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Following the experience economy, the demand structure of
consumers has been facing great changes. On the one hand, con-
sumption level turns from function to experience; on the other
hand, homogeneity trend of production and service has been impai-
ring the feeling of consumers for personality and uniqueness little
by little. In order to look after new benefit, businesses have to un-
derstand customers’ demands again. It will be core issue paid atten-
tion to by theoretical and operational fields how they can supply
customers with high values exceeding that contenders can supply.
Undoubtedly, Customer Experience Management (CEM) can play
the role.

This book aimed at study on Customer Experience Manage-
ment, with study content comprising five parts.

In the first part, the book argues that customer experience is a
concept with multi-level and multi-dimension, based on which hier-
archical concept structure and a CEM framework with feasibility
have been builded.

In the second part, customer’s experience demands have been
identified based on current theories, and hierarchical model of cus-
tomer experience themes and relation between customer experience
themes and customer satisfaction and loyalty have been given. In

addition, an empirical research was discussed.
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ABSTRACT

In the third part, the forming process of brand experience and
its value have been analysed, and a chain associating brand dissemi-
nation object with brand experience and brand dissemination meth-
ods given. Brand designing model driven by customer experience
was provided.

The fourth part is particularly for employees’ competence driv-
en by customer experience. An employee who specialized in desig-
ning and transferring experience for customers should possess all-
round competence, such as work motivation, customer service ori-
ented, personal efficiency, and cognitive ability. An exploring re-
search has been given, and employees’ competence model driven by
customer experience was builded.

The last part, namely the fifth part, has paid attention to
CEM information system design. Following analyzing customer ex-
perience data’s collection and measurement methods, a framework
of CEM information system has been builded, and data warehouse
modeling and basic function modules designing discussed.

Studying on theories and methods of customer experience iden-
tificatioin and design can expand the research realms of current
Customer Experience Management, and remedy the disfigurement
of ignoring customers’ sense in traditional Customer Relationship
Management. Moreover, the abstract concept of customer experi-
ence can be developed into a set of management theories with prac-
ticability, with which operation domain will cbtain great benefit.

The innovations of the book’s study are embodied with; (1)
clarifying the customer experience concept, building up a CEM
framework, and specifying the operation path of CEM; (2) identif-
ying ten themes of customer experience demand, and arguing a hi-

erarchical model of customer experience themes and relation be-
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tween customer experience themes and customer satisfaction and
loyalty; (3) building up a brand designing model driven by custom-
er experience, which associating brand design with CEM, and ex-
ploring a new modeling method for employees’ competence who
specialized in designing and transferring experience for customers;
(4) giving a set of CEM information system implement plans inclu-
ding many functions, such as customer experience effect measure-
ment, customer experience analysis, experience opportunity identi-

ficatioin, and experience analysis reports production, etc.

Key Words: Experience Economy, Customer Experience Man-
agement (CEM), Customer Relationship Management (CRM)
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