reoccur more often than others in different phases. 
This implies that customer journeys and the practices oriented to shape CSE cannot be scripted ahead 
of time but require sufficient space to allow for spontaneous actions based on contingencies that 
can and will occur in the customer journey. Thus, service providers should be aware that different 
CSE management practices may have different effects on CSE. This implies that service providers 
must take into account that some practices appear as ad hoc and perhaps messy while others can 
be organized in a more scripted manner, especially those that reoccur substantively across multiple 
phases in the customer journey. This may require a so-called ambidextrous mindset that helps to adopt 
and orchestrate these different modes of organization. It also calls for a degree of flexibility on behalf 
of the service providers and their front and back office staff. Furthermore, service providers should be 
aware of the extent to which practices are, or should be, present in the different phases in the customer 
journey. For example, in early customer journey phases when customers are orienting to a possible 
solution and negotiating with service providers, it is apparent that embedding and tailoring one’s 
value promise as a regular CSE management practice can bolster CSE and may convince a potential 
customer. Finally, based on the infusion of the dyadic perspective taken in this study, we underscore 
the importance of dialogical and collaborative processes in CSE management. In other words, the 
customer participates in the very practice that essentially helps shape their CSE.



98   |   Chapter 5

5.5.4 Limitations and future research
This research is built on an ethnographic approach to examine how service providers manage CSE 
during critical events throughout the customer journey. We strongly believe that the approach 
taken and our findings can serve as an impetus for other researchers to further investigate how 
such practices affect specific dimensions of CSE such as temporality (past, present, future) and 
collective versus individual CSE.

The point of departure was as follows: How do B2B service providers, in business relationships, 
manage CSE in terms of practices throughout the various phases in the customer journey? 
Along the way, we also discovered practices that destroy CSE. It would be valuable to improve 
our understanding of CSE-damaging practices. Quantitative research could provide additional 
insights, for instance, by helping to rank the role of various practices in terms of their impact on 
CSE (i.e., organizational measures of success).

This chapter examined the actions of service providers in light of the CSE of multiple 
customers based on critical events in different phases of the customer journey. This implies that 
we were not able to analyze how the outcome of a managerial intervention in one phase informs 
CSE in the next customer journey phase of a single customer. It would be interesting to examine 
how CSE is shaped by subsequent managerial actions by the service provider, which can give 
further detail to the organizational theme that we identified as “iterative learning and adapting.” 
Therefore, future research might focus on how several individual customers’ CSEs vary and are 
managed in the consecutive phases of the customer journey to identify different “best practice 
paths,” which would yield more prescriptive guidance for practice. For instance, an interesting 
question would be, what different routes exist in CSE management?

In our research, we observed different actors at the service provider as well as the participating 
customer organizations. It might be worthwhile to involve a stakeholder (internal and external) 
mapping approach to gain a clearer picture of how decision-making and problem-solving staff are 
involved in CSE management at the department/unit level as ideas about appropriate practices 
might vary in each unit. Furthermore, since customer relationships are increasingly maintained 
through digital technology, we encourage the involvement of multichannel and multi-interface 
perspectives to enhance our understanding of what the interplay between technology and CSE 
management looks like throughout the customer journey.

A final remark to be made is that this study focused specifically on a knowledge-intensive 
consulting and training service context. In other contexts, CSE may appear more or less stable, 
and different practices may apply in another field with contrasting impacts on CSE. We therefore 
encourage scholars to build on our framework, which may give them some empirical foothold, 
while remaining open to new insights that are necessary to expand our knowledge on managing 
CSE.





6



GraphEx: Visualizing 
and Managing Customer 

Experience in Its 
Multidimensionality

Publication history:
This chapter was written with Dr. Mauricy Alves Da Motta Filho, Dr. Raymond Loohuis and 
Prof. Dr. Jörg Henseler. The version presented in this dissertation is ready for submission to an 
academic journal.

References to previous publications:
At the moment of printing this dissertation, the manuscript will be sent out for review.



Abstract

Customer experience has become a vital premise for organizations. Despite accumulating interest 
from researchers and managers, customer experience remains a complex and multidimensional 
concept that is challenging to understand and manage. Therefore, this chapter proposes a tool 
that visualizes customer experience in its multidimensionality and offers managerial practices to 
foster the customer’s experience. We introduce the GraphEx hip-pocket model, which expresses 
customer experience in a simple yet multidimensional fashion. The model contains three 
dimensions (valence, type of experience and visceral intensity) and five managerial practices 
(urgent patchwork, restoring, activating and stimulating desire, bolstering, and safeguarding 
appreciation). Real-life experiences are used to offer a fine-grained application of the dimensions 
and managerial practices. This chapter contributes to customer experience management in 
practice through supplying managers with novel possibilities of understanding and managing 
customer experience in intelligent ways, helping them to smooth and innovate customer 
experience strategies and foster customer loyalty.

Keywords – Customer Experience, Multidimensionality, Customer Experience Management, 
Practices, GraphEx
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6.1 Customer experience:  More complex than it may seem

Business leaders and marketing managers agree that delivering a relevant and reliable customer 
experience is a fundamental premise for a company’s overall business performance (De Keyser 
et al., 2020). Organizations that skillfully manage the customer experience and offer compelling 
experiences (Dhebar, 2013; Williams et al., 2020, 2021) can reap massive benefits, such as enhanced 
customer satisfaction, reduced churn, increased revenue, and greater employee satisfaction 
(Rawson et al., 2013), boosting their positive financial results (Bueno et al., 2019; Silva et al., 
2021). Customer experience has been regarded as the future for (Homburg et al., 2017) and of 
marketing (Klink et al., 2018; Newman, 2015). Hence, it is not a surprise that the understanding and 
management of customer experience has become a top priority for marketing managers (Witell 
et al., 2020) and a key source of competitive advantage (Keiningham et al., 2020).

Customer experience can be understood as the subjective, instinctive, spontaneous response 
and reaction to particular stimuli (Becker & Jaakkola, 2020), which is dynamic, fluid and temporal 
in nature (Ellway & Dean, 2016; Helkkula, 2011; Helkkula et al., 2012a). In other words, experience 
is liable to circumstances across and beyond phases and touchpoints of customer journeys 
(Grönroos, 2017; Lemon & Verhoef, 2016). To understand customers’ experiences, marketing 
managers resort to helpful tools to (re)design their service offerings and approaches to customers. 
Tools that originated in service design receive particular managerial interest (Zomerdijk & Voss, 
2010). Service blueprinting (Bitner et al., 2008), customer journey mapping (Lemon & Verhoef, 
2016; Rosenbaum et al., 2017) and customer experience modeling (Teixeira et al., 2012) can act as 
diagnosis and intervention tools to understand, monitor and improve the customer experience 
across the customer journey.

Nevertheless, the field of customer experience continues to face difficulties in maturing (De 
Keyser et al., 2020; Forrester Research, 2019; Lemon & Verhoef, 2016), and despite its prominence 
in the marketing discourse, customer experience is often managed without proper understanding 
of what the concept implies (De Keyser et al., 2020; Thompson, 2018). First, although customer 
experience is increasingly understood as multifaceted, the main discourse considers it on a 
spectrum between “universally good” and “universally bad” (Becker & Jaakkola, 2020), indicating 
a preference for unidimensionality (Williams et al., 2020). Second, the premise that customer 
experience results from interventions on behalf of service providers remains (Becker & Jaakkola, 
2020), implying that service providers are the “orchestrators” of customer experience (Pine & 
Gilmore, 1999, 2011). This position underestimates the fact that experience emerges in the minds 
of customers as the outcome of their own personal interpretations and is thus shaped by their 
own individual and situational filters (Sandström et al., 2008). Third, given the customer’s agency 
in shaping his/her own experience, customer experience cannot always be shaped as the service 
provider intends (Heinonen et al., 2019; Lemon & Verhoef, 2016). The current state thus leaves 
little room for customers’ agency and the emergence of their experience in the customer journey, 
resulting in a status quo that is essentially monolithic, leaving facets of experience out of the 
equation. Consequently, marketing managers are led to an impasse that obstructs the quest for 
understanding and managing customer experience.

To deliver solid experiences to their customers, managers could benefit from understanding 
the agentic dimensions of customer experience in the first place so that they can then formulate 
appropriate interventions to enhance customer experience. To support this managerial quest, a 
more complete understanding of the complex concept of customer experience is necessary (Becker 
& Jaakkola, 2020; De Keyser et al., 2020; Homburg et al., 2017). The concept of customer experience, 
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and particularly the processes that underlie its multidimensionality, must be simplified (Jain et 
al., 2017; Lemon & Verhoef, 2016; Williams et al., 2020) and its agentic dimensions highlighted. We 
oppose the view of experience as monolithic – that is, good or bad. Along these lines, this chapter 
aims to graph experience in its multidimensionality and create fitting practices for marketing 
managers to foster experience.

Through an abductive approach involving the integration of empirical observations and extant 
theory (Dubois & Gadde, 2002), we developed the “GraphEx” (Graph Experience) hip-pocket model 
(see Figure 6.3) as an approach that addresses and highlights the multidimensionality of experience. 
We propose three core dimensions that render an intricate view of customer experience: 1) valence, 
2) type and 3) visceral intensity. These dimensions are simultaneously comprehensive and detailed, 
are mutually exclusive, and express experience in its phenomenological nature from the subject’s 
point of view. First, valence expresses whether experience is perceived on a continuum (i.e., different 
“shades”) of positive, neutral or negative (e.g., De Keyser et al., 2020; Kranzbühler, 2020) across all 
its qualities – for example, cognitive, behavioral, sensory, emotional, and social (De Keyser et al., 
2020; Williams et al., 2020). The second dimension characterizes the type of experience as reflective 
or unreflective. Reflective experience refers to the subject who is aware/conscious of what he/she 
experiences, while in unreflective experience, the subject is unaware/unconscious of what he/she 
experiences (Ellway & Dean, 2016; Helkkula & Kelleher, 2010). Finally, we identified the visceral 
intensity of experience as the third dimension, which assesses whether an experience is sensorially 
perceived as “superficial” or “profound.” The dimensions are then illustrated through lively tales 
and complemented by a description of five managerial practices: 1) urgently patch the customer 
experience, 2) restore the customer experience, 3) activate the customer experience and stimulate 
desire, 4) bolster the customer experience and 5) safeguard appreciation in the customer experience.

This chapter contributes to customer experience management in practice by equipping 
marketing managers with novel insights and possibilities for understanding and managing customer 
experience intelligently. First, the GraphEx hip-pocket model enriches marketing managers with a 
simple yet multidimensional overview of experience. It can guide them in assessing, redesigning 
and innovating the service process (Beltagui et al., 2015) to improve customer experiences. Second, 
managerial practices can act as supplementary support in situationally managing customer 
experience and smooth customer experience strategies to boost customer loyalty.

6.2 A brief contemplation on customer experience

Customer experience has not only become a dominant KPI for marketing managers but now also 
appears on strategic agendas in the boardroom. Organizations that are successful in managing 
customer experience profit from solid customer retention and loyalty, boosting their turnover 
(Bueno et al., 2019; Stein & Ramaseshan, 2020). At the starting point lies the task of understanding 
customer experience, which is not as simple as it might sound. To better understand this concept, 
we propose an interpretation of what experience entails and the complexities it contains. 

6.2.1 The independent character of customer experience
Organizations often see themselves as “orchestrators” of customer experience. That is, they 
are in charge of designing, managing and delivering a customer’s experience (Pine & Gilmore, 
1999), where stimuli from service providers define such experiences (Becker & Jaakkola, 
2020). However, this view of organizations as managers of experience seems to be myopic and 
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unaligned with the complex reality of experience. The phenomenological nature of experience 
in the customer’s lifeworld underscores customers’ agency and the emergence of their 
experience in the customer journey over time (Carù & Cova, 2003). As was previously mentioned, 
organizations cannot control experiences; at best they can influence the interactions that enable 
customers’ experiences (Zomerdijk & Voss, 2010). Customers’ experiences are not always under 
the influence of service providers and can behave rather independently (Becker & Jaakkola, 
2020; Heinonen et al., 2019; Heinonen et al., 2010; Lemon & Verhoef, 2016). The service provider’s 
intention for that experience and what customers experience are two different things, for the 
customers’ experiences also depend on their own circumstances; Sandström et al. (2008) called 
these individual and situational filters. Similarly, Kahneman (2011) noted that there is a gap 
between the experiencing and the remembering selves, which points to the subjective nature 
of experience. Thus, customers do not always experience the offering as intended by the firm 
(Heinonen et al., 2019; Schembri, 2006) but according to their own perspective and influenced 
by individual and situational circumstances.

6.2.2 Customer experience as dynamic and temporal
Traditionally, customer experience is seen as static. In this view, customer experience is a stable 
construct consisting of needs and perceptions known prior to or during any encounter with 
service providers, service or product. In essence, the perceptions of service quality, as an outcome, 
determine the customer’s experience (Grönroos, 1984; Parasuraman et al., 1988; Woodruff, 1997). 
Such a perspective creates snapshots of what the customer experiences in a specific moment – 
the perception of the experiencing self, consisting of experiences that are continually reshaped 
and accumulated in memory (Kahneman, 2011). Over time, customer experience has evolved 
towards a dynamic and temporal concept that is more complex. In this vein, customer experience 
is defined as the subjective, nondeliberate, spontaneous responses and reactions to particular 
stimuli residing in managerial efforts or consumption processes (Becker & Jaakkola, 2020). To 
detail this rather broad definition, experience is fluid in nature, phenomenologically determined 
by the beneficiary and accumulated over time in the lifeworld of the subject (i.e., the customer) 
(Carù & Cova, 2003; Helkkula, 2011) as the perception of the remembering self (Kahneman, 2011). 
Experience manifests not only as lived in the “now” but as imaginary in the past and future 
(Helkkula et al., 2012a; Verhoef et al., 2009). As a result, a customer journey has converged with 
customer experience, enabling us to better understand the temporality of experience in term of 
how and what customers experience in what phase of their journey (Jain et al., 2017; Lemon & 
Verhoef, 2016; Silva et al., 2021).

6.2.3 Customer experience as seemingly multidimensional yet conceptualized unidimensionally
Experience is often categorized to facilitate efforts to understand and manage it. Current studies 
have focused on qualities of customer experience involving what customers experience in 
response to the consumption of products and services. Examples are cognitive (what people think), 
behavioral (how people (inter)act), sensory (what people experience via their senses), emotional 
(how people feel) and social (how people share) (Brakus et al., 2009; De Keyser et al., 2020; Schmitt, 
1999; Schmitt et al., 2015; Williams et al., 2020). Similarly, experience can be qualified as cognitive, 
affective, physical, sensorial and social (Becker & Jaakkola, 2020; Lemon & Verhoef, 2016). Although 
these dimensions are helpful in bracketing experience (i.e., “how” subjects perceive), they miss 
out on the nature of experience itself (i.e., “what” experience is composed of).
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Valence, including its link to other dimensions, for example, is a largely ignored dimension that 
does reflect the nature of experience. It refers to whether experience is perceived by customers as 
positive, indifferent or negative (De Keyser et al., 2020; Kranzbühler, 2020). This positive, indifferent, 
or negative experience can then be further qualified as cognitive, behavioral, sensory, emotional, and 
social (De Keyser et al., 2020; Williams et al., 2020). Valence is discerned on a continuum (Brakus et 
al., 2009); i.e., it contains different shades and can be useful in understanding the meaning of certain 
experiences to customers. In doing so, it seems that a detailed view of valence strives to push the 
multidimensionality of experience against all odds. The dominant narrative postulates experience as 
something between “universally good” and “universally bad” (Becker & Jaakkola, 2020), which clearly 
hints at managers’ preference for simple unidimensionality (Williams et al., 2020).

An examination of the abovementioned considerations indicates that the current status 
is dominated by a monolithic discourse, causing several facets to remain underexposed. This 
creates a serious concern, as marketing managers’ efforts to understand and intentions to manage 
customer experience often exhibit poor judgement.

6.3 Introducing GraphEx: combining multidimensionality 
with simplicity

6.3.1 An abductive approach to the GraphEx development
To meet our objective of visualizing experience in its multidimensionality and provide a 
managerial grip on customer experience management, we adopt an abductive approach (Dubois & 
Gadde, 2002). Abductive thinking is suitable for developing theory that is simultaneously novel and 
practical (Nenonen et al., 2017), as it is in line with novel fashions of knowledge creation (Dunin-
Woyseth & Nilsson, 2011) that aim to tackle real-world problems (Jonas, 2012; Motta-Filho, 2017). 
The process of abduction involves systematic combining of multiple resources (Dubois & Gadde, 
2002; Vink & Koskela-Huotari, 2021), which in our case are 1) the broad experience of the four 
authors, who are academic experts and also have knowledge of customer experience management 
in practice, 2) the literature on customer experience and its management and 3) empirical data 
that were previously collected by the first author in an autohermeneutic phenomenological study 
(in Chapter 4) in which he took careful note of his own experience as a consumer. In line an 
abductive approach (Dubois & Gadde, 2002), we went back and forth between the three sources 
that were at our disposal. As illustrated in the table below, the GraphEx hip-pocket model was 
developed through a total of six cycles. While a full-fledged design process consists of multiple 
iterations to develop a “fuzzy model” to a full application, our chapter focuses on building an 
initial model. This creates a pathway for future research and engagement in practice to validate 
and refine the GraphEx hip-pocket model in further iterations.

6.3.2 Laying out the GraphEx fundamentals
We have crafted a chart (see Figure 6.1) to illustrate a simple overview of the multiple dimensions 
of customer experience that GraphEx renders. GraphEx is built on three dimensions: 1) valence, 
2) type and 3) visceral intensity. We briefly elaborate upon these dimensions that form the 
fundamentals of GraphEx.
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First, valence is differentiated on the y-axis into positive, neutral (or indifferent) and negative 
experiences (De Keyser et al., 2020; Kranzbühler, 2020). Positive and negative experiences are 
straightforward: the former “does good” to the customer, while the latter does the opposite and 
causes customers to undergo destructive experiences. The valence of experience is placed on a 
continuum. This means that, for example, with a positive experience, one can experience “good” 
experiences or more positive “excellent” or “extraordinary” experiences. Additionally, a subject 
can experience indifference, a state in which he/she experiences neutral feelings (De Keyser et 
al., 2020). Within the valence of experience, different qualities exist. For example, subjects can 
undergo cognitive, behavioral, sensory, emotional, and social experiences (De Keyser et al., 2020; 
Williams et al., 2020) positively, indifferently, or negatively. Therefore, within how one experiences 
(the valence dimension that we refer to), different qualities exist. Although these qualities are 
valuable for categorizing customers experience, a managerial perspective would primarily provide 
insight into the valence dimension for two reasons. First, it pinpoints what experience looks like. 
Second, the valence dimension has clear links to the type of experience and visceral intensity.

Table 6.1 The development of the GraphEx hip-pocket model through six cycles

 Cycles

Conducted 
activities

Gathering of and 
discussing core 
literature, distilling key 
learnings and bracketing 
the research focus

Formulating principle 
building blocks of the 
GraphEx hip-pocket 
model and sketching a 
provisional version

Iteratively sharpening 
and advancing the 
model and charts, while 
keeping close track of 
our fundamentals in 
literature and empirical 
data, to arrive at the 
final GraphEx hip-pocket 
model

Second, it seems that customers are not always aware of what they experience. Therefore, 
in the second dimension, we distinguish between reflective and unreflective experience (e.g., 
Ellway and Dean (2016); Helkkula and Kelleher (2010), Sahhar and Loohuis (2022)). This entails 
the possibility of living experience as reflective (i.e., deliberate and conscious) and unreflective 
(i.e., undeliberate and unconscious). The lines of type of experience are gray when the experience 
is unreflective and black when reflective. Occasionally, in moments of customer delight, most 
of the experience is depicted as unreflective, while the very extremes are reflective. In such 
instances, customers might be aware of certain features of a service provider (e.g., a brand, specific 
communications, or essential service qualities).
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To this, we add a third dimension, visceral intensity, which describes how viscerally intense 
an experience is for the subject. This takes place on a continuum of visceral intensity from 
superficial to profound. In Figure 6.1, the longer the lines on the flow of experience are, the more 
viscerally intense that experience is. We have identified this additional dimension of experience 
based on earlier work of Merleau-Ponty (1962) that pointed to the importance of the body. The body 
can grant us access to (visceral) experiences in the world we live in (Yakhlef, 2015). Based on this, 
we refer to visceral as the sensations, moods, and ways of being that emerge from one’s sensory 
engagement with the environment (Hayes-Conroy, 2008, 2010; Longhurst, 2009). Observing our 
visceral experience encapsulates all our senses: sight, sound, touch, smell and taste. In this, we 
can experience something on the surface and short-lived but also very profound and stretched in 
time (Brakus et al., 2009; Longhurst, 2009).

These dimensions are set out over time. Time, as a phenomenological concept, is subjectively 
experienced. Hence, experience can go by without any reflection and can be short-lived (Brakus 
et al., 2009); i.e., “time flies.” Other experiences last longer and are experienced more deliberately. 
Therefore, time is not determined by a fixed numeric scale. Furthermore, experiences can be 
fragmented over such time, as the chart shows. Therefore, experiences are not always directly 
connected to each other. To illustrate this, we graph three distinct illustrative experiences that 
capture different experiences.

6.3.3 Illustrating and connecting experiences to managerial responses
The following section illustrates the experiences that are presented in the GraphEx chart and 
relates them to managerial practices. We have purposively selected three real-life experiences 
from the earlier study in Chapter 4. Each of the experiences is distinctive. Through this, every 
experience spans the dimensions in a unique fashion and thereby demonstrates the variety of 
experiences across the dimensions. To illustrate this in further detail, we bracketed specific 
parts of these experiences (see brackets in Figure 6.2). For example, experience snippets 1.1 
and 1.2 show a different experience than 2.1 and 2.2. These experiences are captured in the left 
column of Table 6.1. In addition, we connected the experiences to managerial practices, which 
are depicted in the right column of the table and discussed in further detail in the next section. 
Linking experiences to managerial practices is valuable, as marketing managers can see what 
kind of response corresponds to what kind of experience. As shown in Table 6.1, each managerial 
practice is aligned with the piece of experience that corresponds with it.

6.4 The GraphEx hip-pocket model for marketing managers

GraphEx offers ample room to foster a marketing manager’s capabilities to understand and manage 
customer experience. As a supplement to the previous detailed illustrations that link experience 
to managerial practices, we provide business leaders and marketing managers with the GraphEx 
hip-pocket model (see Figure 6.3), which shows a detailed yet simple overview of the key elements 
in understanding and responding to customer experience. The management practices are built 
in five layers, which we will discuss in further detail.

When experience is most negative, we propose urgent patchwork in order to reverse the 
destructive state of the customer’s experience and practice. Ideally, this should be followed by 
soothing the customer. Second, when experience is in a more general negative state, marketing 
managers should restore the customer’s experience to prevent any further destruction and return 
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it to a normal state (Sahhar et al., 2021; Van Vaerenbergh et al., 2019). Next, when the customer 
experience is indifferent, we propose activating the customer experience and stimulating desire. A 
service provider can (proactively) take action to set the customer’s experience positively in motion 
while supporting his/her goals. Fourth, when the customer experience is in a generally positive 
order, a marketing manager can consider bolstering the customer experience to additionally 
enhance it (Sahhar et al., 2021). Subsequently the customer might experience a sensation of 
delight (Ball & Barnes, 2017; Guidice et al., 2020). In this situation, we propose the fifth and final 
managerial practice, which is safeguarding appreciation. Marketing managers can positively 
trigger the customer’s experience with a practice that can act as positive temporal friction. This is 
useful to prevent any taken-for-grantedness and make the customer aware of the service provider’s 
service quality in novel ways.

6.4.1 Final thoughts
Customer experience is a hot topic and currently a promising driver for a sustainable competitive 
business advantage. The main premise of managing it through the company’s touchpoints is to 
strategically differentiate the customer experience (Dhebar, 2013) to ensure that customers want 
to come back (Williams et al., 2021). Although this may sound straightforward, we want to make 
marketing managers aware that customer experience remains a complex concept. However, 
the concept is understood and managed in a myopic and unidimensional way. In response, this 
chapter delivers a comprehensive and multidimensional visualization of customer experience 
while still safeguarding a sufficient level of simplicity for managerial practice. The GraphEx 
hip-pocket model, supported by the charts and illustrations, expresses customer experience 
over time in three dimensions (valence, type of experience and visceral intensity). Through the 
adoption of the GraphEx hip-pocket model, marketing managers can visualize experience in three 
comprehensive dimensions throughout customer journeys. This feeds marketing managers novel 
insights in their task of understanding what and how customers experience, both in interactions 
with offerings and outside, in the customer’s own domain (Heinonen et al., 2019). The GraphEx 
hip-pocket model provides five concrete managerial practices to foster a marketing manager’s 
capability to anticipate customer experience in innovative ways.
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Table 6.2 Illustrating experiences and connecting them to managerial practices

Tales according to experiences in Figure 6.2 Managerial practice aligned with experience

1.1 Experience turned around: From delight downwards
“It has been a day packed with meetings,” Yves sighs to his girlfriend, Aude. After a hard 
day of work, they decide to go to the gym to attend the intensive yoga workout at 20.00. 
The best yoga master, according to many people who visit the same gym, organizes the 
session. Dressed in their sports outfits, Yves and Aude are on their way to the gym. Yves 
listens with curiosity to the positive experiences Aude shares about last week’s yoga 
workout, building his expectations gradually [upward movement of experience]. Upon their 
arrival, the coach behind the entrance counter hands Yves the new bracelet for checking 
in. “You’re the first client to receive one!” he mentions. Previously, people used to have a 
credit card-like card, which was easy to slop around. Happily surprised and looking at his 
new bracelet with the gym logo “Circle of Form” on it, Yves is excited for the workout and 
quickly descends to the locker room to store his backpack in a locker. Shortly afterwards, 
he enters the yoga room, in which the yoga master has created an atmospheric vibe. The 
gentle lighting for the start of the session, typical incense and relaxing music welcome 
and absorb Yves in the room. Even though his expectation had already accumulated to 
a certain level in advance, he did not foresee this. Positively surprised and experiencing 
a feeling of delight with an additional curiosity about what the yoga master has to offer 
[peak experience], Yves installs himself at the center of the room in such a way that he 
can monitor the master’s movements and positions in the mirror. Two minutes later, the 
session starts, commencing with some simple warm-up movements. After five minutes, 
the yoga master increases the volume of the music and brightens the lighting, indication 
an acceleration in the pace, rhythm, and intensity of the session. Moments afterwards, 
Yves moves from the Warrior II movement to the Triangle Pose, after which he finds 
himself in the classical plank position that toughens upper-body muscularity and 
strength stamina. At that moment, he notices that the woman behind him is disturbing 
the pleasant flow of movements [decrease in experience].

Bolster. The service provider can attempt to engage in the customer’s practices and positively 
influence those practices to solidify and further boost the customer experience.

Safeguard appreciation. While the service provider facilitated moments of delight for 
the customer, the service provider should ensure two things. First, the customer should be 
allowed to appreciate the service and the experience. This can be done through engaging in 
the customer’s practices and creating positive temporal friction. Second, it is vital to continue 
to support the customer’s practices to allow him/her to reach his/her goals.

Bolster. The service provider should engage in the customer’s processes to turn the negative 
direction of experience by again boosting his/her experiences.

1.2 Experience stabilized: From negative to positive indifferent
Struggling to find her position while her yoga mat slips away, the woman behind Yves 
bumps into his yoga mat several times. This continuously disturbs him from achieving 
proper positioning and conducting the movements in the right way. The woman seems 
to be unaware that she is interrupting Yves. With slight frustration, Yves attempts to 
move forward but struggles to do so, as the room is packed with people. To the best of 
his abilities, Yves continues his workout but seems to be distracted and blocked from 
the pleasant flow he was hoping for. Still, shortly after the yoga session, he decides to 
finish his workout with his twenty-minute strength workout routine. Even though many 
people are in the strength room, Yves recovers his rhythm while listening to his favorite 
workout playlist [upward motion of experience]. He finishes off with a recovery in the sauna, 
and upon arrival at home, Yves prepares a healthy dinner and seems to disregard the 
annoying experience he lived through during the yoga session [stabilized experience].

Restore. Although the service provider is not directly responsible for the behavior of other 
customers that influences the focal customer’s experience, the service provider should identify 
the critical event and attempt to recover the customer’s experience through becoming engaged 
in his/her practice.

Activate and stimulate desire. As the customer’s experience evolves to a phase of indifference, 
the service provider should attempt to stimulate or trigger the customer experience without 
being too opportunistic or interfering with the customer’s practices.
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to be unaware that she is interrupting Yves. With slight frustration, Yves attempts to 
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Activate and stimulate desire. As the customer’s experience evolves to a phase of indifference, 
the service provider should attempt to stimulate or trigger the customer experience without 
being too opportunistic or interfering with the customer’s practices.
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Table 6.2 Continued

Tales according to experiences in Figure 6.2 Managerial practice aligned with experience

2.1 Experience destructed: Deep parabola opening up
Anthony has been waiting multiple days for the book he ordered at BookStock & Co. He 
was disappointed not to receive any updates on his order. At some point, the experience 
of waiting for the book turned from something at the front of his mind to something 
numb [slightly negative indifferent experience]. From this point of departure, the long wait 
is over, as the book surprisingly found its end destination in the mailbox. Because of the 
earlier deceptive delivery process, Anthony maintains his skepticism. When he opens the 
package, this skepticism becomes a complete destructive experience, as the package does 
not contain the correct book. Instead of the magnum opus of one of his favorite 20th-century 
philosophers, it is a book on statistical data models. “As there could not be any bigger 
difference,” Anthony thinks ironically. His predominant feelings are an enormous sense of 
deception, frustration, and anger [ultimate depth in experience]. He blames BookStock & Co 
first for the faulty delivery and a split second after for the entire delivery process that was 
completely out of order. With this feeling, Anthony reaches out via a direct phone call with 
the customer service of BookStock & Co. to explain the error in delivery. The BookStock & 
Co. customer service representative does everything in her power to curb this destructive 
experience through immediate patchwork [slightly upward negative experience]. Through 
being helped out in this way, Anthony’s experience recovers slowly but surely.

Activate and stimulate desire. The service provider should actively engage in the customer’s 
practices to overcome the negative indifference in experience.

Restore. The service provider should take action to recover the customer’s experience and 
turn it into an upward-moving experience.

Urgently patch. The service provider must respond with immediate action to lift the customer 
out of his/her destructive experience. Swift patchwork and soothing are vital.

Restore. After having patched the experience, the service provider should ensure the upward 
motion of experience by remaining engaged and stabilizing the situation

2.2 Experience revamped: From negative to positive
After the patchwork, Anthony’s experience is neutralized. Next, the customer service 
representative organizes a new delivery and promises a discount voucher as a 
compensation for the faulty delivery, turning Anthony’s previous negative experience into 
a positive one. Simultaneously, he remains slightly insecure. The fact that the customer 
service representative ensures and verifies the dispatch of the book herself reassures 
Anthony. His experience is revamped and over time stabilizes on a positive continuum.

Bolster. Due to the previous experience on behalf of the customer, it is vital that the service 
provider continues to strengthen the customer’s experience to fully regain the customer’s 
confidence and trust.
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confidence and trust.
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Table 6.2 Continued

Tales according to experiences in Figure 6.2 Managerial practice aligned with experience

3.1 Experience increased step-by-step: From positive indifferent to delight
Jim orders a meal via food and delivery platform Deliveroo. Based on previous experiences, 
he chooses one of his favorite Asian fried chicken restaurants, “Fry Brothers.” The 
ordering process goes fluently, and within a couple of minutes, Jim receives a notification 
via the Deliveroo app: “Your order will be delivered by Kamel” [first increase in experience]. 
This (re)activates Jim’s experience and creates the feeling of looking forward to receiving 
the meal. Soon, Jim is notified that Kamel is on his way to deliver the meal and that he will 
be notified when the delivery is nearby. [second increase in experience]. In the meantime, 
Jim returns to watching his documentary on YouTube. As expected, a few minutes 
later, the Deliveroo app notifies Jim that Kamel is nearby and instructs him to keep an 
eye his mobile phone for any further instructions. The doorbell rings, bolstering Jim’s 
experience, and fully in line with COVID-19 regulations, Kamel leaves the meal in the 
elevator. Happily, Jim collects the meal as the scent of fried chicken welcomes him to 
start his dinner Confirming his previous experiences with Fry Brothers, the correct meal 
is delivered. Complementary to this, the employees left a personal handwritten message 
on the bag: “Enjoy your meal! The Fry Brothers.” Jim is happy with this gesture [third 
stretched steep increase in experience], rewards Kamel with a small tip and enjoys his meal 
while immersing himself in the documentary on YouTube.

Activate and stimulate desire. The service provider can trigger the customer’s experience by 
mobilizing the customer’s practice.

Bolster. The service provider should continue to facilitate the customer in the upward-moving 
experience to surpass the regular order. In this case, repetitively triggering the customer helps 
to achieve customer delight.

Safeguard appreciation. The service provider can attempt to deliver an extraordinary 
experience by surpassing previous efforts by, for example, positively surprising the customer 
to exceed his/her expectations. Simultaneously, the service provider should be aware of any 
taken-for-grantedness on the customer’s part. Positive friction would breach this.

3.2 Experience settled down: Landing in positive indifference
Shortly after the feeling of delight in the meal delivery, enjoying the meal and satisfying 
his appetite, Jim continues to watch the documentary on YouTube. He finds himself in the 
rudimentary situation of continuing his evening of watching the documentary without 
recalling the meal from Fry Brothers.

Activate and stimulate desire. The service provider can trigger the customer in a positive way 
to set the customer’s experience in motion while supporting the customer’s jobs to be done.

Note: The tales are – with permission – used from the previous study presented in Chapter 4. The tales 
depict real-life experiences in the daily life of a consumer (and customer) that were collected in an 
autohermeneutic phenomenological study by the first author.
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The aim of this dissertation was to systematically decompose customer experience in practice to 
gain a stronger understanding of the concept and to deliver a solid foundation that managers can 
trust in managing customer experience throughout the customer journey. Against this backdrop, 
we explored the following research questions:

Core RQ1: How does customer experience manifest in practice?
Core RQ2: How can customer experience be managed throughout the customer journey?

These core research questions are conceptually and empirically addressed in a phenomenological 
inquiry that taps into the realm of firsthand consumer experience as well as experience in interaction 
between customers and providers in multiple empirical contexts. Five consecutive studies, each one 
focusing on specific research questions, contributed to answering the two core research questions. 
Below, we delineate the principal findings of each study, followed by a synopsis of the key findings. 
The remainder of this closing chapter covers the theoretical contributions made and the managerial 
implications, concluding with limitations and opportunities for future research.

7.1 Key findings

7.1.1 Chapter 2: Characterizing the Spaces of Consumer Value Experience in Value Co-Creation 
and Value Co-Destruction
Chapter 2 explored how (un)reflective value experience forms and is formed by engagement in 
value co-creation and value co-destruction practice. Accordingly, the research question posed 
was How does (un)reflective value experience shape and how is it shaped by value co-creation and co-
destruction practice? We addressed this research question through an in-depth qualitative case 
study in a consumer context, namely, amateur football on artificial grass. This unique setting 
typically represents the dynamic, vivid and multiactor nature of experience and the creation and 
destruction of value. We adopted an abductive approach grounded on regular engagement with the 
football teams over a period of three months through ethnographic data collection techniques, our 
theoretical phenomenological Heideggerian heuristic and theory anchored in value experience 
and value co-creation and co-destruction.

The findings elucidate a trio of interlinked yet distinct spaces of unreflective and reflective value 
experience in value co-creation and co-destruction. In this, different modes of practice interruptions 
act as generative mechanisms between unreflective and reflective value experience in the continuum 
of value co-creation and co-destruction (Echeverri & Skålén, 2021; Ellway & Dean, 2016; Gummerus, 
2013; Keeling et al., 2021). Beside its generative capacity, interruptions can be considered a dynamic 
mechanism causing subjects to switch between different spaces in a nonfixed pattern. Furthermore, 
interruptions are closely interwoven with agential materiality and have a strong temporal influence 
(Helkkula & Kelleher, 2010; Helkkula et al., 2012a; Payne et al., 2008) on the subject’s past experiences 
and future expectations and the subject’s behavior. Moreover, interruptions are decisive in how 
individual and collective experiences (Helkkula et al., 2012a; Jaakkola et al., 2015) are related to each 
other. Each space is unique and characterized by how and what subjects experience individually 
and collectively, what their practice entails and how this relates to types of value co-creation and 
co-destruction. We explicate each space in further detail below.
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Space 1 sheds light on how unreflective value experience in emergent value co-creation 
silences value co-destruction. Within this broad space, consumers subjectively experience a 
satisfactory flow of goal attainment and habituated practices and objectives of intention that 
make them better off. Simultaneously, experience remains unreflective because of the fact that 
consumers focus on fulfilling specific tasks (Dreyfus, 1991; Heidegger, 1962) and the outcomes 
of value co-creation practices. Thus, value co-creation dominates and simultaneously mutes 
value co-destruction. The findings show that in a multiactor collaborative context, an individual 
consumer’s value experience is on a par with and linked to the collective value experience. This 
entails an individual football player (or a consumer) having the same experiences as the collective 
team (or a group of consumers) and vice versa. Consequently, consumers experience a feeling of 
self- and collective satisfaction. Overall, consumers’ goals, experiences and behaviors are aligned 
(Becker et al., 2020).

Space 2 illustrates semireflective value experience in pressed minor value co-creation 
caused by temporal value co-destruction. Minor interruptions act as an objectifying trigger in 
the consumer’s experience and thereby cause surprise when they occur in practice. These minor 
interruptions, consisting of features that block the offering or valuable features that are absent, 
temporally prevent consumers from realizing their goals. The consumers’ experience is geared 
towards the impinging or missing features and therefore become objectively present. Regardless of 
the minor interruptions that are of mild intensity and the subsequent semireflective experiences, 
consumers intentionally anticipate and adjust to the situation to prevent value co-destruction 
and return to the flow of value co-creation. Hence, the scope of the value experience is moderate, 
and the individual value experience tends to reach out to the collective value experience and the 
consistent flow of practices.

Space 3 presents full reflective value experience in value co-destruction withstanding value 
co-creation. Major interruptions, those that completely decontextualize the subject’s engagement 
in his/her practice, precipitate full reflective value experience and value co-destruction. The scope 
of the consumer’s value experience becomes narrow and limited to the features preventing the 
subject – in more permanent fashion – from his/her practice in value co-creation. The individual 
consumer’s value experience becomes detached from the collective experience in a context of 
social drama.

7.1.2 Chapter 3: Calling on Autohermeneutic Phenomenology to Delve into the Deeper Levels 
of Experience
Chapter 3 scrutinized autohermeneutic phenomenology as an approach to the investigation of 
experience extremities and microprocesses. In this vein, the research questions guiding our efforts 
were What does autohermeneutic phenomenology offer to the methodological underpinnings of experience? 
How can autohermeneutic phenomenology be practiced in the investigation of experience? In response, 
we conceptually fleshed out the theoretical and methodological underpinnings of experience 
and hermeneutic phenomenology to put forward autohermeneutic phenomenology as a novel 
approach to investigate the deeper roots and microprocesses of experience.

Through a rich contemplation of the theory (e.g., Caru & Cova, 2015; Carù & Cova, 2003; 
Dube & Helkkula, 2015; Ellway & Dean, 2016; Helkkula & Kelleher, 2010; Helkkula et al., 2012b; 
Jaakkola et al., 2015; Yakhlef, 2015), we gained a detailed view of the complexity of experience in 
terms of its dynamic, temporal, and multifaceted nature. By theorizing on the literature of (auto)
hermeneutic phenomenology (Gadamer, 1982; Heidegger, 1962; Langdridge, 2007; Sloan & Bowe, 
2014; Van Manen, 2016a), we asserted its deep explanatory power in casting light on experience 
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from a first-person perspective. We provided and described in further detail five guidelines 
for capturing experience extremities: 1) center the self as subject and object of observation, 2) 
value the ordinary, 3) embrace eclectic techniques, 4) move along the hermeneutic circle and 
5) safeguard the depth of the think piece. Finally, we synthesized the guidelines into a guiding 
framework for autohermeneutic phenomenological studies. The framework is a rigorous and 
invasive way to touch upon a deeper characterization of experience and has been notably 
meritorious in consumption-related and experientially intensive fields, such as marketing and 
tourism theory and practice.

7.1.3 Chapter 4: Illuminating the Inception and Evolution of Experience: An Autohermeneutic 
Phenomenological Inquiry
The approach laid out in the preceding chapter offered an ample theoretical and methodological 
foundation for investigating the deeper roots and microprocesses of experience. Based on this, 
Chapter 4 investigated the inception and evolution of experience. The research question guiding 
our efforts was How is experience formed, and how does it evolve? To explore this question, we adopted 
the autohermeneutic phenomenological approach developed in the previous chapter to collect 
a rich set of experience tales over a period of nine months in the context of daily life, that is, as 
a consumer and customer. This offered a unique opportunity to create firsthand access to the 
entire experience spectrum.

The findings yielded a detailed view, captured in the Triple-Infinity Loop of Experience 
(Figure 4.1), of how experience evolves in three experiential time frames in which omnifarious 
inceptions occur. First, we uncovered a wide variety of inceptions (i.e., the sparks and triggers 
that create motion in a subject’s experience) that can occur over time. For example, a change in 
practice is a contingency in routinized activities that cause the inception of experience. Uniqueness 
or something out of the ordinary can also activate a subject’s experience. Furthermore, visceral triggers 
are dominantly present throughout the experience spectrum and can spark a subject’s experience 
in terms of sensorial, corporal, material, or spatial features. Service provider notifications are 
external triggers, created on purpose or accidentally by service providers to activate experience. 
Triggers can also come from other subjects (i.e., subject triggers) and cause motion in the focal 
subject’s lived experience. Suddenness typically occurs through unanticipated events, and nostalgic 
recollections are inceptions situated in other experiential time frames. Next, paradoxes in experiences 
across experiential time frames, which can be understood as inconsistencies across time, can spark 
a subject’s experience. Through these inceptions, we empirically express experience as extremely 
volatile and dynamic.

Another important finding is that experience evolves throughout three experiential time 
frames. First, lived-through experience is experience about the past. Second, in situ experience 
is in the present. Third, imaginary experience is about the future. Compared to extant temporal 
depictions of time frames that are defined as past, present and future (Helkkula et al., 2012a; 
Lemon & Verhoef, 2016), our experiential time frames signify different forms of experience. The 
findings reveal that experience is formed and reformed throughout the experiential time frames, 
implying that there is a close reciprocity between time frames and shaping experience. For 
example, lived-through experience can shape in situ experience, and in turn, in situ experience 
can put lived-through experience in a different perspective. This reciprocal effect is found in all 
experiential time frames, as they are intimately interwoven.



126   |   Chapter 7

7.1.4 Chapter 5: Towards a Circumplex Typology of Customer Service Experience Management 
Practices: A Dyadic Perspective
While the prior studies in this dissertation provided vital insights into experience and its 
relationship with value co-creation and co-destruction from a subject’s or user’s point of view, 
the question of how experience can be managed by service providers remained. The lingering 
idea in business practice that customer experience can be managed instrumentally has been 
largely troubled by the empirically based insights produced by the previous chapters as well as 
conceptualized in the literature (Ellway & Dean, 2016; Yakhlef, 2015). In response, Chapter 5 sought 
to explore and identify the practices used by service providers to manage the customer experience 
(in this study denoted customer service experience (CSE)) throughout the customer journey in a 
B2B setting. Hence, the guiding research question for this study was How do B2B service providers 
in business relationships manage CSE in terms of practices throughout the various phases of the customer 
journey? This research question was addressed through an in-depth ethnography conducted over 
eight months at the locations of two service providers active in knowledge-intensive service 
businesses. Our analytical focus was on critical events throughout the customer journey in the 
dyadic relationships.

The study proposed important findings for customer experience management. As a first 
diagnosis, we described ten concrete practices (see Table 5.4) that show how service providers 
manage customer experience. We witnessed each of these practices recurring at different levels 
throughout the five phases of the customer journey. Based on these practices, we identified 
different repertoires of practices. We characterized these repertoires of practices as different modes 
of organization (ad hoc or regular) and modes of engagement (reactive or proactive). Ad hoc practices 
are those that materialize spontaneously without any envisioning routine to deal with events in 
situ. Regular practices, on the other hand, are entrenched in and provided by organizational 
procedures. Reactive practices assist customers in an adequate fashion by facilitating prompt 
service (Medberg & Grönroos, 2020; Parasuraman et al., 1988; Virlée et al., 2020). Proactive practices 
consist of inventive assistance that allows the service provider to co-produce solutions for and 
with the customer. Importantly, we also found that the mode of engagement has an impact on 
the customer experience. Reactive engagement restores customer experience and returns it to its 
regular order (Van Vaerenbergh et al., 2019). On the other hand, proactive engagement bolsters 
customer experience, making it surpass a regular order and exceed the customer’s expectations 
or evoke customer delight (Guidice et al., 2020). The circumplex typology synthesizes all the 
findings and offers a comprehensive view of the service providers’ practices in managing customer 
experience.

Uncovering and characterizing the practices led to several important observations. Customer 
experience management is a dynamic and critical act that demands meticulously balancing 
different types of service provider practices. Furthermore, if practices are not conducted with 
careful attention, regardless of their intentions, they can have a detrimental effect on the customer 
experience. This demonstrates the thin line that service providers deal with in either facilitating 
or destroying customer experience. Moreover, we again underline the complexity of customer 
experience and its management because of its idiosyncrasy across customer accounts. This is 
associated with the challenge of managing individual customers while simultaneously managing 
multiple customers. In response, the circumplex typology offers a clear and distilled picture of 
how practices take place throughout phases of the customer journey.
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7.1.5 Chapter 6: GraphEx: Visualizing Customer Experience in Its Multidimensionality
The preceding studies have focused on creating a deeper understanding of customer experience 
and how it is managed by service providers. Building on the key findings of these studies, the final 
study of this dissertation aimed to unravel the complexities of customer experience management 
through visualizing its multidimensionality in a simple way and address this complexity through 
providing managerial guidance. Hence, we posed the questions How can experience be visualized 
in its multidimensionality? How can managers foster customer experience accordingly? These research 
questions were addressed through an abductive development approach resulting in the GraphEx 
hip-pocket model, which offers an intricate view of the multidimensionality of experience.

We theorize on the multidimensionality of experience and propose three core dimensions 
that provide an intricate view of customer experience: valence, type and visceral intensity. Valence 
addresses how experience is perceived through the spectrum of positive, neutral or negative (e.g., 
De Keyser et al., 2020; Kranzbühler, 2020) across all its qualities. These qualities are, for instance, 
cognitive, behavioral, sensory, emotional, and social (De Keyser et al., 2020; Williams et al., 2020). 
Dwelling on earlier work in Chapter 2, type of experience signifies whether the experience is 
unreflective or reflective. The third dimension, visceral intensity, expresses how an experience is 
sensorially perceived in the continuum from “superficial” to “profound.” These dimensions are 
linked to managerial practices and, depending on the state of experience, help business leaders 
manage customer experience. Five concrete guidelines are proposed: 1) urgently patch the 
customer experience, 2) restore the customer experience, 3) activate the customer experience and 
stimulate desire, 4) bolster the customer experience and 5) safeguard appreciation in the customer 
experience. The dimensions and managerial practices are explained through vivid illustrations. 
We visualize the dimensions and managerial practices in the GraphEx hip-pocket model, which 
graphs the multidimensionality in a simple way and helps marketing managers to understand 
and manage customer experience over time.

7.1.6 Synthesizing the key findings
Taken together, the preceding empirical and conceptual studies permitted us to resolve the 
two core research questions of this dissertation. We break down our responses to the research 
questions below.

Core RQ1: How does customer experience manifest in practice? Distilled from the findings, 
we draw the following conclusions:

• Experience phenomenologically manifests in three different spaces, grounded in the subject’s 
lifeworld and interwoven with value co-creation and co-destruction practice. Subjects find 
themselves predominantly in the first space, in which experience manifests in its primordial 
mode that is rooted in unreflective habituated and oftentimes taken-for-granted practices. 
The second space shows that reflective experience is illuminated by a temporal interruption 
in value co-creation practice, while value is co-destructed. In space three, experience 
manifests as fully reflective due to major interruptions in ongoing practice, causing value co-
destruction. Across the spaces, the subject can be considered a powerful creator of meaning.

• Experience is inherently phenomenological, complex and multifaceted. This leads to a further 
characterization of experience. First, experience evolves dynamically over time, implying that it 
can alter and fluctuate in infinite ways. Likewise, experience is erratic, meaning that it is volatile 
and can change abruptly and unforeseeably, and sometimes liberally from service providers. 
Third, experience is idiosyncratic, meaning that each subject (or customer account, for example) 
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experiences things differently. Fourth, experience is temporal, meaning that it emerges and 
reforms over time and across different time frames. Fifth, experience is intentional, meaning 
that subjects are always geared towards something (for example, fulfilling a task or achieving 
a goal). Finally, experience is multidimensional and always moves along continuums. Thus, we 
propose valence (positive to indifferent to negative), type of experience (unreflective to reflective) 
and visceral intensity (superficial to profound) as comprehensive dimensions.

• Experience evolves and is malleable through three experiential time frames: lived-through, in 
situ and imaginary. In other words, experience is shaped and reshaped and continuously subject 
to change throughout these experiential time frames. These experiential time frames are present 
throughout the entire customer journey and within, between, and across touchpoints.

• Interruptions in the subject’s practice act as generative “switching” mechanisms between the 
spaces and time frames of experience.

• Inceptions put the subject’s experience in motion and are omnifarious. They materialize 
throughout the customer’s journey and in all experiential time frames.

The conclusions indicate that experience is complicated. Moreover, the findings establish that 
experience is eminently complex and can be perceived as a bewildering phenomenon that 
demands precise scrutiny to deeply understand it.

Core RQ2: How can customer experience be managed throughout the customer journey? From 
the findings, we infer the following conclusions:
• A deep understanding of customer experience is the key premise for successful customer 

experience management.
• Customer experience management throughout the customer journey is a balancing act 

between distinct modes of organization and engagement. The former entails ad hoc and 
regular practices, and the latter covers reactive and proactive practices. Reactive practices 
restore customer experience, and proactive practices bolster customer experience. Depending 
on which state the subject’s experience is in, five managerial practices can be distinguished: 
1) urgently patch the customer experience, 2) restore the customer experience, 3) activate 
the customer experience and stimulate desire, 4) bolster the customer experience and 5) 
safeguard appreciation in the customer experience.

• Customer experience management necessitates consistent and delicate harmonization with 
the customer’s value creation and destruction practice. Strategic and successful customer 
experience is not solely about creating memorable or frictionless experiences, as it involves 
the risk of structural unreflective – taken-for-granted – customer experiences. To mitigate 
this risk, marketing managers should pay structural attention to what and how customers 
experience in their value co-creation and co-destruction practice. In addition, artificial 
practice interruptions of a mild nature can act as sophisticated managerial triggers to 
positively incept the customer’s experience.

By virtue of the complexity of customer experience, we consider its management a Herculean 
task, that is, an extremely strenuous undertaking. Surmounting this challenge calls for great 
effort and perseverance. We show that an indispensable starting point for conquering this task 
is to deeply comprehend the nature, characteristics, and fine nuances of customer experience. 
Subsequently, managerial practices undertaken with ultimate precision are necessary to manage 
customer experience throughout the phases of the customer journey. 
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7.2 Theoretical contributions

Based on the key findings put forward in the previous section, we wish to make several theoretical 
contributions with this dissertation. In harmony with its title, this dissertation contributes to 
understanding and managing customer experience in practice. This section dissects the theoretical 
contributions.

First, this dissertation outlined a deep understanding of how customer experience occurs 
in practice, that is, in value co-creation and co-destruction. Scholars have shown that experience 
and the creation of value are closely related (Grönroos & Gummerus, 2014; Gummerus, 2013) and 
therefore cannot be separated (Helkkula et al., 2012a). In addition to their strong link, experience, 
albeit in reflective and unreflective forms, and the practice of value co-creation mutually shape 
each other (Ellway & Dean, 2016, 2020). Value co-creation is even understood as the lived or joint 
reality of use and experience (Ranjan & Read, 2016, p. 292). However, despite these interlinkages, 
surprisingly little is known about how experience occurs in relation to value co-creation and co-
destruction practice. This omission is alarming given the importance of the dialectical link between 
value co-creation and the practice of value co-destruction (Echeverri & Skålén, 2011; Keeling et 
al., 2021; Rahman et al., 2019). In response, this dissertation offers an integral phenomenological 
view of how reflective and unreflective experience manifest in the co-creation and co-destruction 
of value in the lifeworld of subjects. Three distinct yet interrelated spaces in this relationship are 
mediated by interruptions in practice. Value experience is specified as reflective and unreflective, 
individual and collective, narrow to broad, and what subjects experience in each space, followed 
by consumers’ practice and types of value co-creation and co-destruction. The findings imply that 
customer experience cannot be treated in a vacuum and instead should always be understood in 
relation to the practice of value co-creation and co-destruction. To this end, this dissertation adds 
granularity to the literature of value experience in value co-creation and co-destruction (Echeverri 
& Skålén, 2021; Ellway & Dean, 2016, 2020; Gummerus, 2013; Helkkula & Kelleher, 2010; Helkkula 
et al., 2012a; Jaakkola et al., 2015; Keeling et al., 2021).

Second, this dissertation advances our knowledge of the nature, temporality, and 
characteristics of customer experience. Hitherto, the contemporary marketing literature has 
offered valuable contributions characterizing customer experience (Becker & Jaakkola, 2020; De 
Keyser et al., 2020; Heinonen & Strandvik, 2015; Heinonen et al., 2010; Helkkula et al., 2012a; 
Kranzbühler et al., 2018). Nevertheless, knowledge of the deeper roots of experience, that is, how 
experience is formed (Hellén & Gummerus, 2013) and how it evolves over time, continues to be 
sparse. To bridge this gap, this dissertation unpacks the microprocesses of experience formation 
and evolution and provides two vital insights. First, it amplifies our understanding of experience 
formation by introducing the notion of “inceptions,” which are crucial triggers or stimuli. Second, 
it presents a nuanced view of the temporality of experience (Helkkula & Kelleher, 2010; Helkkula 
et al., 2012a; Lemon & Verhoef, 2016), with experience being shaped and reshaped through three 
experiential time frames, namely, lived-through, in situ and imaginary experience. This position 
contradicts the traditional dominant marketing discourse that conceptualizes service providers 
as “orchestrators” of customer experience (Pine & Gilmore, 2011). Instead, this dissertation 
concurs that experience can act independently – even in touchpoints – from the actions and 
intentions of service providers (Berry et al., 2006; Heinonen et al., 2019; Lemon & Verhoef, 2016). 
The dynamic and nonlinear nature of experience (Helkkula & Kelleher, 2010; Helkkula et al., 2012a) 
is expanded by adding that experience is erratic and volatile. While the literature has termed 
journeys smooth or sticky in reference to customer loyalty and involvement (Siebert et al., 2020), 
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this dissertation incorporates a more critical perspective on journeys by revealing that they can 
be erratic and volatile. Overall, this dissertation advances our knowledge of the phenomenological 
microprocesses of experience formation and evolution.

Third, based on the previous contribution, this dissertation offers conceptual clarity 
on the multidimensionality of customer experience. Scholars are increasingly opting for a 
superior understanding of the multidimensionality of customer experience (De Keyser et al., 
2020; Homburg et al., 2017; Williams et al., 2020). Despite current efforts, customer experience is 
often still poorly understood and seen as a unidimensional construct (Becker, 2020). Renouncing 
any monolithic conceptualization, this dissertation provides a multidimensional yet simple 
overview of customer experience with three distinct phenomenological experience dimensions 
(valence, type of experience, and visceral intensity) that all work on a continuum. The experience 
dimensions are centered around the subject (i.e., the customer or consumer) because of their 
phenomenological kind and advance the subject-centricity of experience (Becker, 2020; Hamilton 
& Price, 2019; Heinonen & Strandvik, 2015; Heinonen et al., 2010; Tax et al., 2013).

Fourth, this dissertation extends the current knowledge of customer experience management 
throughout the customer journey from a microlevel perspective. To date, in the significantly 
underinvestigated B2B literature, scholars have provided valuable insights into customer 
experience management from either a customer (De Keyser et al., 2020; McColl-Kennedy et al., 
2019; Zolkiewski et al., 2017) or a service provider perspective (Witell et al., 2020). Still, what exactly 
manifests in interaction between customers and service providers, that is, on a dyadic level, 
has not yet been investigated. In resolving this shortcoming, this dissertation demonstrates that 
customer experience management is a balancing act – especially in critical events – that entails 
different modes of organization (ad hoc and regular) and modes of engagement (reactive and 
proactive). Complementary to this typology, reactive practices restore customer experience (Van 
Vaerenbergh et al., 2019), and proactive practices bolster it. We concur that the traditional service 
quality literature has already provided valuable contributions by pointing to the restorative 
power of practices through responsiveness (Parasuraman et al., 1988) and involving the service 
provider’s personnel in service delivery processes (Bitner, 1990, 1992). The findings in this 
dissertation also supplement the emerging body of solutioning literature (Hakanen & Jaakkola, 
2012; Storbacka, 2011) by demonstrating that facilitating solutions entails not only reactiveness 
but also a proactive attitude. Furthermore, in line with the idea that service providers are not in 
charge of experience, customers conjointly contribute to the practices that eventually shape their 
experience (Bettencourt et al., 2002; McColl-Kennedy et al., 2012; Moeller et al., 2013; Tommasetti et 
al., 2017; Virlée et al., 2020). In summary, this dissertation contributes to the literature on customer 
experience management throughout phases of the customer journey in B2B (e.g., Witell et al., 
2020; Zolkiewski et al., 2017).

Finally, this dissertation deepens the methodological underpinnings of customer experience. 
An interest in the interpretive turn percolates through the current marketing literature (Zeithaml 
et al., 2020). However, suitable evidence-based methodologies in experience research are lacking 
(Goulding, 2005; Grönroos & Voima, 2013; Helkkula et al., 2012a). In overcoming this omission, 
we propose autohermeneutic phenomenology as an approach to investigate the deeper roots of 
experience. A solid theoretical basis and guidelines for practical use of the approach assist us 
in providing a firsthand view centered on experience. Thereby, this dissertation contributes to 
solidifying the methodological bedrock of experience research in marketing.
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7.3 Managerial implications

Understanding and managing customer experience in practice is a challenging endeavor and 
can be considered a Herculean task. However, this dissertation was written to better understand 
and surmount this challenge. This dissertation encourages service providers and invigorates 
their customer experience management rather than discouraging it. At first, it is important for 
managers to underscore that customer experience is a complicated and multifaceted concept that 
is far from under the constant control of service providers and is easily susceptible to change over 
time. In this work, we confirm and empirically demonstrate the great complexity and variability 
of customer experience. In this section, we delineate multiple managerial implications and divide 
them into two parts. First, in 7.3.1, we focus on understanding customer experience in practice 
from a managerial point of view. Second, we put forward in 7.3.2 how managers can anticipate 
the dynamic and multifaceted qualities of customer experience in practice and what intervention 
techniques can be deployed to manage customer experience over time in sophisticated and novel 
ways for the betterment of customer experience and satisfaction.

7.3.1 Creating a deep understanding of customer experience in practice
The starting point and a main premise for businesses in facilitating customer experience is 
to create a deep understanding of it in practice. To that end, managers need to transcend the 
persistent notion that customer experience can be managed in a vacuum. Instead of treating it 
in isolation, we urge that customer experience should always be considered in practice, that is, 
during the interplay with value co-creation and co-creation. Through focusing on this immanent 
relationship between experience and the dialectical co-creation and co-destruction of value, 
managers can better grasp how experience relates to the customer’s intentional practices (i.e., 
the actions and activities related to attaining goals) that contribute to the customer’s well-being.

Managers should consistently center the customer’s phenomenological lifeworld in their 
efforts to understand customer experience. This perspective embraces a customer-centric 
view of customer experience, allowing the fine nuances of experience to be illuminated. For 
example, managers can elicit important findings about how the customer’s experience changes 
dynamically within and across touchpoints and through interventions. Likewise, managers can 
assess and characterize customer experience with greater precision across multiple dimensions 
(e.g., valence, type of experience or visceral intensity). An associated benefit of adopting a 
phenomenological stance towards customer experience is that it creates a superior position 
for managers in understanding the temporality of experience, that is, how experience evolves 
and incepts. The concept of the three experiential time frames is a powerful tool for managers 
in diagnosing customer experience in their journey. The experiential time frames supplement 
existing customer journey mapping with a layer that allows customer experience to be charted 
in more sophisticated ways. In doing so, marketing managers can wield inceptions as a technique 
to comprehend when a customer’s experience commences, caused by either managerial stimuli 
or exogenous triggers.

While the advantages of adopting a phenomenological view of customer experience seem 
clear, the practical application in terms of techniques to elicit valuable information is still 
underexposed. In response, the autohermeneutic phenomenological approach proposed in this 
dissertation provides novel and clear methodological direction. For example, managers should 
not only seek customer insights on extraordinary occasions but also focus on ordinary activities 
in customers’ lives. Furthermore, there is no holy grail in data collection or analysis techniques. 



132   |   Chapter 7

On this note, we propose that marketing managers adopt eclectic techniques to collect firsthand 
data and use the principle of the hermeneutic circle (i.e., making sense of data as a continuous 
process) to interpret what experience means to their customers. The abovementioned managerial 
implications for understanding customer experience provide vital insight improvement and 
innovation in service offerings as well as managing customer experience in practice.

7.3.2 Managing customer experience in practice
A deep phenomenological understanding of customer experience equips managers to better 
anticipate customer experience in practice. This dissertation demonstrates that managing 
customer experience is a balancing act that necessitates an ambidextrous approach consisting of 
different type of practices. Ambidexterity stems from the innovation literature and implies that 
managers should exploit and explore new possibilities (de Visser et al., 2010; Gibson & Birkinshaw, 
2004; Raisch et al., 2009). Inspired by the notion of ambidexterity, in our case, managers should 
mix and match practices with ad hoc and regular modes of organization and practices with 
reactive and proactive modes of engagement. Ad hoc practices are apt for situations that require 
spontaneity and swift follow-up, while regular practices are more routinized and planned in 
advance. Reactive practices can be deployed to restore customer experience, while proactive 
practices serve to bolster customer experience. Thus, managers should consider that managing 
customer experience cannot always be planned but also needs spontaneity. Additionally, reactive 
engagement restores customer experience, while proactive engagement reinforces it. These 
insights are useful for managers in anticipating critical events or creating customer delight.

In managing customer experience, it is paramount for managers not to lose sight of experience 
in relation to value co-creation and co-destruction. The three modes characterizing how experience 
manifests in practice imply that the management of experience is always linked to value co-
creation and co-destruction. It is evident that when value is reflective and value is co-destructed, 
managers must focus on practices, such as urgent patchwork, to restore customer experience. 
In semireflective experience in minor value co-creation, managers should assist the processes 
of the customer to smooth the practices of the customer. However, when value is unreflective in 
value co-creation, what managers should do remains questionable. While it may appear that value 
co-creation is in an optimal desired state in unreflective experience, the pitfall is that customers 
can take a firm’s offerings or service delivery for granted. Consequently, we warn about what we 
label the “value paradox,” which is associated with the challenge for managers to facilitate the 
customer’s value creation processes and ensure a solid experience for customers on the one hand 
while enabling customers to appreciate the value offering on the other hand. This is especially 
crucial in instances where customers are structurally facilitated with frictionless experiences, as 
the customer experience remains unreflective over longer periods of time. To overcome this, we 
propose artificial practice interruptions, which are triggers or (positive) interventions by service 
providers, as sophisticated tools to breach the taken-for-granted attitude and make customers 
aware of what they use. Artificial practice interruptions are also valuable in eliciting novel insights 
by surveying certain circumstances considered ordinary in life. In conclusion, artificial practice 
interruptions can act as novel managerial stimuli to diagnose, manage and activate the customer’s 
experience throughout phases of the customer journey.

Customer experience is often managed in situ with a dominant focus on the moment of 
purchase. As a result, managers tend to overlook the evolution of experience over time. We 
advise managers to broaden their view of the temporality of experience by considering the three 
experiential time frames that shape and reshape experience. In doing so, managers can better 
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anticipate the erratic nature of customer experience, acknowledging that lived-through, in situ 
and imaginary experience are intertwined and decisive in shaping experience. For example, by 
understanding lived-through experiences, managers become more skilled in improving in situ 
and imaginary experience, and vice versa. The interdependencies between the experiential time 
frames play a pivotal role in managing customer experience over time. Thus, simply managing 
customer experience in situ is not sufficient; instead, managers must focus on all experiential 
time frames to create loyal customers who keep returning in the future.

Furthermore, the management of customer experience cannot be limited. Since customer 
experience is a multidimensional concept, its management demands a diversified set of practices. 
Despite the complexity and multidimensionality of experience, firms are in need of a pragmatic 
approach that is easily understandable and applicable in practice. This dissertation offers 
managers five comprehensive practices that can be applied to manage customer experience in 
its multidimensionality. First, when the valence of customer experience is strongly negative, 
meaning it is destructive for the customer, and thus experience is reflective, managers must 
urgently provide patchwork to curb the destructive direction of experience. Second, when 
the customer’s experience is moderately negative and intense, managers need to prioritize to 
restore the customer experience to its normal order. Typically, these two practices are ad hoc and 
reactive. Third, managers should activate the customer experience by stimulating desire when 
customer experience is indifferent and unreflective. Such a practice can be proactively initiated 
and embedded in regular processes. Fourth, when customer experience is moderately positive 
and intense while remaining unreflective, managers need to bolster the customer experience to 
surpass its regular order. Fifth, when customer experience is strongly positive and intense, and 
primarily unreflective, managers must safeguard appreciation and prevent taken-for-grantedness 
in their customers. Generally, the latter two practices demand proactive engagement and a 
combination of ad hoc and regular organization. Likewise, artificial practice interruptions can 
be used to positively trigger the customer’s experience.

Finally, customer experience management is not solely attributable to service providers. The 
findings in this dissertation show the importance of considering the customer’s role in shaping 
customer experience during customer journeys. Managers will find it helpful to consider customer 
experience management in dyads, triads or possibly networks, in which the customer participates 
in dialogical and collaborative practices that help shape his/her experience.

7.4 Limitations and avenues for future research

To put the implications of this dissertation into perspective, it is vital to ponder its limitations 
and avenues for future research. We commence with delineating the limitations of this 
dissertation, followed by future research directions. In short, we touch upon the understanding 
of microfoundations of experience in 7.4.1 and the design and methodological ramifications of 
this dissertation in 7.4.2.

7.4.1 Reflecting on the microfoundations of experience 
This dissertation contributes to a deeper understanding of customer experience in practice. 
Zooming into the microfoundations of this dynamic and complex concept proved its merits by 
illuminating the spaces of unreflective/reflective value experience in value co-creation and co-
destruction. Despite our efforts to characterize the three spaces, a limitation of this dissertation 
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is that it does not include an empirical exploration of how the notion of customer delight (Ball & 
Barnes, 2017; Guidice et al., 2020) relates to the type of experience, that is, experience as unreflective 
or reflective. Although we expect that experience can be partly reflective in these short moments 
of customers’ surplus happiness during value co-creation practice, empirical evidence is lacking. 
Hence, we suggest that future research should empirically scrutinize the relationship between the 
type of experience and customer delight, with a specific focus on whether customers reflectively 
experience value offerings in moments of customer delight. This is important to understand, as 
customer delight is a relatively new but key notion in the experience realm and a premise for 
building strong relationships with customers.

Furthermore, focusing on the microfoundations of experience proved to be valuable in 
creating a deeper understanding of the nature, characteristics, and temporality of experience. 
Specifically regarding temporality, we presented three experiential time frames with a multitude of 
inceptions, which can take place across touchpoints. While the literature points towards customer-
owned, provider-owned or even external touchpoints (Grönroos, 2017; Lemon & Verhoef, 2016), 
this dissertation does not clarify how experience evolves and incepts across such touchpoints, 
including managerial stimuli. Given the erratic nature of experience, it would be worthwhile 
for future research to investigate its temporality more closely in relation to different types of 
touchpoints and managerial stimuli.

This dissertation proposed several dimensions to graph experience in its multidimensionality. 
Although we are confident that our efforts to create multiple dimensions are highly relevant to the 
field, both in experience and in practice, readers might question whether these dimensions are 
exhaustive in presenting the multidimensionality of experience. The dimensions we identified 
are distilled from a phenomenological perspective, but we concur that other perspectives might 
uncover or prioritize other dimensions. Hence, there is ample room for future research to deepen 
or broaden the experience dimensions.

7.4.2 Reflecting on the research design and methodological ramifications of this dissertation
This dissertation set out to investigate customer experience in practice in a phenomenological 
inquiry. Akin to an interpretivist lens, our research quest was geared towards understanding 
phenomena (the notion of experience in our case) and how individuals intersubjectively 
make sense of the world (Gibbons, 1987; Orlikowski & Baroudi, 1991; Scherer et al., 2015). In 
this dissertation, we waive claims to produce objective, simplified, scientific concepts of truth 
(Smythe et al., 2008) that risk “deliving” experience (Harman, 2007). Thus, given the profoundly 
rooted qualitative nature of this dissertation, we aim to refine and deepen the understanding of 
phenomena by offering incisive insights that allow us to view things differently (Gehman et al., 
2012; Tsoukas, 2009). Still, remaining open to novel opportunities and approaches that might 
extend the current insights is pivotal. Against this backdrop, a direction with great potential for 
future research is testing the efficacy of concepts, such as experience dimensions or managerial 
practices and stimuli, and ranking them by importance. Research in the quantitative positivist 
tradition would be a good option for this.

This dissertation characterizes the spaces of value experience in value co-creation and co-
destruction through qualitative research inspired by ethnographic data collection techniques 
supported by a Heideggerian heuristic. While we were first to uncover linkages between experience 
and the creation and destruction of value, a limitation of this study is that the linkages are not 
yet validated and have not been researched in other settings. It would be valuable to test these 
relationships in, for example, real-life experiments. Furthermore, we trusted in interviews and 
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nonparticipatory observations to come as close as possible to the football players’ lived experience. 
Still, we could not fully capture the subjects’ experience in situ. Future research may involve 
approaches that center the lived experience in the relation between value experience and value co-
creation and co-destruction from a first-person point of view. Autohermeneutic phenomenology 
is an exemplary approach that could capture this relationship in its purest form.

This dissertation proposed an autohermeneutic phenomenological approach that was 
deployed to investigate the evolution and inception of experience. We demonstrated that our 
approach possesses great potential to uncover the extremities of experience. Nevertheless, 
autohermeneutic phenomenology entails an approach that cannot fit in strict stepwise processes 
and therefore involves certain skills of the researcher. A limitation of this approach may therefore 
be its applicability in practice. In particular, managers might demand a hands-on tool to 
investigate experience in its purest form. Future research can expand the framework proposed 
in this dissertation by improving its practical applicability.

This dissertation builds in Chapter 5 on an ethnography that investigated customer 
experience management practices from a dyadic perspective. Through intensive immersion over 
an eight-month period, we uncovered a typology of customer experience management practices. 
Our analytical focus was on critical events, instances in which the customer experience was 
somehow altered and necessitated action by the service provider. We were unable to track the 
impact of managerial intervention in one phase of the customer journey to a consecutive phase. 
This suggests a need for further examination of how managerial practices affect the customer’s 
experience over time. Such an examination has the potential power to reveal pathways or 
best practices for customer experience management. Furthermore, throughout our study, we 
superficially examined destructive practices. We would be particularly interested in a closer 
investigation of managerial practices that destroy the customer’s experience.

Moreover, for this dissertation, we developed a hip-pocket model for managers to graph and 
manage customer experience. In this model, three experience dimensions visualize experience 
and five situational practices frame how managers can anticipate customer experience. We offer 
conceptual clarity for the multidimensionality of experience and provide a managerial foothold 
in customer experience management. Still, additional evidence-based research would be helpful 
to solidify the experience dimensions and managerial practices.

Finally, this dissertation concentrated on the microfoundations of experience in which the 
locus of investigation was the subject’s experience or the dyadic relation between a customer and 
a service provider. This perspective proved useful for generating deep theoretical insights and 
building managerially relevant understanding (Felin et al., 2015; Grönroos, 2017; Grönroos & Voima, 
2013; Holmqvist et al., 2020). We encourage scholars to investigate customer experience at different 
levels of aggregation (Chandler & Lusch, 2015), such as in wider ecosystems, to complement the 
micro with a macroperspective (Felin et al., 2015). A macroperspective would allow us to zoom 
out to the whole and provide a holistic overview. Still, because of the phenomenological and 
idiosyncratic nature of experience, how experience manifests across these wider ecosystems 
remains questionable.
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Appendix A – Chapter 4
Table I. Additional examples of tales and the analysis in terms of inception and evolution

Experience tales Inception (I)
Labelled I1…n and marked as italics

Evolution (E)
Labelled E1…n and marked as underlined

Tale A1. Thursday, 9 April 2020, Paris
I have already been waiting multiple days for the book I ordered at BookStock & Co. I was 
disappointed about not receiving any updates on my order. At some point, the experience of 
waiting for the book turned from something at the front of my mind to something numb [E1].
From this point of departure, the long wait is over, as the book surprisingly found its end destination 
in the mailbox [I1]. Because of the earlier deceptive delivery process, I maintain my skeptical 
feeling [E2]. With the opening of the package, this skeptical feeling turns into a complete 
destructive experience [E3], as the package does not contain the correct book [I2]. Instead of the 
magnum opus of one of my favorite 20th-century philosophers, it is a book on statistical data 
models. “As there could not be any bigger difference,” I comment ironically. My predominant 
feelings are an enormous sense of deception, frustration, and anger. I blame BookStock & 
Co. first for the faulty delivery and a split second after for the entire delivery process that 
was completely out of order [E4]. With this feeling, I reach out via a direct phone call to the 
customer service of BookStock & Co. to explain the error in delivery. The BookStock & Co. customer 
service representative does everything in her power to curb[I3] my destructive experience through 
immediate patchwork. Through being helped out this way, I feel like my experience recovers 
slowly but surely. After the patchwork, my experience is somehow neutralized [E5]. Next, the 
customer service representative organizes a new delivery and promises a discount voucher as 
compensation for the faulty delivery, turning what I previously felt into something positive. 
Simultaneously, I notice that I remain slightly insecure [E6]. The fact that the customer service 
representative assures me that she will verify [I4] and dispatch the book herself reassures me. My 
experience is revamped and over time stabilized on a positive continuum [E7].

I1. Suddenness

I2. Deceptive surprise

I3. Service provider action

I4. Service provider notification

E1. Experience weakens in priority
E2. Lived-through experience actively 
shaping in situ experience
E3. Imaginary experience confirming in situ 
experience

E4. In situ experience puts lived-through 
experience in a different perspective

E5. Service provider efforts recovering in situ 
experience

E6. In situ recovery against better judgment 
of imaginary experience
E7. Repetitive service provider efforts soothe 
imaginary experience

Tale A2. Tuesday, 19 May 2020, Paris
I order a meal via food and delivery platform Deliveroo. Based on previous experiences, I 
choose one of my favorite Asian fried chicken restaurants, “Fry Brothers” [E1]. The ordering 
process goes fluently, and within a couple of minutes, I receive a notification via the Deliveroo 
app: “Your order will be delivered by Kamel” [I1]. I feel like my experience is (re)activated in some 
way, which creates a feeling of looking forward to receiving the meal [E2]. Soon, I am once 
again notified that Kamel is on his way to deliver the meal [I2] and that I will be notified when the 
delivery is nearby. In the meantime, I return to watching my documentary on YouTube [E3]. 
As expected, a few minutes later, the Deliveroo app notifies me that Kamel is nearby and instructs me to 
keep an eye on my mobile phone for further instructions [I3]. The doorbell rings [I4], making me more 
excited, and fully in line with the COVID-19 regulations, Kamel left the meal in the elevator. I 
happily collect the meal as the scent of fried chicken welcomes me to start my dinner [I5]. Confirming 
my previous experiences with Fry Brothers, the correct meal is delivered. Complementary 
to this, the employees left a personal handwritten message on the bag: “Enjoy your meal! The Fry 
Brothers” [I6]. That’s really great, I tell myself. I feel happy with this gesture and therefore 
reward Kamel with a small tip, after which I enjoy the meal while immersing myself in the 
documentary on YouTube. Shortly after the feeling of delight at the meal delivery, enjoying 
the meal and satisfying my appetite, I continue to watch the documentary on YouTube. I find 
myself in the rudimentary situation of continuing my evening of watching the documentary 
without recalling the meal from Fry Brothers [E4].

I1. Service provider notification

I2. Service provider notification

I3. Expected service provider notification
I4. Excitement

I5. Visceral trigger (scent)

I6. Service provider trigger

E1. Lived-through experience decisive for in 
situ experience

E2. In situ experience triggers imaginary 
experience

E3. Previous experience turns to the 
background

E4. In situ experience dampens lived-through 
experience
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Table I. Additional examples of tales and the analysis in terms of inception and evolution

Experience tales Inception (I)
Labelled I1…n and marked as italics

Evolution (E)
Labelled E1…n and marked as underlined
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I have already been waiting multiple days for the book I ordered at BookStock & Co. I was 
disappointed about not receiving any updates on my order. At some point, the experience of 
waiting for the book turned from something at the front of my mind to something numb [E1].
From this point of departure, the long wait is over, as the book surprisingly found its end destination 
in the mailbox [I1]. Because of the earlier deceptive delivery process, I maintain my skeptical 
feeling [E2]. With the opening of the package, this skeptical feeling turns into a complete 
destructive experience [E3], as the package does not contain the correct book [I2]. Instead of the 
magnum opus of one of my favorite 20th-century philosophers, it is a book on statistical data 
models. “As there could not be any bigger difference,” I comment ironically. My predominant 
feelings are an enormous sense of deception, frustration, and anger. I blame BookStock & 
Co. first for the faulty delivery and a split second after for the entire delivery process that 
was completely out of order [E4]. With this feeling, I reach out via a direct phone call to the 
customer service of BookStock & Co. to explain the error in delivery. The BookStock & Co. customer 
service representative does everything in her power to curb[I3] my destructive experience through 
immediate patchwork. Through being helped out this way, I feel like my experience recovers 
slowly but surely. After the patchwork, my experience is somehow neutralized [E5]. Next, the 
customer service representative organizes a new delivery and promises a discount voucher as 
compensation for the faulty delivery, turning what I previously felt into something positive. 
Simultaneously, I notice that I remain slightly insecure [E6]. The fact that the customer service 
representative assures me that she will verify [I4] and dispatch the book herself reassures me. My 
experience is revamped and over time stabilized on a positive continuum [E7].
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I4. Service provider notification

E1. Experience weakens in priority
E2. Lived-through experience actively 
shaping in situ experience
E3. Imaginary experience confirming in situ 
experience

E4. In situ experience puts lived-through 
experience in a different perspective
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experience

E6. In situ recovery against better judgment 
of imaginary experience
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imaginary experience

Tale A2. Tuesday, 19 May 2020, Paris
I order a meal via food and delivery platform Deliveroo. Based on previous experiences, I 
choose one of my favorite Asian fried chicken restaurants, “Fry Brothers” [E1]. The ordering 
process goes fluently, and within a couple of minutes, I receive a notification via the Deliveroo 
app: “Your order will be delivered by Kamel” [I1]. I feel like my experience is (re)activated in some 
way, which creates a feeling of looking forward to receiving the meal [E2]. Soon, I am once 
again notified that Kamel is on his way to deliver the meal [I2] and that I will be notified when the 
delivery is nearby. In the meantime, I return to watching my documentary on YouTube [E3]. 
As expected, a few minutes later, the Deliveroo app notifies me that Kamel is nearby and instructs me to 
keep an eye on my mobile phone for further instructions [I3]. The doorbell rings [I4], making me more 
excited, and fully in line with the COVID-19 regulations, Kamel left the meal in the elevator. I 
happily collect the meal as the scent of fried chicken welcomes me to start my dinner [I5]. Confirming 
my previous experiences with Fry Brothers, the correct meal is delivered. Complementary 
to this, the employees left a personal handwritten message on the bag: “Enjoy your meal! The Fry 
Brothers” [I6]. That’s really great, I tell myself. I feel happy with this gesture and therefore 
reward Kamel with a small tip, after which I enjoy the meal while immersing myself in the 
documentary on YouTube. Shortly after the feeling of delight at the meal delivery, enjoying 
the meal and satisfying my appetite, I continue to watch the documentary on YouTube. I find 
myself in the rudimentary situation of continuing my evening of watching the documentary 
without recalling the meal from Fry Brothers [E4].
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Table I. Continued

Experience tales Inception (I)
Labelled I1…n and marked as italics

Evolution (E)
Labelled E1…n and marked as underlined

Tale A3. Saturday, 6th September 2020, Houlgate, Cabourg, Caen
What are we going to do today? [I1] I’m starting off working on a paper while Isabella is cleaning 
up the attic. It is great to see that we are cleaning our apartment and moving old stuff to our 
summer house in Houlgate. It feels like things are ordered and in place now. This gives me the 
idea [I2] to categorize the piles of books we have and sift which ones we would like to keep and 
which ones will find their destination elsewhere. When we finish the morning, we are planning 
to grab a lunch, after which we will drop off five big shopping bags full of old books to the thrift 
shop in Caen. Lunch at Jeff Cuisine in Cabourg is the plan. A local restaurant that prepares 
meals completely from its self-grown products, earning the best notes on Tripadvisor [E1]. That 
would promise something, I tell myself [E2]. I want to call the restaurant to reserve two spots 
for lunch. Unfortunately, I ended up in their voicemail, a funny one, though, with a soundtrack 
of a movie introducing their restaurant. Eventually, with the second try, a woman answers 
the phone who does not understand my question. Slightly surprised and feeling a bit lost, I 
tell Isabella that we should pass by the restaurant to see whether they still have spots. Fifteen 
minutes later, we arrive at the restaurant to see whether there are still spots left. A short Post-it 
on the door informs us “restaurant full” [I3]. Isabella insists that we check inside to see whether 
the Post-it’s message is still viable. Indeed, there are no spots available. Back in the car, we 
decide to call one of our go-to restaurants, Le Baligan. I instantly recognize his voice. A kind waiter, 
with a classic haircut and outfit, and always very polite. The first time we had dinner, he mentioned, “I 
wish you a wonderful continuation of your meal” [I4][E3]. Never had a waiter wished me that when 
serving our meal. I oftentimes think back on that moment, the first dinner at the Baligan. The first 
was the most immersive and impressive one to me. It feels like all the experiences after trace back to that 
initial moment [I5][E4]. On the phone, he confirms that a spot for two is available at 2 PM. Fine 
by us; we will visit an antique market in town, after which we will go to Le Baligan… Arriving 
at Le Baligan, we wait for five minutes until our table is available. Plenty of people, as usual. 
I am quite hungry. The wait seems to be longer than five minutes. Apparently, the popularity 
of the restaurant takes its toll. Nevertheless, the service is top notch. The waiters are moving 
effortlessly through the small wooden tables encircled by clients enjoying their meal. It seems like they are 
not even aware of being served in such a pleasant and automatic way [I6]. The homemade fish soup 
is extraordinary as a starter. Main meal arrives shortly after. I see the waiter bringing two hot 
plates towards us, with his white napkin elegantly presented over his forearm. Meanwhile, he 
fluently and determinedly walks through the different tables towards us while checking that all 
guests are having a good time. That trajectory of seeing the waiter with the meals approaching 
us until the moment he delivers the plates with a swing-like movement in front of us, appears 
to me in slow motion. I seem to be focused only on the waiter, while the rest of my environment 
seems to be blurred out [E5]. Our expectations are, again, confirmed [E6]. The food is perfect. 
As a takeaway, we order a bottle of soup to take home to enjoy over the weekend…. Shortly 
afterwards, we are on the road towards Caen, a nearby village that is the only place with a thrift 
shop open on Saturday. Dropping off our books at the thrift shop was easy. The clerk working at the 
shop helped us drop off our heavy shopping bags. I thanked the clerk, knowing that not all thrift shops 
are so easygoing and helpful [I7][E7]. We return to our car and head to our next destination, which 
is a very good charcutier and traiteur that has received an award as one of the best in France. That 
sounds promising and a must-visit for me [I8]. Following the route on Google Maps brings us to a 
local residential neighborhood. 

I1. Starting activity

I2. Sudden strike of insight

I3. Informing trigger

I4. Reminiscence

I5. First experience

I6. Uniqueness

I7. Paradox in past versus present experience

I8. Something out of the ordinary, uniqueness

E1. Others’ experiences shaping our 
experience
E2. Imaginary experience informed by 
others, creating expectations

E3. Reminiscing experience, lived-through 
experience shaping in situ experience

E4. Tracing back to the first experience

E5. Lived-through experience recurring in in 
situ experience

E6. Imaginary experience confirming in situ 
experience

E7. Lived-through experience contradicting 
in situ experience
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Table I. Continued

Experience tales Inception (I)
Labelled I1…n and marked as italics

Evolution (E)
Labelled E1…n and marked as underlined

Tale A3. Saturday, 6th September 2020, Houlgate, Cabourg, Caen
What are we going to do today? [I1] I’m starting off working on a paper while Isabella is cleaning 
up the attic. It is great to see that we are cleaning our apartment and moving old stuff to our 
summer house in Houlgate. It feels like things are ordered and in place now. This gives me the 
idea [I2] to categorize the piles of books we have and sift which ones we would like to keep and 
which ones will find their destination elsewhere. When we finish the morning, we are planning 
to grab a lunch, after which we will drop off five big shopping bags full of old books to the thrift 
shop in Caen. Lunch at Jeff Cuisine in Cabourg is the plan. A local restaurant that prepares 
meals completely from its self-grown products, earning the best notes on Tripadvisor [E1]. That 
would promise something, I tell myself [E2]. I want to call the restaurant to reserve two spots 
for lunch. Unfortunately, I ended up in their voicemail, a funny one, though, with a soundtrack 
of a movie introducing their restaurant. Eventually, with the second try, a woman answers 
the phone who does not understand my question. Slightly surprised and feeling a bit lost, I 
tell Isabella that we should pass by the restaurant to see whether they still have spots. Fifteen 
minutes later, we arrive at the restaurant to see whether there are still spots left. A short Post-it 
on the door informs us “restaurant full” [I3]. Isabella insists that we check inside to see whether 
the Post-it’s message is still viable. Indeed, there are no spots available. Back in the car, we 
decide to call one of our go-to restaurants, Le Baligan. I instantly recognize his voice. A kind waiter, 
with a classic haircut and outfit, and always very polite. The first time we had dinner, he mentioned, “I 
wish you a wonderful continuation of your meal” [I4][E3]. Never had a waiter wished me that when 
serving our meal. I oftentimes think back on that moment, the first dinner at the Baligan. The first 
was the most immersive and impressive one to me. It feels like all the experiences after trace back to that 
initial moment [I5][E4]. On the phone, he confirms that a spot for two is available at 2 PM. Fine 
by us; we will visit an antique market in town, after which we will go to Le Baligan… Arriving 
at Le Baligan, we wait for five minutes until our table is available. Plenty of people, as usual. 
I am quite hungry. The wait seems to be longer than five minutes. Apparently, the popularity 
of the restaurant takes its toll. Nevertheless, the service is top notch. The waiters are moving 
effortlessly through the small wooden tables encircled by clients enjoying their meal. It seems like they are 
not even aware of being served in such a pleasant and automatic way [I6]. The homemade fish soup 
is extraordinary as a starter. Main meal arrives shortly after. I see the waiter bringing two hot 
plates towards us, with his white napkin elegantly presented over his forearm. Meanwhile, he 
fluently and determinedly walks through the different tables towards us while checking that all 
guests are having a good time. That trajectory of seeing the waiter with the meals approaching 
us until the moment he delivers the plates with a swing-like movement in front of us, appears 
to me in slow motion. I seem to be focused only on the waiter, while the rest of my environment 
seems to be blurred out [E5]. Our expectations are, again, confirmed [E6]. The food is perfect. 
As a takeaway, we order a bottle of soup to take home to enjoy over the weekend…. Shortly 
afterwards, we are on the road towards Caen, a nearby village that is the only place with a thrift 
shop open on Saturday. Dropping off our books at the thrift shop was easy. The clerk working at the 
shop helped us drop off our heavy shopping bags. I thanked the clerk, knowing that not all thrift shops 
are so easygoing and helpful [I7][E7]. We return to our car and head to our next destination, which 
is a very good charcutier and traiteur that has received an award as one of the best in France. That 
sounds promising and a must-visit for me [I8]. Following the route on Google Maps brings us to a 
local residential neighborhood. 
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Table I. Continued

Experience tales Inception (I)
Labelled I1…n and marked as italics

Evolution (E)
Labelled E1…n and marked as underlined

Tale A3. Continued
Not exactly what I expected. Upon arrival, I see some cars parked on the side of the road and 
several elderly clients waiting in a queue outside. Probably local people who know what they 
are buying [E8]. I park the car with great impatience, looking forward to what the charcutier has 
to offer. We stand in the queue, and every time the electric door opens, the scent of tasty food meets me 
[I9]. My curiosity increases. The feeling of surprise too. Although I have experience of visiting 
charcutiers and traiteurs, I am trying to imagine what this one is like. What do they offer? What 
is so different from other ones? Why are they one of the best in France? My curiosity is still on, 
bolstered by the happy clients leaving the store with bags full of excellent food [I10]. Minutes later, 
we are greeted by a woman who warmly welcomes us. On the left-hand side is the butcher’s 
delicatessen, on the right-hand side freshly prepared meals. My attention is directed towards 
the butcher’s delicatessen, like a predator seeking its prey. We order several things so that we 
can have sufficient for our dinner this evening…. Later that evening, we prepare our dinner, 
laying out all the food on several wooden boards, which are perfect for such occasions. With 
biological cider on the side, we start our dinner. With great curiosity, I start off with the terrine. 
Although the scent invites me, the taste is very subtle. Not what I am used to. Charcutiers and 
butchers in Paris usually have terrine that is very powerful in its taste. This one is different. I am 
disappointed [I11][E9]. My expectations accumulated over time and were sky-high. However, 
the remaining things we bought are in line with how I thought they would be. Very tender and 
tasteful. Still, I am left with a questionable view of the charcutier in Caen [E10].

I9. Visceral trigger

I10. Other subjects activating my experience

I11. Misalignment in expectations versus 
reality

E8. Other people’s experience shaping mine

E9. Imaginary experience shaping in situ 
experience

E10. Previous imaginary experience being 
adjusted by lived-through experience
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Table I. Continued

Experience tales Inception (I)
Labelled I1…n and marked as italics

Evolution (E)
Labelled E1…n and marked as underlined
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Appendix B – Chapter 5

This appendix lays out the narratives of service provider practices in managing CSE during critical 
events. Each illustration is introduced by the customer journey phase in which the event took 
place and the nature and type of practice.

Illustration 1 – Train&Co
Customer journey phase:  1. Trigger and problem analysis
Practices:

Ad hoc – reactive: P1. Provide constructive advice
Regular – reactive: P3. Analyze the problem thoroughly

A first meeting was held between Train&Co and an HR manager (DMU) from a governmental 
organization. The HR manager, a potential customer, contacted Train&Co because of challenges 
being faced within her organization. Train&Co’s account manager and trainer met with the HR 
manager at the customer’s organization to discuss the current situation and the challenges faced 
by the HR manager personally as well as the entire organization. It seemed she had difficulty 
pinpointing exactly where the problem lay. This was a critical moment in the trigger and problem 
analysis phase because it caused doubt and insecurity for the customer.

In a dialogue, the account manager and trainer asked the HR manager triggering questions to 
determine more about the situation. The two representatives from Train&Co aimed to thoroughly 
investigate the situation and problem. After she provided Train&Co’s representatives with further 
information about the current situation, for which any policy seemed to be lacking, the trainer 
confronted her in a polite and correct way.

“If I may bring up a point? … It already caught my attention. In the current situation, if 
a citizen breaks the rules three times, that person apologizes and only gets a warning, 
then something is not right. I can imagine that you want to give people a second chance, 
agreed; but in the ideal situation, your organization should implement new policies and 
be very strict in following through on them. If a citizen breaks the rules, your employees 
should report him or her to the police. And I understand that you cannot force your 
employees to report someone, but you as an HR department can take that responsibility 
and do the reporting yourself.” [Train&Co – trainer]

Afterwards, the trainer carefully advised her about possible routes for improvement. The HR 
manager arrived at a new insight into what exactly the problem was and how Train&Co could help.

“That strikes a chord with me. I think you’re right regarding that. We have been 
discussing several issues internally with our legal department, but your idea is novel. It 
often happens that our employees are directly affected by the event, and they do not want 
to report to the police. We always think the employee is responsible for this, one way or 
another. Acting upon the event, that is the current difficulty and the point of discussion, 
yes…” [Customer – HR manager]

First, and important in such an early phase of the customer journey, Train&Co’s team was able 
to obtain clear insight into the customer’s situation by analyzing the problem thoroughly. This 
worked reciprocally in the sense that the customer also obtained a clearer picture. Subsequently, 
by providing spontaneous constructive advice, the account manager and trainer were able to 
stabilize the DMU’s service experience in the sense that she gained more clarity regarding the 
problem at hand and what could be a next step.
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Illustration 2 – MonITor
Customer journey phase:  2. Orientation and negotiation
Practices:

Ad hoc – reactive: P5. Steer towards solutions
Regular – proactive: P6. Manage the relationship strategically

An IT supplier of several municipalities was exploring possibilities for an IT solution. One of 
the candidates for supplying the IT solution was MonITor. The project leader investigated the 
experience of other organizations with the service provided by MonITor. This depicts how he 
organizes information to make his choice. All eleven respondents gave the same answer: an overall 
positive CSE with MonITor. Two of the parties pointed out that they had experienced a critical 
moment when MonITor changed personnel because one of its consultants found a job elsewhere. 
The consultant had already been involved during the whole trajectory and built trust with the 
customer. For the project leader, this formed a critical moment in his orientation and negotiation 
phase since it provided him with valuable information in making his choice.

In that specific case, MonITor had acted immediately when it became known that its 
consultant was leaving. Employees from MonITor steered directly towards a solution in response to 
the unforeseen nature of the event. Moreover, the orientation and negotiation phase is commonly 
known at the service provider to be a phase in which it is necessary to “be on your toes” and 
manage the customer relationship carefully. Therefore, the consultant who was familiar with 
the customer arranged a “warm handshake” between his fellow consultant and the customer’s 
team, who were pleased to be introduced to the new consultant by the previous consultant. This 
created trust, and the customer’s team felt happy that MonITor took action to develop a solution 
and arranged everything in an orderly manner. Although the consultant’s departure altered 
the CSE, MonITor restored it by providing the customer with the best possible solution while 
simultaneously managing the relationship strategically, which further boosted the CSE.

Illustration 3 – Train&Co
Customer journey phase:  2. Orientation and negotiation
Practices:

Regular – reactive: P1. Provide constructive advice
   P3. Analyze the problem thoroughly
   P7. Take decisive action
   P8. Manage expectations

The learning and development (L&D) manager from the customer’s organization pointed out that she 
and her colleagues had created insight into the personal development training needs of the firm’s 
employees. The two departments that were scheduled to engage in training had different needs. The 
employees of one department wanted a maximum of one day of training, and the others wanted 
only half a day. During the meeting with Train&Co’s account manager and trainer, the L&D manager 
pointed out an important hurdle. The employees seemed to be training-averse. This situation clearly 
showed that the L&D manager faced the problems herself, and this critical event prevented Train&Co 
from delivering clear CSE in the customer’s orientation and negotiation phase.
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As it is important to be clear from the start, the account manager first took decisive action by 
pushing back on the needs of the employees during the meeting. Subsequently, he asked questions 
to tap further into the customer’s situation. The conversation is iteratively reproduced below, 
with the account manager and trainer aiming to understand the problem in depth while taking 
decisive action. They managed the customer’s expectations and communicated what was feasible 
and realistic.

“Only half a day? That’s very short, too brief, and something I would not recommend. 
It’s more like a workshop than a real training. But tell me, what exactly is the reason 
they only want a maximum of one day and half a day of training?” [Train&Co – account 
manager]

The L&D manager pointed out the following:
“I think it has a lot to do with previous experience. I get your point, and it doesn’t mean 
that it counts for every single employee, but it is what we found on average. I know this 
organization quite well, and I know that more than one day of training, no…. It sounds 
cliché but that is impossible with work.” [Customer – L&D manager]

The trainer joined the discussion and gave constructive feedback together with realistic advice:
“Look, in one day you can schedule quite a complete training. I’m able to discuss general 
theories and concepts. However, in half a day, that’s impossible. Half a day is more like 
a workshop to give people an idea what the training is about. If you choose half a day, I 
advise incorporating another half a day later to explain the methodology and give some 
practical exercises to better embed the knowledge in people’s minds and bridge the 
theory to practice. This is simply not possible in half a day. And of course, if you insist 
on your initial ideas, be my guest, but I strongly discourage it because it is not effective.” 
[Train&Co – trainer]

When they wrapped up their discussion, the L&D manager seemed convinced by the point 
the account manager and trainer had made. She took their ideas into account, showed more 
confidence, and pointed out that the next hurdle was to convince other internal stakeholders who 
had control over the budget. In other words, she acted as an advocate for Train&Co within her 
own organization. The account manager and trainer provided constructive advice on proposal 
planning. While it was still necessary to overcome other internal challenges, the service experience 
of the L&D manager was more stable. Moreover, she was relieved to receive support from the 
account manager and trainer of Train&Co.

“I get your point, and my proposition is that I will get in touch with the manager of both 
departments to point out exactly what you mentioned. So I’m going to check what they 
are capable of. You know, my opinion is, if you already book half a day, it absolutely 
makes sense to just book the whole day…. One of the managers has a great affinity with 
such topics, so I don’t worry about her. To convince the other is a bigger challenge, but 
we will see. I’ll contact them next week, and I’ll come back to you ASAP. As you suggested, 
you can then send me a planning proposal.” [Customer – L&D manager]
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Illustration 4 – Train&Co
Customer journey phase:  2. Orientation and negotiation
Practices:

Ad hoc – reactive: P6. Manage the relationship strategically
Regular – reactive: P7. Take decisive action
Regular – proactive: P2. Tailor the value promise
   P9. Empathize with the customer

The customer’s HR manager (DMU) of a health organization is responsible for the development 
of their employees on a strategic, tactical, and operational level. While searching for suppliers, 
she selected two service providers to discuss further possibilities for providing a wide range of 
personal development training. Because she had already collated much information and, based 
on this, conducted a problem analysis herself, she seemed to be clear about what she wanted to 
ask Train&Co. This is an important moment in the customer’s journey. The HR manager was on 
the verge of making a decision about a service provider, which made it a “moment of truth” for 
Train&Co. The service experience of the HR manager was fragile at this moment in the sense that 
she could either be disappointed or satisfied with Train&Co’s offering.

Michael (Train&Co’s account manager) was overwhelmed by everything she asked for. In his 
opinion, the needs were very scattered, which negatively influenced the effectiveness of trainings. 
Additionally, the scope of the discipline was too broad. Michael pushed back on this and advised 
starting small with a clear target group. He proposed an alternative offering that would probably 
better suit the customer’s organization.

The HR manager was pleasantly surprised by the account manager’s advice.
“I remember when Michael told me, ‘If you want all of this, you should look for another 
service provider. I’m not going to commit myself to this.’ I really appreciated the honest 
feedback, and I’m happy he gave me pushback. My plans were too ambitious. Michael 
sincerely advocated for what was good for us and didn’t act from a commercial point of 
view.” [Customer – HR manager]

By empathizing with the customer’s situation, the account manager was able to understand 
its deeper needs. Acting decisively through pushing back on the initial needs expressed by the HR 
manager resulted in a pleasantly surprised customer. The account manager carefully managed 
their relationship through his customer-centric approach and tailored the service provider’s 
possible value offering in a proactive manner.

Illustration 5 – MonITor
Customer journey phase:  3. Choice and purchase phase
Practices:

Ad hoc – reactive: P6. Manage the relationship strategically
Regular – reactive: P5. Steer towards solutions
   P9. Empathize with the customer

The potential customer was about to choose MonITor’s solution. John, the account manager, was 
the fixed contact person for the customer. He had had intensive contact in the previous months, 
providing the customer with information and building up a relationship. John arranged a kick-
off meeting with several stakeholders (interim manager (DMU), project leader, and several IT 
architects) at the customer’s offices. This was a critical event because John could not be present 
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at the kick-off meeting for this large-scale project. Thus, the customer’s service experience was 
altered by the service provider.

Since John was on summer holiday, Bob (director of MonITor) temporarily replaced him at the 
meeting. Bob’s goal was to show MonITor’s commitment to the customer’s team and the priority 
MonITor was giving the project. However, in an in-depth interview with the project leader – a 
couple of weeks after the kick-off meeting – he pointed out that he was surprised by the action 
MonITor had taken, replacing John with Bob in John’s absence. He had an uneasy and skeptical 
feeling.

“You know, Bob showed up. That felt wrong to me. John should have been here, not Bob. 
He introduced himself as the director of MonITor. Even though I know they are not a 
player like Microsoft… With everything he said, I wondered, would John have said that? 
That’s really strange. Sometimes during the presentation, I thought, ‘Yes, it’s Bob.’… We 
knew John already; he knows his topic, and we had already built a relationship with 
him. And if Bob is going to attend such meetings more often, shouldn’t he at least be 
acquainted with the skills and knowledge John has? As a customer, it is part of your 
choosing process, and such a relatively minor factor can determine whether to sign a 
contract or not; well, that could count… John is going to tell us what’s good for us, and 
in that respect, there is no room for someone else. I’m not sure whether my colleagues 
felt the same, but in my role of project leader, it’s of the utmost importance to monitor 
every decision in terms of budget, planning, and scope. Especially who are you talking 
to and what their roles are…. It is very important, and it depends on the phase that we 
are in. During our selection, the account manager is very important. Also during the 
contract phase. But at this moment, during the implementation phase, the consultant 
is more important.” [Customer – project leader]

MonITor clearly attempted to maintain a stable CSE by showing commitment through 
personnel replacement when needed. In that sense, they acted in a solution-oriented manner. 
Employees from MonITor emphasized that the kick-off meeting for a large project is of the utmost 
importance for the customer. They carefully managed their relationship. Despite all their useful 
actions and efforts, uncoordinated management in terms of a lack of internal coordination by the 
account manager showed how CSE can flip around. It caused an unforeseen change in personnel 
for the customer. Therefore, it was necessary for MonITor to stabilize and repair the project 
leader’s service experience. This illustration shows that CSE management is a continuous iterative 
process involving managing internal and external stakeholders.
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Illustration 6 – MonITor

Customer journey phase:  3. Choice and purchase phase
Practices:

Ad hoc – reactive: P4. Solve problems ad hoc
   P5. Steer towards solutions
Regular – proactive: P8. Manage expectations

A critical event occurred because of a lack of clarity in agreements between the customer and 
MonITor. It caused friction, resulting in an unsettled CSE. During a meeting in which a customer 
was about to sign a contract with MonITor, the project leader pointed out that he did not know 
about the agreements that had been made between his colleagues and MonITor. This shows his 
active role, in terms of project governance, in effective working relationships. He asked, surprised,

“Which agreements did you make with our developer?” [Customer – project leader].
The representative of MonITor acted on this and responded immediately,

“Yesterday, I got an email from your developer with several questions based on the 
answers I gave him in earlier email correspondence. We agreed that I would contact our 
development department, and depending on how soon I got a response, I would follow 
up with you. Based on this, I promise to send you the formal agreement before the end 
of next week.” [MonITor – director]

The project leader seemed to be content with the outcome:
“Perfect. That’s sufficient for me because then I can set up and arrange internal issues. 
Super. Thanks very much, and we will keep in touch then.” [Customer – project leader]

First, the critical event arose because of uncoordinated management by MonITor. As a 
response, the director of MonITor took immediate action and aligned the customer’s internal 
departments with his own service desk. He promised a quick follow-up, which safeguarded the 
service experience of the customer’s project leader. By solving the problem ad hoc and still being 
solution oriented, the service provider carefully managed the customer’s expectations and secured 
its service experience.

Illustration 7 – MonITor

Customer journey phase:  4. Implementation and usage
Practices:

Ad hoc – reactive: P10. Stabilize the situation
Regular – reactive: P9. Empathize with the customer

The customer made use of a MonITor offering, which concerned an IT application. The critical event 
arose during the usage phase, when the customer’s IT manager (DMU) pointed out that MonITor 
lacked proactive communication in terms of information provision in cases of breakdowns or 
about possibilities on offer. While the situation was critical, it shows that MonITor played an active 
role in “co-learning” by receiving feedback to the service provider.

“I’m not satisfied with the communication between us so far. Communication is of vital 
importance. So please, communicate. The more, the better!” [Customer – IT manager]
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MonITor acted too late the first time a minor breakdown occurred. With the second breakdown, 
the customer’s team got in touch first. MonITor’s account manager contacted the internal support 
desk to fix the problem. This provided the customer with a solution for the current case. However, 
in future collaboration, the IT manager did not expect “one-off solutions” but rather continuous, 
more proactive communication from MonITor. He remained slightly skeptical.

This illustration shows that the service provider repaired the situation by acting according 
to the customer’s wishes and aligning internal departments. Empathizing with the customer’s 
situation is of crucial importance. Even though the customer was provided with a solution and 
the CSE was stabilized, this critical event shows the fragility of CSE. It can be easily unbalanced, 
and it takes effort to restore the balance. The illustration also demonstrates that customers’ future 
expectations might change.

Illustration 8 – MonITor

Customer journey phase:  4. Implementation and usage
Practices:

Ad hoc – reactive: P4. Solve problems ad hoc
   P7. Take decisive action
Ad hoc – proactive: P5. Steer towards solutions
Regular – reactive: P9. Empathize with the customer

The customer had been making use of MonITor’s offering for a couple of months. During an 
update meeting, the customer’s head of back office provided feedback by pointing out that when 
breakdowns occur, the current system does not provide insight into what is going wrong. This is 
critical for the customer because it directly impacts its internal processes. Despite the fact that 
the error was quickly fixed, the customer was seeking stability in his back-office processes, which 
could be improved. This formed a critical event that affected both the CSE and the relationship 
with MonITor.

While demonstrating what was going on, the head of back office pointed out the following:
“See… I am missing thresholds over here. On this dashboard, I need more information 
that thoroughly shows me what’s going on. This is too superficial.” [Customer – head of 
back office]

MonITor’s account manager first showed an understanding of the customer’s situation. He 
promised that MonITor’s support desk would get in touch, and they collaboratively sought 
possibilities in the system to create additional insight for the customer. The account manager then 
explored possible solutions at the customer’s organization and proposed installing dashboards on 
walls in the back office. He stated the following:

“I don’t see any screens showing the dashboards. This is absolutely necessary because 
it shows you what’s happening and what you need to do.” [MonITor – account manager]

The customer’s representative understood the remark made by MonITor’s account manager. He 
looked happy and satisfied with the outcome of the meeting and showed understanding:

“I fully agree with what you just said. It only comes to life if there are screens present in 
my department. Everybody should be able to see what’s happening.” [Customer – head 
of back office]
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Clearly, the account manager’s action showed that solving problems ad hoc is important for 
temporarily stabilizing the CSE. Acting in a solution-oriented manner by presenting immediate 
solutions helps the customer’s team solve its own problems, which directly improves the CSE. 
Moreover, when the service provider empathizes with the customer and shows understanding 
while at the same time being decisive, the customer seems to gain confidence and trust in the 
service provider.

Illustration 9 – Train&Co

Customer journey phase:  5. Evaluation and follow-up
Practices:

Ad hoc – reactive: P1. Provide constructive advice
Regular – reactive: P3. Analyze the problem thoroughly
   P5. Steer towards solutions
Ad hoc – proactive: P1. Provide constructive advice

Train&Co had just finished a long-term project with different types of training courses at one 
customer. Several groups of employees with different roles, responsibilities, and backgrounds 
had attended the training sessions. Although the customer’s HR department was satisfied with the 
project, it faced challenges in safeguarding the knowledge and skills the employees had learned 
and using them within the organization in daily practice. This moment in time is important 
for both parties. The customer is facing challenges. Its service experience is affected when the 
provider is not able to ensure retention within the organization, despite the fact that the actual 
training sessions are complete. This phase is a key moment for the service provider because they 
can excel in facilitating the customer with a solid CSE or even offering a follow-up project.

The account manager scheduled a meeting with five representatives of the customer’s HR 
department. He brought along his colleague, who is a trainer. The agenda for the meeting focused 
on how the organization can safeguard what the employees learned from the training sessions. 
The account manager and the trainer prepared well for the meeting. They had already exchanged 
a couple of ideas. During the meeting, it was clear that the account manager and the trainer 
were in control. They structured the meeting and began by asking questions about the current 
situation and requesting more background information about the problems the organization was 
facing, followed by initiatives for improvement. They suggested, for example, introducing “ten-
minute talks” with the trainer in the months after the training courses to embed the skills in the 
employees’ actual work. Another example was to set up a “coach-the-coach” trajectory in which the 
managers would be coached by the account manager and trainer. This would help the managers 
coach their own employees and encourage them to use the skills and knowledge they had learned 
from the training.

It was clear that the whole HR team was happy with the results. Expressions such as “eye-
opening” were regularly used, showing that expectations had been exceeded. All representatives 
thanked the account manager and trainer for their help. The highest-level HR manager in the 
class complimented them and said that she would try to convince the board (DMU) that both the 
training sessions and the safeguarding process deserved C-level priority. This act of internally 
advocating for Train&Co’s services clearly depicted her active role in the service delivery process.
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Directly after the meeting, while standing in front of the customer’s office, the account 
manager and trainer took a moment to share their views on the meetings. Full of enthusiasm, the 
account manager told the trainer, “I should bring you with me more often!.” The trainer nodded 
affirmatively, and they shook hands.

The account manager and trainer played a crucial role in exceeding expectations and strongly 
managing the CSE. They analyzed the problem thoroughly by conducting a careful root-cause 
analysis of the customer’s situation. During the entire meeting, the account manager and trainer 
provided constructive advice in response to questions from the customer’s HR team. The account 
manager and trainer steered the meeting towards solutions and proposed concrete and novel 
solutions, and the customer’s staff were positively surprised and seemed hopeful that they could 
overcome their challenges. In some instances, the account manager and trainer proactively 
provided advice to the customer, which amounted to surpassing the usual CSE.
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Table II. Detailed overview of all cases throughout the customer journey, categorized into the critical event, 
action, outcome, first- and second-order service provider practices

Customer 
journey phases

1. Trigger & problem analysis 2. Orientation & negotiation 3. Choice & purchase 4. Implementation & usage 5. Evaluation & follow-up

Case Case 1.1 – Train&Co Case 2.1 – MonITor Case 3.1 – MonITor Case 4.1 – MonITor Case 5.1 – MonITor

Critical event A first meeting between Train&Co and 
(potential) customer takes place. The 
account manager and trainer from 
Train&Co meet with an HR manager from 
the customer. They discuss the current 
situation at the customer’s organization 
and the challenges they face. It seems 
that the HR manager has difficulties 
pinpointing exactly where the problem 
lies. In dialogue, the account manager and 
the trainer ask triggering questions to find 
out more about the situation.

Customer faces challenges in how to 
overcome/pass internal bureaucratic 
procurement and legal processes. Service 
provider thinks along with customer about 
how to accommodate customer through 
these processes. Moreover, the customer’s 
organization is complex and has lost trust 
in external consultancy providers because 
of a project that did not succeed in the past.

Customer is about to choose 
MonITor’s solution. John, the 
account manager, was the fixed 
contact person for the customer. 
He had had intensive contact in 
the previous months to provide 
the customer with information 
and build a relationship. John 
arranged a kick-off meeting with 
several stakeholders (interim 
manager, project leader and 
several IT architects) at the 
customer’s organization. However, 
John could not be present at the 
kick-off meeting for this current 
large-scale project.

Customer makes use of service 
provider’s offering (IT application). 
During usage, customer points 
out that service provider lacks 
proactive communication in 
terms of information provision 
in cases of breakdowns or about 
possibilities of offering.
“I’m not satisfied with the 
communication between us so 
far. Communication is of vital 
importance. So please, communicate. 
The more the better!” [Customer – IT 
manager]

In the previous phase, the 
customer made use of service 
provider’s offering. However, it 
is not clear to the customer what 
the possibilities of the offering are 
and how the service provider’s 
solution facilitates the customer 
with value. Therefore, the 
implementation did not succeed.
“When looking back at the last 
months, I can say that Michael 
(consultant service provider) found 
a solution that only fits Hassan’s (IT 
employee) needs. It’s like we bought 
a Ferrari and use it like we drive 
a Deux Chevaux. As a result, the 
implementation didn’t succeed so far.” 
[Customer – IT manager]

Action The trainer confronts the HR manager in 
a polite and correct way and follows with 
a possible solution: “If I may confront you? 
… It already struck me a bit. When the current 
situation tells me that if a citizen breaks the rules 
three times, that person apologizes and only gets 
a warning, some things are not in place. I can 
imagine that you want to give people a second 
chance, for sure, but in the ideal situation, your 
organization should implement new policies and 
should be very strict in following these policies. 
If a citizen breaks the rules, your employees 
should report it to the police. And I understand 
you cannot oblige your employees to make a 
report, but you as an HR department can take 
responsibility and do the reporting yourself.” 
[Train&Co – trainer]

At the face-to-face meeting, Evert (IT 
manager), Martin (account manager) and 
Kenneth (expert IT consultant) discuss and 
walk through all steps that should be taken 
in order to start as soon as possible. Martin 
turns complications into opportunities and 
proposes proactively that he is flexible to 
reach out to help. Expert consultant gives 
follow-up after meeting with action plan.

Since John is on summer holiday, 
Bob (director of MonITor) 
temporarily replaced John to 
attend the meeting. Bob’s goal 
was to show commitment from 
MonITor towards the customer 
and the priority the customer has 
with MonITor.

Service provider acted too late 
the first time a minor breakdown 
occurred. With the second 
breakdown, the customer got 
in touch. MonITor’s account 
manager (John) got in touch 
directly with internal support 
desk to fix the problem.

Service provider contacted 
customer to plan a meeting. The 
account manager (Martin) brought 
an IT expert consultant for advice 
specifically on the IT system and 
(possible) solution.
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Table II. Detailed overview of all cases throughout the customer journey, categorized into the critical event, 
action, outcome, first- and second-order service provider practices

Customer 
journey phases

1. Trigger & problem analysis 2. Orientation & negotiation 3. Choice & purchase 4. Implementation & usage 5. Evaluation & follow-up

Case Case 1.1 – Train&Co Case 2.1 – MonITor Case 3.1 – MonITor Case 4.1 – MonITor Case 5.1 – MonITor

Critical event A first meeting between Train&Co and 
(potential) customer takes place. The 
account manager and trainer from 
Train&Co meet with an HR manager from 
the customer. They discuss the current 
situation at the customer’s organization 
and the challenges they face. It seems 
that the HR manager has difficulties 
pinpointing exactly where the problem 
lies. In dialogue, the account manager and 
the trainer ask triggering questions to find 
out more about the situation.

Customer faces challenges in how to 
overcome/pass internal bureaucratic 
procurement and legal processes. Service 
provider thinks along with customer about 
how to accommodate customer through 
these processes. Moreover, the customer’s 
organization is complex and has lost trust 
in external consultancy providers because 
of a project that did not succeed in the past.

Customer is about to choose 
MonITor’s solution. John, the 
account manager, was the fixed 
contact person for the customer. 
He had had intensive contact in 
the previous months to provide 
the customer with information 
and build a relationship. John 
arranged a kick-off meeting with 
several stakeholders (interim 
manager, project leader and 
several IT architects) at the 
customer’s organization. However, 
John could not be present at the 
kick-off meeting for this current 
large-scale project.

Customer makes use of service 
provider’s offering (IT application). 
During usage, customer points 
out that service provider lacks 
proactive communication in 
terms of information provision 
in cases of breakdowns or about 
possibilities of offering.
“I’m not satisfied with the 
communication between us so 
far. Communication is of vital 
importance. So please, communicate. 
The more the better!” [Customer – IT 
manager]

In the previous phase, the 
customer made use of service 
provider’s offering. However, it 
is not clear to the customer what 
the possibilities of the offering are 
and how the service provider’s 
solution facilitates the customer 
with value. Therefore, the 
implementation did not succeed.
“When looking back at the last 
months, I can say that Michael 
(consultant service provider) found 
a solution that only fits Hassan’s (IT 
employee) needs. It’s like we bought 
a Ferrari and use it like we drive 
a Deux Chevaux. As a result, the 
implementation didn’t succeed so far.” 
[Customer – IT manager]

Action The trainer confronts the HR manager in 
a polite and correct way and follows with 
a possible solution: “If I may confront you? 
… It already struck me a bit. When the current 
situation tells me that if a citizen breaks the rules 
three times, that person apologizes and only gets 
a warning, some things are not in place. I can 
imagine that you want to give people a second 
chance, for sure, but in the ideal situation, your 
organization should implement new policies and 
should be very strict in following these policies. 
If a citizen breaks the rules, your employees 
should report it to the police. And I understand 
you cannot oblige your employees to make a 
report, but you as an HR department can take 
responsibility and do the reporting yourself.” 
[Train&Co – trainer]

At the face-to-face meeting, Evert (IT 
manager), Martin (account manager) and 
Kenneth (expert IT consultant) discuss and 
walk through all steps that should be taken 
in order to start as soon as possible. Martin 
turns complications into opportunities and 
proposes proactively that he is flexible to 
reach out to help. Expert consultant gives 
follow-up after meeting with action plan.

Since John is on summer holiday, 
Bob (director of MonITor) 
temporarily replaced John to 
attend the meeting. Bob’s goal 
was to show commitment from 
MonITor towards the customer 
and the priority the customer has 
with MonITor.

Service provider acted too late 
the first time a minor breakdown 
occurred. With the second 
breakdown, the customer got 
in touch. MonITor’s account 
manager (John) got in touch 
directly with internal support 
desk to fix the problem.

Service provider contacted 
customer to plan a meeting. The 
account manager (Martin) brought 
an IT expert consultant for advice 
specifically on the IT system and 
(possible) solution.
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Table II. Continued

Customer 
journey phases

1. Trigger & problem analysis 2. Orientation & negotiation 3. Choice & purchase 4. Implementation & usage 5. Evaluation & follow-up

Outcome The customer gains new insight about 
what exactly the problem is and how 
Train&Co can help. “That strikes me. I think 
you’re right regarding that. We have been 
discussing several issues internally with our 
legal department, but your idea is new to us. It 
often happens that our employees are directly 
affected by the event and do not want to report 
to the police. So far, we thought, one way or 
the other, the employee is responsible for this. 
Acting upon the event, that is the current 
difficulty and the point of discussion, yes…” 
[Customer – HR manager]

IT manager is satisfied that action is being 
taken, and MonITor helps him out with his 
problems.

In an in-depth interview with the 
project leader – a couple of weeks 
after the kick-off meeting – he 
pointed out that he was surprised 
that Bob showed up in John’s 
absence. He had an uneasy and 
skeptical feeling.
“You know, Bob showed up. Then, 
something happens with me. John 
should have been here, but Bob was. 
He introduced himself as the director 
of MonITor. Even though I know 
they are not a player like Microsoft… 
With everything he said, I questioned 
myself, should John have said that? 
That’s really strange. Sometimes 
during the presentation, I thought 
‘Yes, it’s Bob.’… We knew John already; 
he knows his topic, and we already 
built a relationship with him. And 
if Bob should attend such meetings 
more often, shouldn’t he at least 
be acquainted with the skills and 
knowledge John has? As a customer, 
it is part of your choosing process, 
and if such a relatively minor factor 
determines whether to sign a contract 
or not, well that could count.… John is 
going to tell what’s good for us, and in 
that view, there’s no room for someone 
else. I’m not sure whether my colleagues 
felt the same, but in my role as project 
leader, it’s of the utmost importance 
to monitor every decision. Especially 
whom you are talking to and what 
their roles are…. It is very important, 
and it depends on the phase that we are 
in. During our selection, the account 
manager is very important. Also during 
the contract phase. But at this moment, 
during the implementation phase, 
the consultant is more important.” 
[Customer – project leader]

Customer is provided with 
a solution for the current 
case. However, in the future 
collaboration, he does not expect 
“one-off solutions” but continuous, 
more proactive communication 
from MonITor. The customer 
remains slightly skeptical.

MonITor provided the customer 
with clarity. It is clear to the 
customer what to expect for the 
coming weeks in terms of both 
project planning and content.

First-order 
service provider 
practices

Creating insight into current situation 
through critical questions
Helping customer to create insight in 
problem/challenges
Providing constructive feedback
Providing constructive advice

Turning complications into opportunities
Providing proactive help
Relieving customer from its duty
Ad hoc future problem solving
Creating certainty
Providing structure

Showing commitment
Providing personnel replacement

Showing empathy with customer’s 
problem
Making future promises
Ad hoc repair work

Proactive action
Sharing knowledge
Tailored advice
Creating certainty
Providing structure
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Customer 
journey phases

1. Trigger & problem analysis 2. Orientation & negotiation 3. Choice & purchase 4. Implementation & usage 5. Evaluation & follow-up
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to the police. So far, we thought, one way or 
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problems.
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project leader – a couple of weeks 
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pointed out that he was surprised 
that Bob showed up in John’s 
absence. He had an uneasy and 
skeptical feeling.
“You know, Bob showed up. Then, 
something happens with me. John 
should have been here, but Bob was. 
He introduced himself as the director 
of MonITor. Even though I know 
they are not a player like Microsoft… 
With everything he said, I questioned 
myself, should John have said that? 
That’s really strange. Sometimes 
during the presentation, I thought 
‘Yes, it’s Bob.’… We knew John already; 
he knows his topic, and we already 
built a relationship with him. And 
if Bob should attend such meetings 
more often, shouldn’t he at least 
be acquainted with the skills and 
knowledge John has? As a customer, 
it is part of your choosing process, 
and if such a relatively minor factor 
determines whether to sign a contract 
or not, well that could count.… John is 
going to tell what’s good for us, and in 
that view, there’s no room for someone 
else. I’m not sure whether my colleagues 
felt the same, but in my role as project 
leader, it’s of the utmost importance 
to monitor every decision. Especially 
whom you are talking to and what 
their roles are…. It is very important, 
and it depends on the phase that we are 
in. During our selection, the account 
manager is very important. Also during 
the contract phase. But at this moment, 
during the implementation phase, 
the consultant is more important.” 
[Customer – project leader]

Customer is provided with 
a solution for the current 
case. However, in the future 
collaboration, he does not expect 
“one-off solutions” but continuous, 
more proactive communication 
from MonITor. The customer 
remains slightly skeptical.

MonITor provided the customer 
with clarity. It is clear to the 
customer what to expect for the 
coming weeks in terms of both 
project planning and content.

First-order 
service provider 
practices

Creating insight into current situation 
through critical questions
Helping customer to create insight in 
problem/challenges
Providing constructive feedback
Providing constructive advice

Turning complications into opportunities
Providing proactive help
Relieving customer from its duty
Ad hoc future problem solving
Creating certainty
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Showing commitment
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Showing empathy with customer’s 
problem
Making future promises
Ad hoc repair work

Proactive action
Sharing knowledge
Tailored advice
Creating certainty
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Customer 
journey phases

1. Trigger & problem analysis 2. Orientation & negotiation 3. Choice & purchase 4. Implementation & usage 5. Evaluation & follow-up

Second-order 
service provider 
practices

P1. Provide constructive advice
P3. Analyze the problem thoroughly

P4. Solve problems ad hoc
P5. Steer towards solutions

P5. Steer towards solutions
P6. Manage relationship 
strategically
P9. Empathize with the customer

A. Manage CSE in an 
uncoordinated way

P9. Empathize with the customer
P10. Stabilize the situation

P1. Provide constructive advice 
(2x)

Case Case 1.2 – Train&Co Case 2.2 – MonITor Case 3.2 – MonITor Case 4.2 – MonITor Case 5.2 – Train&Co

Critical event The learning & development (L&D) 
representative of the customer points 
out that there is some resistance within 
the organization to receiving training on 
several topics. This prevents Train&Co 
from gaining access to the customer’s 
organizations to sell its offering.

Customer has been triggered through an 
error in a software mailing system. Hans 
(interim IT manager) is responsible for 
making the IT department run smoothly 
again. Although he knows what his needs 
are, he has experienced problems in 
finding a system that does not interfere 
with currently running systems.
“I knew what I wanted. The system should be 
fit for the future, within budget, no SAP, and 
our organization’s performance should be 
monitored. John immediately had a suitable 
solution for this, and we could collaboratively 
take the next steps.” [Customer – Interim IT 
manager]

There is a lack of clarity in the 
agreements between the customer 
and MonITor. During a meeting 
when a customer is about to sign a 
contract with MonITor, the project 
leader points out that he did not 
know about agreements that were 
made between his colleagues and 
MonITor. He asks, surprisingly, 
“Which agreements did you make 
with our developer?” [Customer – 
project leader].

The customer has difficulties 
with the IT department. It seems 
that the service provider’s tool is 
one of the systems that cannot 
be successfully implemented. 
Currently, there is already 
one consultant present in the 
customer’s IT department to lead 
the implementation. However, 
things are not going according 
to plan because it does not 
contribute to the IT manager’s 
goals (namely, continuity, stability 
and accessibility at the data 
center).
During an update meeting 
between the customer and 
the service provider’s account 
manager and expert consultant, 
the customer states, “Not to blame 
someone personally, but Michael has 
been present here for quite some time 
now. He is part of the organization. 
In order to comply with proactive 
preventive management, I need 
administrators, not people who only 
put out fires. … I need someone with a 
lot of experience with tools. It doesn’t 
matter if we make mistakes. But 
OK, what’s next? I want preventive 
monitoring management.” [Customer 
– IT manager]

Train&Co just finished a long 
trajectory with different types of 
trainings at a customer’s location. 
Several groups of employees with 
different roles, responsibilities 
and backgrounds followed the 
training sessions. Although 
the customer is satisfied with 
the trajectory, it always faces 
challenges in how to safeguard 
the knowledge and skills that the 
employees learned within the 
organization and use them in daily 
practice.
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Customer has been triggered through an 
error in a software mailing system. Hans 
(interim IT manager) is responsible for 
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again. Although he knows what his needs 
are, he has experienced problems in 
finding a system that does not interfere 
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“I knew what I wanted. The system should be 
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manager]

There is a lack of clarity in the 
agreements between the customer 
and MonITor. During a meeting 
when a customer is about to sign a 
contract with MonITor, the project 
leader points out that he did not 
know about agreements that were 
made between his colleagues and 
MonITor. He asks, surprisingly, 
“Which agreements did you make 
with our developer?” [Customer – 
project leader].

The customer has difficulties 
with the IT department. It seems 
that the service provider’s tool is 
one of the systems that cannot 
be successfully implemented. 
Currently, there is already 
one consultant present in the 
customer’s IT department to lead 
the implementation. However, 
things are not going according 
to plan because it does not 
contribute to the IT manager’s 
goals (namely, continuity, stability 
and accessibility at the data 
center).
During an update meeting 
between the customer and 
the service provider’s account 
manager and expert consultant, 
the customer states, “Not to blame 
someone personally, but Michael has 
been present here for quite some time 
now. He is part of the organization. 
In order to comply with proactive 
preventive management, I need 
administrators, not people who only 
put out fires. … I need someone with a 
lot of experience with tools. It doesn’t 
matter if we make mistakes. But 
OK, what’s next? I want preventive 
monitoring management.” [Customer 
– IT manager]

Train&Co just finished a long 
trajectory with different types of 
trainings at a customer’s location. 
Several groups of employees with 
different roles, responsibilities 
and backgrounds followed the 
training sessions. Although 
the customer is satisfied with 
the trajectory, it always faces 
challenges in how to safeguard 
the knowledge and skills that the 
employees learned within the 
organization and use them in daily 
practice.
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Customer 
journey phases

1. Trigger & problem analysis 2. Orientation & negotiation 3. Choice & purchase 4. Implementation & usage 5. Evaluation & follow-up

Action The account manager asks questions to 
elicit information regarding exactly where 
the resistance comes from.
“The dynamics within groups are so 
different. Some people find it hard to practice 
situations within a training, or others find 
it confrontational. How people perceive such 
training sessions is very important. I think this 
is where the resistance comes from.” [Customer 
– L&D manager]
The account manager responds and 
calls on the knowledge and expertise of 
the trainer who is present. The trainer 
responds, “Without being arrogant, from 
my experience, I can say I cannot take this 
resistance that is present. It always is present, 
especially before attending the training session. 
The only thing that I can say is that our 
approach to training is different than others. 
Usually, talking about training sessions, people 
think of classic role playing. Of course, people 
hate this. They are picked, one by one, from the 
group to practice a conversation with an actor 
acting like an angry customer. In the first ten 
minutes, one way or the other, you’ll have a 
hard time and you’ll be cut up. Just obviously, 
just afterwards, the actor gives the participants 
a success experience to compromise it a bit. 
Yes, that is terrible.… We follow a different 
approach, which we also communicate to 
participants in advance. Our training sessions 
are much more practical and evolve naturally.” 
[Train&Co – trainer]

Account manager (John) provides suitable 
offering that perfectly suits the interim IT 
manager’s needs.

MonITor acts upon this and 
responds immediately: “Yesterday 
I got an email from your developer 
with several questions based on the 
answers I gave him in earlier email 
correspondence. We agreed that I will 
contact our development department 
and depending on how soon I get a 
response, I will give you follow-up. 
Based on this, I promise to send you 
the formal agreement before the end 
of next week.” [MonITor – director]

In consultation with the 
customer, MonITor added an extra 
consultant to another consultant 
to solve the problem and support 
the current IT team.

The account manager 
scheduled a meeting with five 
representatives of the customer’s 
HR department. He brought his 
colleague, a trainer, with him to 
the meeting. The agenda for the 
meeting focused only on how 
the organization can safeguard 
what employees learned from the 
training sessions.
The account manager prepared 
well for the meeting with 
the trainer. They had already 
exchanged a couple of ideas. 
During the meeting, it is clear 
that the account manager and 
the trainer are in the lead. They 
structure the meeting, starting 
with first asking questions 
about the current situation and 
requesting more background 
information about the problems 
the organization faces, followed by 
initiatives for improvement. They 
suggest, for example, introducing 
“ten-minute talks” with the 
trainer in the months after the 
trainings to embed the skills in the 
employees’ daily work. Another 
example is to set up a “coach 
the coach” trajectory in which 
managers are coached by the 
account manager and trainer. This 
helps the managers to coach their 
own employees and stimulate the 
use of the skills and knowledge 
they learned from the training.

Outcome The customer’s previous experience 
with training sessions is tempered by 
Train&Co. The HR manager sees merit 
in Train&Co’s approach: “The last years 
we collaborated with another party. At some 
point I reckoned that people were fed up 
with these training sessions. And yes, your 
approach is significantly refreshing compared 
to others. Especially your practical approach 
and customization towards our needs suits me 
well.” [Customer – L&D manager]

Instantly a kick-off presentation with 
the management team is planned and 
organized to set up pilot phase. Hans is 
happy with steps taken.
“Through planning this meeting, it becomes 
the priority of the entire organization.… John 
knows exactly what I am looking for and 
meets my needs in a very pragmatic fashion.” 
[Customer – Interim IT manager] 

The project leader seems to be 
content with the outcome: “Perfect. 
That’s sufficient for me because then 
I can set up and arrange internal 
issues. Super. Thanks very much, and 
we will keep in touch then.” [Customer 
– project leader]

The customer’s IT manager is 
content with the decision to put 
forward another consultant with a 
fresh view. MonITor restored trust 
and took away the IT manager’s 
anxiety about not succeeding.

It is clear that the whole HR 
team is happy with the results. 
Expressions such as “eye-
opening” are regularly heard. 
All representatives thank the 
account manager and trainer for 
their help. The highest-level HR 
manager in the meeting gives 
them a final compliment and tells 
them that she will try to convince 
the board that both the training 
sessions and the safeguarding 
process deserve C-level priority.
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Customer 
journey phases

1. Trigger & problem analysis 2. Orientation & negotiation 3. Choice & purchase 4. Implementation & usage 5. Evaluation & follow-up

Action The account manager asks questions to 
elicit information regarding exactly where 
the resistance comes from.
“The dynamics within groups are so 
different. Some people find it hard to practice 
situations within a training, or others find 
it confrontational. How people perceive such 
training sessions is very important. I think this 
is where the resistance comes from.” [Customer 
– L&D manager]
The account manager responds and 
calls on the knowledge and expertise of 
the trainer who is present. The trainer 
responds, “Without being arrogant, from 
my experience, I can say I cannot take this 
resistance that is present. It always is present, 
especially before attending the training session. 
The only thing that I can say is that our 
approach to training is different than others. 
Usually, talking about training sessions, people 
think of classic role playing. Of course, people 
hate this. They are picked, one by one, from the 
group to practice a conversation with an actor 
acting like an angry customer. In the first ten 
minutes, one way or the other, you’ll have a 
hard time and you’ll be cut up. Just obviously, 
just afterwards, the actor gives the participants 
a success experience to compromise it a bit. 
Yes, that is terrible.… We follow a different 
approach, which we also communicate to 
participants in advance. Our training sessions 
are much more practical and evolve naturally.” 
[Train&Co – trainer]

Account manager (John) provides suitable 
offering that perfectly suits the interim IT 
manager’s needs.

MonITor acts upon this and 
responds immediately: “Yesterday 
I got an email from your developer 
with several questions based on the 
answers I gave him in earlier email 
correspondence. We agreed that I will 
contact our development department 
and depending on how soon I get a 
response, I will give you follow-up. 
Based on this, I promise to send you 
the formal agreement before the end 
of next week.” [MonITor – director]

In consultation with the 
customer, MonITor added an extra 
consultant to another consultant 
to solve the problem and support 
the current IT team.

The account manager 
scheduled a meeting with five 
representatives of the customer’s 
HR department. He brought his 
colleague, a trainer, with him to 
the meeting. The agenda for the 
meeting focused only on how 
the organization can safeguard 
what employees learned from the 
training sessions.
The account manager prepared 
well for the meeting with 
the trainer. They had already 
exchanged a couple of ideas. 
During the meeting, it is clear 
that the account manager and 
the trainer are in the lead. They 
structure the meeting, starting 
with first asking questions 
about the current situation and 
requesting more background 
information about the problems 
the organization faces, followed by 
initiatives for improvement. They 
suggest, for example, introducing 
“ten-minute talks” with the 
trainer in the months after the 
trainings to embed the skills in the 
employees’ daily work. Another 
example is to set up a “coach 
the coach” trajectory in which 
managers are coached by the 
account manager and trainer. This 
helps the managers to coach their 
own employees and stimulate the 
use of the skills and knowledge 
they learned from the training.

Outcome The customer’s previous experience 
with training sessions is tempered by 
Train&Co. The HR manager sees merit 
in Train&Co’s approach: “The last years 
we collaborated with another party. At some 
point I reckoned that people were fed up 
with these training sessions. And yes, your 
approach is significantly refreshing compared 
to others. Especially your practical approach 
and customization towards our needs suits me 
well.” [Customer – L&D manager]

Instantly a kick-off presentation with 
the management team is planned and 
organized to set up pilot phase. Hans is 
happy with steps taken.
“Through planning this meeting, it becomes 
the priority of the entire organization.… John 
knows exactly what I am looking for and 
meets my needs in a very pragmatic fashion.” 
[Customer – Interim IT manager] 

The project leader seems to be 
content with the outcome: “Perfect. 
That’s sufficient for me because then 
I can set up and arrange internal 
issues. Super. Thanks very much, and 
we will keep in touch then.” [Customer 
– project leader]

The customer’s IT manager is 
content with the decision to put 
forward another consultant with a 
fresh view. MonITor restored trust 
and took away the IT manager’s 
anxiety about not succeeding.

It is clear that the whole HR 
team is happy with the results. 
Expressions such as “eye-
opening” are regularly heard. 
All representatives thank the 
account manager and trainer for 
their help. The highest-level HR 
manager in the meeting gives 
them a final compliment and tells 
them that she will try to convince 
the board that both the training 
sessions and the safeguarding 
process deserve C-level priority.
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Customer 
journey phases

1. Trigger & problem analysis 2. Orientation & negotiation 3. Choice & purchase 4. Implementation & usage 5. Evaluation & follow-up

First-order 
service provider 
practices

Root cause analysis
Showing knowledge & expertise
Communicating unique elements of value 
promise

Helping customer with own organizational 
challenges
Customize a compelling offering that fits 
customer’s needs

Immediate action
Aligning/fine-tuning with internal 
departments to solve problems
Quick follow-up

Ad hoc problem co-solving
Showing empathy with customer’s 
problem
Customer’s goal-based problem 
solving
Providing additional assets

Root cause analysis
Sharing knowledge & expertise
Proposing possible novel solutions
Coaching customer in 
organizational challenge

Second-order 
service provider 
practices

P2. Tailor value promise
P3. Analyze the problem thoroughly

P2. Tailor value promise
P9. Empathize with the customer

P4. Solve problems ad hoc
P5. Steer towards solutions
P8. Manage expectations

P2. Tailor value promise
P4. Solve problems ad hoc
P9. Empathize with the customer

P1. Provide constructive advice 
(2x)
P3. Analyze the problem 
thoroughly
P5. Steer towards solutions

Case Case 2.3 – MonITor Case 3.3 – Train&Co Case 4.3 – MonITor Case 5.3 – Train&Co

Critical event While the customer orients and explores 
possibilities, the project leader investigates 
at other organizations how they 
experienced MonITor services. From all 
eleven respondents, he receives the same 
answer. Every other organization that 
has experience with MonITor as a service 
provider is positive. Two of the parties 
pointed out that they experienced a critical 
moment when MonITor changed personnel 
because one of their consultants found a 
job elsewhere. The consultant was already 
involved during the whole trajectory and 
had built trust at the customer.

Personal development 
representative points out that 
the L&D department often faces 
internal challenges, such as 
convincing people to participate 
in training because it is relevant 
to their personal development as 
well as the development of the 
organization. Often, people see 
training as a must. A final meeting 
takes place in which the personal 
development representative 
makes her choice regarding which 
service provider will provide the 
training sessions for the coming 
year.

The customer has been making 
use of MonITor’s offering for a 
couple of months. During an update 
meeting, the customer (head of 
back office) points out that in cases 
of breakdowns, the current system 
does not provide insight into what 
has gone wrong. Although the 
error is quickly fixed, the customer 
looks for stability in his back-office 
processes, which currently could be 
improved.
While demonstrating the case, 
the head of back office points out, 
“See… I am missing thresholds over 
here. In this dashboard, I need more 
information that thoroughly shows me 
what’s going on. This is too superficial.” 
[Customer – Head of back office]

The customer finished a long 
trajectory of training sessions. 
Several departments within 
the customer’s organizations 
participated in IT training during 
the last months. Still, it remains 
unclear to the L&D manager how 
the trajectory is evaluated by the 
employees and whether it fulfilled 
their needs.
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Customer 
journey phases

1. Trigger & problem analysis 2. Orientation & negotiation 3. Choice & purchase 4. Implementation & usage 5. Evaluation & follow-up

First-order 
service provider 
practices

Root cause analysis
Showing knowledge & expertise
Communicating unique elements of value 
promise

Helping customer with own organizational 
challenges
Customize a compelling offering that fits 
customer’s needs

Immediate action
Aligning/fine-tuning with internal 
departments to solve problems
Quick follow-up

Ad hoc problem co-solving
Showing empathy with customer’s 
problem
Customer’s goal-based problem 
solving
Providing additional assets

Root cause analysis
Sharing knowledge & expertise
Proposing possible novel solutions
Coaching customer in 
organizational challenge

Second-order 
service provider 
practices

P2. Tailor value promise
P3. Analyze the problem thoroughly

P2. Tailor value promise
P9. Empathize with the customer

P4. Solve problems ad hoc
P5. Steer towards solutions
P8. Manage expectations

P2. Tailor value promise
P4. Solve problems ad hoc
P9. Empathize with the customer

P1. Provide constructive advice 
(2x)
P3. Analyze the problem 
thoroughly
P5. Steer towards solutions

Case Case 2.3 – MonITor Case 3.3 – Train&Co Case 4.3 – MonITor Case 5.3 – Train&Co

Critical event While the customer orients and explores 
possibilities, the project leader investigates 
at other organizations how they 
experienced MonITor services. From all 
eleven respondents, he receives the same 
answer. Every other organization that 
has experience with MonITor as a service 
provider is positive. Two of the parties 
pointed out that they experienced a critical 
moment when MonITor changed personnel 
because one of their consultants found a 
job elsewhere. The consultant was already 
involved during the whole trajectory and 
had built trust at the customer.

Personal development 
representative points out that 
the L&D department often faces 
internal challenges, such as 
convincing people to participate 
in training because it is relevant 
to their personal development as 
well as the development of the 
organization. Often, people see 
training as a must. A final meeting 
takes place in which the personal 
development representative 
makes her choice regarding which 
service provider will provide the 
training sessions for the coming 
year.

The customer has been making 
use of MonITor’s offering for a 
couple of months. During an update 
meeting, the customer (head of 
back office) points out that in cases 
of breakdowns, the current system 
does not provide insight into what 
has gone wrong. Although the 
error is quickly fixed, the customer 
looks for stability in his back-office 
processes, which currently could be 
improved.
While demonstrating the case, 
the head of back office points out, 
“See… I am missing thresholds over 
here. In this dashboard, I need more 
information that thoroughly shows me 
what’s going on. This is too superficial.” 
[Customer – Head of back office]

The customer finished a long 
trajectory of training sessions. 
Several departments within 
the customer’s organizations 
participated in IT training during 
the last months. Still, it remains 
unclear to the L&D manager how 
the trajectory is evaluated by the 
employees and whether it fulfilled 
their needs.
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Customer 
journey phases

1. Trigger & problem analysis 2. Orientation & negotiation 3. Choice & purchase 4. Implementation & usage 5. Evaluation & follow-up

Action MonITor acted upon this when it was 
known that the consultant left. In the 
meantime, the consultant who was familiar 
to the customer introduced his colleague 
to provide a “warm handover” to the 
customer.

The account manager chose to 
bring along a trainer with a lot 
of experience for the meeting. 
During the meeting, the trainer 
was able to show a lot of expertise 
and, more importantly, a wave of 
enthusiasm.

MonITor’s account manager 
first shows understanding of 
the customer’s situation. He 
promises that MonITor’s support 
desk will get in touch and look 
collaboratively for possibilities 
in the system to create additional 
insight for the customer. The 
account manager follows to 
look for possible solutions at 
the customer’s organization and 
proposes installing dashboards 
on walls in the back office. He 
mentions, “I don’t see any screens 
showing the dashboards. This is 
absolutely necessary because it shows 
you what’s happening and what you 
need to do.” [MonITor – Account 
manager]

The account manager of Train&Co 
sent out a survey to all employees 
to check how they evaluate the 
trajectory and the trainings they 
participated in and whether they 
have any other needs in terms of 
personal development. The results 
of the survey indicated that there 
still seemed to be a general need for 
furthering and deepening the skills 
of the employees in a specific IT 
application. The account manager 
scheduled a meeting with the L&D 
manager to discuss the results. 
He brought a long report with the 
findings.
The L&D manager was impressed 
by the work the account manager 
had done. During the meeting, 
a discussion arose regarding the 
needs versus the possibilities at 
the customer’s organization. The 
L&D manager pointed out several 
times that internal processes 
cause delay, and she faces budget 
and decision-making issues. The 
account manager from MonITor 
continuously maintained his 
argument that the employees 
needed more training. He offered to 
create more in-depth insight on the 
current findings of the survey, and 
the L&D manager responded, “No, 
that’s not going to happen. We’ll take 
care of that ourselves.” [Customer – L&D 
manager]
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Customer 
journey phases

1. Trigger & problem analysis 2. Orientation & negotiation 3. Choice & purchase 4. Implementation & usage 5. Evaluation & follow-up

Action MonITor acted upon this when it was 
known that the consultant left. In the 
meantime, the consultant who was familiar 
to the customer introduced his colleague 
to provide a “warm handover” to the 
customer.

The account manager chose to 
bring along a trainer with a lot 
of experience for the meeting. 
During the meeting, the trainer 
was able to show a lot of expertise 
and, more importantly, a wave of 
enthusiasm.

MonITor’s account manager 
first shows understanding of 
the customer’s situation. He 
promises that MonITor’s support 
desk will get in touch and look 
collaboratively for possibilities 
in the system to create additional 
insight for the customer. The 
account manager follows to 
look for possible solutions at 
the customer’s organization and 
proposes installing dashboards 
on walls in the back office. He 
mentions, “I don’t see any screens 
showing the dashboards. This is 
absolutely necessary because it shows 
you what’s happening and what you 
need to do.” [MonITor – Account 
manager]

The account manager of Train&Co 
sent out a survey to all employees 
to check how they evaluate the 
trajectory and the trainings they 
participated in and whether they 
have any other needs in terms of 
personal development. The results 
of the survey indicated that there 
still seemed to be a general need for 
furthering and deepening the skills 
of the employees in a specific IT 
application. The account manager 
scheduled a meeting with the L&D 
manager to discuss the results. 
He brought a long report with the 
findings.
The L&D manager was impressed 
by the work the account manager 
had done. During the meeting, 
a discussion arose regarding the 
needs versus the possibilities at 
the customer’s organization. The 
L&D manager pointed out several 
times that internal processes 
cause delay, and she faces budget 
and decision-making issues. The 
account manager from MonITor 
continuously maintained his 
argument that the employees 
needed more training. He offered to 
create more in-depth insight on the 
current findings of the survey, and 
the L&D manager responded, “No, 
that’s not going to happen. We’ll take 
care of that ourselves.” [Customer – L&D 
manager]
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Customer 
journey phases

1. Trigger & problem analysis 2. Orientation & negotiation 3. Choice & purchase 4. Implementation & usage 5. Evaluation & follow-up

Outcome The customer was happy to be introduced 
to the new consultant by the previous 
one. It created trust, and the customer 
was happy that MonITor immediately 
took action and arranged everything in an 
orderly manner.

First, the personal development 
representative is positively 
surprised by the professionalism 
MonITor showed. Second, and 
more important, the enthusiasm 
the trainer brought to the 
meeting positively overwhelmed 
the customer. It exceeds the 
expectations of the customer.
“The account manager and trainer 
did a great job. First, they advised me 
really well about what is suitable for 
our organization, and they did a nice 
offering in terms of training sessions 
with relatively low costs. Second, and 
more importantly for me, because of 
this stigma in the organization that 
personal training is boring and the 
fact that people are skeptical, the 
trainer showed so much enthusiasm 
that I’m fully convinced my people 
will like it.” [Customer – Personal 
development representative]

Customer looks happy and 
satisfied with the outcome of 
the meeting. At the end of the 
meeting, he shows understanding 
of the account manager’s remark: 
“I fully agree with what you just 
said. It comes to life only if there are 
screens present at my department. 
Everybody should be able to see what’s 
happening.” [Customer – Head of 
back office]

The account manager seems 
to focus on commercial 
opportunities, which affects 
the L&D manager’s mood and 
willingness to cooperate and 
collaborate with the account 
manager.

First-order 
service provider 
practices

Responsive behavior by immediate action
Aiming to create trust through warm 
handover in personnel change
Careful management of relationship

Professional enthusiasm
Strategic choice of own personnel
Communicating surprising/
convincing value promise
Breaking internal stigma at 
customer

Resolute behavior
Resolving power
Customer’s goal-based problem 
solving
Understanding of/empathy with 
customer’s situation

Identify employees’ needs as 
opportunity for sales
Responsive action
Provide information
Pushing sales through 
Being slightly too opportunistic

Second-order 
service provider 
practices

P5. Steer towards solutions
P6. Manage relationship strategically

P2. Tailor value promise
P9. Empathize with the customer

P4. Solve problems ad hoc
P5. Steer towards solutions
P7. Take decisive action
P9. Empathize with the customer

P1. Provide constructive advice
P3. Analyze the problem 
thoroughly
P5. Steer towards solutions

D. Sell opportunistically and 
insistently

Case Case 2.4 – Train&Co Case 4.4 – MonITor

Critical event The L&D manager at the customer points 
out that they created insight into the 
training needs of employees. The needs of 
the two departments that are scheduled 
to participate in a training differ. The 
employees of one department want a 
maximum of one day of training and the 
other just half a day. The L&D manager 
points out that the employees are training 
averse.

The customer experienced 
mismanagement in expectations 
from a service provider. The 
contract was already signed, and 
the service provider was busy with 
implementation. The customer 
thought the offering was clear, 
and the price had been discussed 
in a previous stage. The service 
provider stated that there would 
be additional charges for several 
features of the offering.
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Customer 
journey phases
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Outcome The customer was happy to be introduced 
to the new consultant by the previous 
one. It created trust, and the customer 
was happy that MonITor immediately 
took action and arranged everything in an 
orderly manner.

First, the personal development 
representative is positively 
surprised by the professionalism 
MonITor showed. Second, and 
more important, the enthusiasm 
the trainer brought to the 
meeting positively overwhelmed 
the customer. It exceeds the 
expectations of the customer.
“The account manager and trainer 
did a great job. First, they advised me 
really well about what is suitable for 
our organization, and they did a nice 
offering in terms of training sessions 
with relatively low costs. Second, and 
more importantly for me, because of 
this stigma in the organization that 
personal training is boring and the 
fact that people are skeptical, the 
trainer showed so much enthusiasm 
that I’m fully convinced my people 
will like it.” [Customer – Personal 
development representative]

Customer looks happy and 
satisfied with the outcome of 
the meeting. At the end of the 
meeting, he shows understanding 
of the account manager’s remark: 
“I fully agree with what you just 
said. It comes to life only if there are 
screens present at my department. 
Everybody should be able to see what’s 
happening.” [Customer – Head of 
back office]

The account manager seems 
to focus on commercial 
opportunities, which affects 
the L&D manager’s mood and 
willingness to cooperate and 
collaborate with the account 
manager.

First-order 
service provider 
practices

Responsive behavior by immediate action
Aiming to create trust through warm 
handover in personnel change
Careful management of relationship

Professional enthusiasm
Strategic choice of own personnel
Communicating surprising/
convincing value promise
Breaking internal stigma at 
customer

Resolute behavior
Resolving power
Customer’s goal-based problem 
solving
Understanding of/empathy with 
customer’s situation

Identify employees’ needs as 
opportunity for sales
Responsive action
Provide information
Pushing sales through 
Being slightly too opportunistic

Second-order 
service provider 
practices

P5. Steer towards solutions
P6. Manage relationship strategically

P2. Tailor value promise
P9. Empathize with the customer

P4. Solve problems ad hoc
P5. Steer towards solutions
P7. Take decisive action
P9. Empathize with the customer

P1. Provide constructive advice
P3. Analyze the problem 
thoroughly
P5. Steer towards solutions

D. Sell opportunistically and 
insistently

Case Case 2.4 – Train&Co Case 4.4 – MonITor

Critical event The L&D manager at the customer points 
out that they created insight into the 
training needs of employees. The needs of 
the two departments that are scheduled 
to participate in a training differ. The 
employees of one department want a 
maximum of one day of training and the 
other just half a day. The L&D manager 
points out that the employees are training 
averse.

The customer experienced 
mismanagement in expectations 
from a service provider. The 
contract was already signed, and 
the service provider was busy with 
implementation. The customer 
thought the offering was clear, 
and the price had been discussed 
in a previous stage. The service 
provider stated that there would 
be additional charges for several 
features of the offering.
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Customer 
journey phases

1. Trigger & problem analysis 2. Orientation & negotiation 3. Choice & purchase 4. Implementation & usage 5. Evaluation & follow-up

Action During the meeting, the account manager 
first pushes back regarding the needs of 
the employees, followed by questions to 
understand the situation. “Only half a day? 
That’s very short, too brief and something 
I would not recommend. It’s more like a 
workshop than a real training. But tell me, 
what exactly is the reason they only want 
a maximum of one day and half a day of 
training?” [Train&Co – account manager]
The L&D manager points out, “I think it has 
a lot to do with previous experience. I get your 
point, and it doesn’t mean that it counts for 
every single employee, but it is what we found 
on average. I know this organization quite well, 
and I know that more than one day of training, 
no…. It sounds cliché, but that is impossible 
with work.” [Customer – L&D manager]
The trainer joins the discussion and pushes 
back in combination with advice: “Look, 
in one day you can schedule quite a complete 
training. I’m able to discuss general theories 
and concepts. However, in half a day, that’s 
impossible. Half a day is more like a workshop 
to give people an idea what the training 
is about. If you choose half a day, I advise 
incorporating another half a day to explain the 
methodology and give some practical exercises 
to better embed the knowledge in people’s minds 
and to bridge the theory to practice. This is 
simply not possible in half a day. And of course, 
if you insist on your initial ideas, be my guest, 
but I strongly discourage you because it is not 
effective.” [Train&Co – trainer]

The customer’s project leader 
played a key role in resolving 
these issues with the service 
provider’s consultants and 
account manager. The project 
leader asked for and demanded 
clarity and information regarding 
the service provider’s promise. 
The service provider firmly stood 
its ground by stating that the 
customer needed to pay additional 
costs for the features. When 
the customer asked questions 
regarding facts mentioned in the 
contract, the service provider 
was not able/willing to answer 
questions.
“They kept on passing on our 
questions. They kept on ignoring 
the facts. It was like they acted like 
an ostrich, burying its head in the 
ground.” [Customer – project leader]
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Action During the meeting, the account manager 
first pushes back regarding the needs of 
the employees, followed by questions to 
understand the situation. “Only half a day? 
That’s very short, too brief and something 
I would not recommend. It’s more like a 
workshop than a real training. But tell me, 
what exactly is the reason they only want 
a maximum of one day and half a day of 
training?” [Train&Co – account manager]
The L&D manager points out, “I think it has 
a lot to do with previous experience. I get your 
point, and it doesn’t mean that it counts for 
every single employee, but it is what we found 
on average. I know this organization quite well, 
and I know that more than one day of training, 
no…. It sounds cliché, but that is impossible 
with work.” [Customer – L&D manager]
The trainer joins the discussion and pushes 
back in combination with advice: “Look, 
in one day you can schedule quite a complete 
training. I’m able to discuss general theories 
and concepts. However, in half a day, that’s 
impossible. Half a day is more like a workshop 
to give people an idea what the training 
is about. If you choose half a day, I advise 
incorporating another half a day to explain the 
methodology and give some practical exercises 
to better embed the knowledge in people’s minds 
and to bridge the theory to practice. This is 
simply not possible in half a day. And of course, 
if you insist on your initial ideas, be my guest, 
but I strongly discourage you because it is not 
effective.” [Train&Co – trainer]

The customer’s project leader 
played a key role in resolving 
these issues with the service 
provider’s consultants and 
account manager. The project 
leader asked for and demanded 
clarity and information regarding 
the service provider’s promise. 
The service provider firmly stood 
its ground by stating that the 
customer needed to pay additional 
costs for the features. When 
the customer asked questions 
regarding facts mentioned in the 
contract, the service provider 
was not able/willing to answer 
questions.
“They kept on passing on our 
questions. They kept on ignoring 
the facts. It was like they acted like 
an ostrich, burying its head in the 
ground.” [Customer – project leader]
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Outcome The L&D manager seems to be convinced 
about the point the account manager and 
trainer make. She takes her ideas into 
account and points out the next hurdle is to 
convince other internal stakeholders.
“I get your point, and my proposition is that 
I will get in touch with the managers of both 
departments to point out exactly what you 
mentioned. So I’m going to check what they 
are capable of. You know, my opinion is, if you 
already book half a day, it absolutely makes 
sense to just book the whole day…. One of the 
managers has great affinity with such topics, so 
I don’t worry about her. To convince the other 
is a bigger challenge, but we will see. I’ll contact 
them next week, and I’ll come back to you 
ASAP. As you suggested, you can then send me a 
planning proposal.” [Customer – L&D manager]

The customer felt misled by 
mismanagement regarding 
expectations of the service 
provider and the bad service. The 
customer reacted with surprise: 
“They have not been open with us 
regarding additional costs. For me, 
these are basic features that should 
be included in the offering. It’s like 
buying a car without wheels and the 
salesclerk tells you that you have to 
pay extra for them. You know, these 
extra costs are unknown and not 
reasonable. It’s like receiving a cold 
shower.” [Customer – project leader]

First-order 
service provider 
practices

Resolute behavior: pushing back on 
customer’s wishes
Realistic & adequate advice
Understand underlying needs of customer
Co-thinking in overcoming internal 
challenges

No clear management of the 
customer’s experience
Stubbornly sticking to your 
ground
Unable to answer questions
Slow responses to customer’s 
urgent questions

Second-order 
service provider 
practices

P1. Provide constructive advice
P3. Analyze the problem thoroughly
P7. Take decisive action
P8. Manage expectations

A. Manage CSE in an 
uncoordinated way
B. Communicate slowly
C. Act with avoidance

Case Case 2.5 – Train&Co

Critical event The training coordinator of a customer’s 
L&D department was responsible for 
finding a suitable provider. Because a 
previous colleague already gave high 
priority to training employees, the training 
coordinator was more or less obliged to 
follow up on this. She pointed out that she 
faced difficulties in choosing what types 
of training are suitable because she does 
not have a background in learning and 
development.

Action During the meeting, the account manager 
helps her in identifying needs. He helps 
to create insight into possible challenges 
the organization faces as a whole and how 
individual training sessions may contribute 
to overcoming these challenges. On the 
spot, he proposes a handful of types of 
training sessions that might be suitable for 
the target groups.
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individual training sessions may contribute 
to overcoming these challenges. On the 
spot, he proposes a handful of types of 
training sessions that might be suitable for 
the target groups.
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Table II. Continued

Customer 
journey phases

1. Trigger & problem analysis 2. Orientation & negotiation 3. Choice & purchase 4. Implementation & usage 5. Evaluation & follow-up

Outcome The training coordinator is helped by the 
advice of the account manager. Because 
she is the spokesperson for her colleagues 
for training sessions (including advising 
what types of training sessions are suitable 
for every individual employee), she feels 
supported by the knowledge and expertise 
of the account manager.
“For me, it is of crucial importance that I get 
some information and advice from a service 
provider. Michael helps me with this very well. 
He knows where the sweet spot lies for the type 
of training sessions for every department.” 
[Customer – training coordinator]

First-order 
service provider 
practices

Identify customer’s needs
Align offering with wishes of customer
Propose goal-based offering for customer

Second-order 
service provider 
practices

P2. Tailor value promise
P3. Analyze the problem thoroughly
P5. Steer towards solutions

Case Case 2.6 – Train&Co

Critical event HR manager of the customer is responsible 
for development of its employees on a 
strategic, tactical and operational level. 
While orienting towards suppliers, she 
selected two service providers to further 
discuss possibilities. Because she had 
already performed a problem analysis 
herself, she seemed to have a clear idea of 
what she wanted to ask Train&Co.

Action Train&Co’s account manager was 
overwhelmed by the amount the HR 
manager asked for. In the opinion of 
the account manager, the needs were so 
scattered that they negatively influenced 
the effectiveness of the trainings. 
Additionally, the scope of the disciplines 
was very broad. The account manager 
pushed back on this and advised starting 
small and with a clear target group.
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Table II. Continued

Customer 
journey phases

1. Trigger & problem analysis 2. Orientation & negotiation 3. Choice & purchase 4. Implementation & usage 5. Evaluation & follow-up

Outcome The HR manager was happily surprised 
with the advice of the account manager. “I 
remember when Michael told me, ‘If you want 
all of this, you should look for another service 
provider. I’m not going to commit myself to this.’ 
I really appreciated the honest feedback and I’m 
happy he gave me pushback. My plans were too 
ambitious. Michael advised sincerely what was 
good for us and didn’t act from a commercial 
point of view.” [Customer – HR manager]

First-order 
service provider 
practices

Push back on customer needs
Tailored advice
Acting in the customer’s interest instead of 
one’s own

Second-order 
service provider 
practices

P2. Tailor value promise
P6. Manage relationship strategically
P7. Take decisive action
P9. Empathize with the customer
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with the advice of the account manager. “I 
remember when Michael told me, ‘If you want 
all of this, you should look for another service 
provider. I’m not going to commit myself to this.’ 
I really appreciated the honest feedback and I’m 
happy he gave me pushback. My plans were too 
ambitious. Michael advised sincerely what was 
good for us and didn’t act from a commercial 
point of view.” [Customer – HR manager]

First-order 
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Summary

The notion of customer experience has become deeply rooted in contemporary business landscapes. 
Customer experience can in general terms be understood as the subjective and lived experience 
of customers in their lifeworld, and is dynamic, fluid and temporal in nature. Organizations of all 
sorts increasingly invest in facilitating solid experiences for customers to differentiate themselves 
from competitors. Firms that successfully do so reap tremendous benefits, such as increased 
customer satisfaction and loyalty and improved finances. Unsurprisingly, firms invest massively 
in strengthening their capabilities to understand and manage customer experience, as they see 
it as a fundamental business premise. Likewise, the concept of customer experience is gaining 
increasing traction in academia. Contemporary marketing logics have shifted the focus from an 
organization-centric view to one that is centered around the customer. This has ignited a surge 
in research into how experience is embodied in the customer’s lifeworld and throughout the 
customer journey.

Customer experience is a complex and multifaceted concept that dynamically and temporally 
evolves in practice. While the status quo predominantly presents valuable conceptual work, 
customer experience remains an ambiguous concept, and a decent understanding of what it 
entails and how it should be managed is lacking. As a result, the field of customer experience faces 
difficulties in maturing, and understanding and managing customer experience remain daunting 
tasks. We consider this troubling, as customer experience is the future for and of marketing.

In response, this dissertation fills this lacuna by seeking a deeper understanding of 
how experience manifests in practice and how it can be managed in the customer journey. 
This dissertation is rooted in the intersubjective interpretivist tradition and grounded on 
phenomenology. Interpretivism seeks to understand social life, and phenomenology is a mode 
of inquiry to access the primordial world through scrutinizing lived experience. Based on these 
philosophical underpinnings, we seek to deepen the microfoundations of customer experience 
with a specific focus on understanding and managing it. Two core research questions drive 
our investigation: 1) How does customer experience manifest in practice? and 2) How can customer 
experience be managed throughout the customer journey? This dissertation comprises five distinct 
but interrelated studies, presented in chapters, of which three are empirical and two conceptual.

Chapter 2 characterizes how the subject’s unreflective and reflective experience manifests in 
practice, that is, in value co-creation and co-destruction. Building on our Heideggerian heuristic, we 
empirically investigate this relationship in a qualitative case study using ethnographic techniques 
in the dynamic and lively setting of amateur football on artificial grass. The findings uncover three 
distinct yet interrelated spaces of unreflective and reflective value experience in value co-creation 
and co-destruction that are mediated by practice interruptions as generative mechanisms. Each 
space present distinctive characteristics of the subjects’ experience and practice and the type of 
value co-creation and co-destruction. The findings suggest an inextricable interplay between value 
experience and the dialectical practice of value co-creation and co-destruction.

Chapter 3 presents an autohermeneutic phenomenological approach to examine the deeper 
levels of experience to make sense of its extremities and microprocesses. We set out by offering 
a meticulous contemplation of the theoretical and methodological fundament of experience 
and hermeneutic phenomenology. We further theorize on autohermeneutic phenomenology 
and propose a comprehensive framework consisting of five guidelines. This framework offers 
ample room to rigorously probe a deep characterization of experience and is notably valuable in 
experientially intensive domains.
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The purpose of Chapter 4 is to illuminate the inception and evolution of experience. Built 
on the work in the preceding chapter, an autohermeneutic phenomenological study is deployed 
to access and make sense of the entire experience spectrum in daily life. Based on a rich set of 
experience tales collected over a period of nine months, we find that experience evolves in three 
experiential time frames, namely, lived-through, in situ, and imaginary. A myriad of inceptions, 
ranging from those that are deeply erratic to those that are controlled by service providers, occur 
throughout these time frames. The findings are conveniently presented in a model called the Triple-
Infinity Loop of Experience. We conclude that experience is shaped and reshaped throughout the 
three experiential time frames, implying an affective interplay between the time frames.

In Chapter 5, we fathom how service providers manage customer experience throughout the 
customer journey. This study comprises an ethnography over eight months at two knowledge-
intensive Dutch business firms. We applied a practice theory lens to investigate – at a microlevel 
– what kind of service provider practices are used in customer experience management during 
critical events in dyadic business relationships. The findings reveal ten concrete management 
practices and different repertoires of practices. Coalesced in the circumplex typology, the 
repertoires are characterized as practices with ad hoc or regular modes of organization and reactive 
or proactive modes of engagement. Through juxtaposing service provider practices with customers’ 
responses to those practices, we find that reactive practices restore the customer experience, 
while proactive practices bolster the customer experience. We conclude that customer experience 
management is a dynamic and critical act in which service providers must carefully balance 
different practices throughout the customer journey.

Chapter 6 entails a conceptual design study that fleshes out the complexity of customer 
experience by visualizing it in its multidimensionality. Through an abductive development 
approach involving lively tales of experience, the literature, and the expertise of four experts in 
the field, we identify three core experience dimensions that manifest on a continuum: valence 
(ranging from negative to indifferent to positive), type (ranging from unreflective to reflective) and 
intensity (ranging from superficial to profound). We present the GraphEx hip-pocket model that 
charts experience in a multidimensional yet simple fashion. For additional managerial guidance, 
we propose five managerial guidelines that can be used to situationally manage the customer 
experience.

Taken together, this dissertation contributes to marketing theory and practice by 
deepening our understanding of customer experience and its management in practice. Through 
phenomenology as the philosophical bedrock, this dissertation offers a fine-grained view of the 
microfoundations of customer experience. Based on empirical work, this dissertation reveals that 
customer experience manifests in three spaces grounded in the subject’s lifeworld and is uniquely 
interwoven with different modes of value co-creation and co-destruction. We conclude that 
customer experience is innately phenomenological, complex, dynamic, and even erratic at times 
and is malleable throughout different experiential time frames. We assert that the complexity 
of customer experience can be best understood through methodological techniques, which are 
supported by appropriate ontoepistemological views, that acknowledge and embrace the nature 
of experience. Based on the complexity of customer experience, this dissertation adds granularity 
to customer experience management through revealing multiple repertoires of practices dealing 
with the multidimensionality of customer experience throughout the customer journey. Finally, 
this dissertation discloses avenues for future research to solidify the microfoundations and the 
methodological ramifications of customer experience.
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Het begrip “klantervaring” (customer experience) is diepgeworteld in het hedendaagse bedrijfsleven. 
Klantervaring kan in algemene zin worden opgevat als de subjectieve en geleefde ervaring 
van klanten in hun leefwereld, en is dynamisch, fluïde en temporeel van aard. Om zich te 
onderscheiden van concurrenten, investeren allerlei organisaties steeds meer in het bieden van 
betrouwbare ervaringen aan klanten. Bedrijven die dat met succes doen, plukken daar de vruchten 
van: hogere tevredenheid en loyaliteit bij klanten en betere financiële resultaten. Het is dan ook 
niet verwonderlijk dat bedrijven massaal investeren in hun vermogen klantervaring te begrijpen 
en te managen, aangezien zij dit als een fundamentele bedrijfspremisse beschouwen. Ook in 
de academische wereld groeit de aandacht voor het begrip klantervaring. In de hedendaagse 
marketinglogica heeft een op de organisatie gerichte visie plaatsgemaakt voor een visie waarbij 
de klant centraal staat. Dit heeft een golf van onderzoek op gang gebracht naar de rol van ervaring 
in de leefwereld van de klant gedurende de hele klantreis (customer journey).

Klantervaring is een complex begrip met meerdere aspecten, dat in de praktijk meebeweegt 
met de tijd. Terwijl de status quo in de literatuur – voornamelijk – waardevol conceptueel werk 
oplevert, blijft klantervaring een meerduidig concept, waarvan onvoldoende begrepen wordt wat 
het inhoudt en hoe het gemanaged kan worden. Het begrijpen en managen van klantervaring blijft 
een ontmoedigende taak waardoor het terrein van de klantervaring in de kinderschoenen blijft 
staan. Wij betreuren dit, omdat klantervaring de toekomst is voor en van de marketing.

Dit proefschrift poogt deze lacune te vullen door dieper inzicht te bieden in hoe ervaring 
zich in de praktijk manifesteert en hoe deze in de klantreis gemanaged kan worden. Deze 
dissertatie steunt op de intersubjectieve interpretivistische traditie en heeft de fenomenologie 
als basis. Het interpretivisme tracht het sociale leven te begrijpen en de fenomenologie is een 
methode van onderzoek om toegang te krijgen tot de primordiale wereld door de direct geleefde 
ervaring (lived experience) onder de loep te nemen. Met dit filosofisch fundament trachten wij de 
microgrondslagen van de klantervaring te verdiepen, met bijzondere aandacht voor het begrijpen 
en managen ervan. Twee centrale onderzoeksvragen sturen ons onderzoek: 1) Hoe manifesteert 
klantervaring zich in de praktijk? En 2) Hoe kan klantervaring gedurende de hele klantreis gemanaged 
worden? Dit proefschrift bestaat uit vijf afzonderlijke, maar onderling samenhangende studies, 
gepresenteerd in hoofdstukken, waarvan er drie empirisch en twee conceptueel van aard zijn. 

Hoofdstuk 2 karakteriseert hoe de niet-reflectieve (unreflective) en de reflectieve (reflective) 
ervaring van het subject zich in de praktijk manifesteren, dat wil zeggen, in waarde co-creatie en 
co-destructie. Voortbouwend op onze Heideggeriaanse heuristiek, onderzoeken wij deze relatie 
op empirische wijze in een kwalitatief onderzoek met etnografische technieken in de dynamische 
en levendige omgeving van het amateurvoetbal op kunstgras. De bevindingen leggen drie 
verschillende, maar onderling verbonden ruimten bloot van niet-reflectieve en reflectieve waarde-
ervaring in waarde co-creatie en co-destructie, waarbij de praktijkinterrupties als generatieve 
mechanismen bemiddelend werken. Elke ruimte vertoont onderscheidende kenmerken van de 
ervaring en de praktijk van de subjecten, en van het type waarde co-creatie en co-destructie. 
De bevindingen suggereren een onlosmakelijke wisselwerking tussen waarde ervaring en de 
dialectische praktijk van waarde co-creatie en co-destructie.

Hoofdstuk 3 presenteert een autohermeneutische fenomenologische benadering om de 
diepere niveaus van ervaring te onderzoeken en zo haar uitersten en microprocessen te begrijpen. 
Wij beginnen met een nauwgezette beschouwing van het theoretische en methodologische 
fundament van ervaring en van de hermeneutische fenomenologie. Wij theoretiseren verder over 
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autohermeneutische fenomenologie en stellen een kader voor dat uit vijf richtlijnen bestaat. Dit 
kader maakt het mogelijk om diep door te dringen in de karakterisering van ervaring en is met 
name waardevol in ervaring intensieve domeinen.

Het doel van Hoofdstuk 4 is om het ontstaan (inception) en de ontwikkeling (evolution) 
van ervaring te belichten. Voortbouwend op het werk in het vorige hoofdstuk, wordt een 
autohermeneutische fenomenologische studie ingezet om toegang te krijgen tot, en zin te 
geven aan het hele ervaringsspectrum uit het dagelijkse leven. Op basis van een ruime collectie 
ervaringsverhalen, verzameld over een periode van negen maanden, stellen wij vast dat ervaring 
zich ontwikkelt in drie tijdskaders: ervaring van iets wat al doorleefd is (lived-through), wat ter 
plekke plaatsvindt (in-situ) en wat imaginair (imaginary) is. Een verscheidenheid van momenten 
van ontstaan, variërend van zeer grillige tot door dienstverleners gecontroleerde, komen in deze 
tijdskaders voor. De bevindingen worden op overzichtelijke wijze gepresenteerd in een model dat 
the Triple-Infinity Loop of Experience heet. Wij concluderen dat ervaring gevormd en hervormd wordt 
in de drie tijdskaders, wat een affectieve wisselwerking tussen deze kaders impliceert.

In Hoofdstuk 5 onderzoeken wij hoe dienstverleners de klantervaring gedurende de hele 
klantreis managen. Deze studie omvat een etnografie van acht maanden bij twee Nederlandse 
kennisintensieve bedrijven. Wij hebben een practice theory lens toegepast om – op microniveau 
– te onderzoeken welke praktijken van dienstverleners gebruikt worden in het beheer van 
klantervaringen tijdens kritieke gebeurtenissen in dyadische bedrijfsrelaties. De bevindingen 
onthullen tien concrete managementpraktijken en verschillende repertoires van deze praktijken. 
Samengebracht in de circumplex typologie, worden de repertoires gekarakteriseerd in praktijken 
met ad hoc of reguliere modus van organisatie, en reactieve of proactieve modus van betrokkenheid. 
Door de praktijken van de dienstverleners naast de reacties van de klanten te leggen, stellen 
wij vast dat reactieve praktijken de klantervaring herstellen, terwijl proactieve praktijken de 
klantervaring versterken. Wij concluderen dat het beheer van klantervaringen een dynamische en 
kritische handeling is, waarbij dienstverleners zorgvuldig moeten balanceren tussen verschillende 
praktijken gedurende de hele klantreis.

Hoofdstuk 6 behelst een conceptuele ontwerpstudie die de complexiteit van de 
klantervaring uitwerkt door het in haar multidimensionaliteit te visualiseren. In een abductief 
ontwikkelingsproces, waarbij levendige ervaringsverhalen, literatuur, en de expertise van vier 
deskundigen op dit gebied gebruikt worden, identificeren wij drie kerndimensies van ervaring, 
die zich op een continuüm manifesteren: valentie (van negatief tot onverschillig tot positief), type 
(van niet-reflectief tot reflectief) en intensiteit (van oppervlakkig tot diepgaand). Wij stellen het 
GraphEx hip-pocket model voor, dat de ervaring op een multidimensionale maar eenvoudige wijze in 
kaart brengt. Als extra leidraad voor het management stellen wij vijf richtlijnen voor die gebruikt 
kunnen worden om de klantervaring situationeel te managen. 

Al met al draagt dit proefschrift bij tot zowel de theorie als de praktijk van de marketing 
door het begrip van de klantervaring en het management ervan in de praktijk te verdiepen. Door 
fenomenologie als filosofisch fundament te gebruiken, biedt dit proefschrift een verscherpt inzicht 
in de microgrondslagen van klantervaring. Gebaseerd op empirisch werk, legt deze dissertatie 
bloot dat klantervaring zich manifesteert in drie ruimten die gegrond zijn in de leefwereld van 
het subject, en op unieke wijze verweven is met verschillende wijzen van waarde co-creatie 
en co-destructie. Dit proefschrift concludeert dat klantervaring van nature fenomenologisch, 
complex, dynamisch en soms zelfs grillig is, en vervormbaar is in verschillende tijdskaders van 
ervaring. Dit proefschrift beweert dat de complexiteit van de klantervaring het best begrepen 
kan worden door middel van methodologische technieken, die ondersteund worden door 



Samenvatting   |   209

S

passende onto-epistemologische opvattingen, die de aard van de ervaring erkennen en recht 
doen. Op basis van de complexiteit van klantervaring biedt deze dissertatie handvatten aan het 
management van klantervaring door een scala van praktijken te laten zien die weten om te gaan 
met de multidimensionaliteit van klantervaring gedurende de hele klantreis. Tenslotte opent dit 
proefschrift wegen voor toekomstig onderzoek om de microgrondslagen en de methodologische 
vertakkingen van klantervaring te verstevigen.



A



About the Author





About the Author   |   213

A

About the Author

Yasin Sahhar was born in Den Ham, The Netherlands, on 15 September 
1992 and has Dutch-Palestinian roots. He has both a bachelor’s 
and a master’s degree, including an honors program, in business 
administration from the University of Twente, The Netherlands. 
Since late 2016, Yasin has combined working as a strategic marketing 
consultant and a PhD researcher at The Next Organization and 
the University of Twente within the former research group 
Entrepreneurship, Strategy and Innovation Management (NIKOS). 
In his role as a consultant, he helped international industry-leading 
organizations across multiple domains to become more customer-
centric through developing or sharpening marketing strategies. Yasin’s 

doctoral research entails a phenomenological inquiry into customer experience with a focus 
on understanding and managing it in practice. His research is grounded in interpretivism and 
characterized by a close link to practice, in which he trusts in qualitative research methods, such 
as ethnography and autohermeneutic phenomenology. Yasin was awarded the 2022 Emerald Literati 
Outstanding Paper Award for his paper published in the Journal of Service Theory and Practice. He has 
presented his work at several international conferences and published in the Journal of Service 
Theory and Practice and the European Journal of Marketing and in the book Contemporary Approaches 
to Studying Customer Experience in Tourism Research. In early 2021, Yasin obtained a position as a 
full-time researcher in the Department of Entrepreneurship and Technology Management within 
the faculty of Behavioural, Management and Social Sciences at the University of Twente. While 
simultaneously finalizing his doctoral research, Yasin is a lead researcher and work package leader 
in the EU Horizon 2020 project dRural. In this multidisciplinary and international consortium, he 
has extended his research activities in service research to a specific focus on service ecosystems. 
Yasin is a regular speaker, lecturer and supervisor for (executive) MBA, master’s and bachelor’s 
students in the domains of service research and marketing and qualitative research.





UNDERSTANDING 
AND MANAGING CUSTOMER 

EXPERIENCE IN PRACTICE 
A Phenomenological Inquiry

In Understanding and Managing Customer Experience in Practice, Yasin Sahhar 
provides the reader with an elevated understanding of customer experience 

in practice and its management throughout the customer journey. Through a 
profound scrutiny that is rooted in phenomenology as the philosophical bedrock, 

this dissertation reveals the microfoundations of customer experience. This 
scholarly work uncovers multiple important insights. The character of customer 
experience is innately phenomenological, complex, dynamic, multidimensional, and 
even erratic at times. Customer experience is shaped and reshaped through different 
experiential time frames in which a myriad of inceptions can occur. Tripartite spaces 
illuminate how experience manifests in practice, that is, in the dialectic interplay 
of value co-creation and co-destruction. The findings suggest that understanding 

and managing customer experience in practice can be considered a Herculean 
task. This dissertation provides a solid foundation for surmounting this 

challenge by comprehending the fine nuances of customer experience 
and offers managerial practices to manage customer experience in 

its multidimensionality with ultimate precision. Successful 
customer experience management calls for a meticulous 

balancing act between practices of different 
modes of engagement and organization.

Yasin Sahhar 
(1992) serves as a researcher in the 

Department of Entrepreneurship and 
Technology Management within the faculty 

of Behavioural, Management and Social Sciences 
at the University of Twente, The Netherlands. Prior 

to his full-time career in academia and in parallel 
to conducting his doctoral research, Yasin gained 
rich experience as a strategic marketing consultant. 
Yasin’s doctoral research entails a phenomenological 

inquiry into customer experience with a focus on 
understanding and managing it in practice. His 

research interests and areas of expertise include 
customer experience, value creation and 

destruction, and phenomenology.


