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Abstract

This empirical study investigates two core questions: what is the relationship between Digital
Experience, Interpersonal Experience, Total Customer Experience, their impact on Future
Customer Engagement and what moderates this relationship. In business-to-business
professional services companies where experiences are typically served by people, digital
experiences served via a range of channels have become commonplace. In a study of 171
employees at customer organizations of a global financial services company, we explore the
predictive roles of Digital and Interpersonal Experiences in shaping Total Customer
Experience and Future Customer Engagement, including the influence of a key moderator.
Our findings indicate that both Digital and Interpersonal Experiences significantly predict
Total Customer Experience. Further, Total Customer Experience partially mediates the effect
of Digital Experience and fully mediates the effect of Interpersonal Experience on Future
Customer Engagement. We also find digital activity level to be a negative moderator where
the relationship is strengthened when activity level is low. These results advance theoretical
understanding of the link between customer experience and engagement and offer practical
insights for managers focused on enhancing customer experience to drive engagement

through customer lifetime value, customer influence value and customer knowledge value.

Keywords
Customer Experience, Customer Engagement, Digital Experience, Interpersonal Experience,

Value Co-Creation, Business-to-Business



References

1. Becker, L., & Jaakkola, E. (2020). Customer experience: fundamental premises and
implications for research. Journal of the Academy of Marketing Science, 48(4), 630-

648.

2. Bell, S. J., Auh, S., & Eisingerich, A. B. (2017). Unraveling the customer education
paradox: When, and how, should firms educate their customers?. Journal of Service

Research, 20(3), 306-321.

3. Bolton, R. N. (2011). Comment: Customer Engagement: Opportunities and
Challenges for Organizations. Journal of Service Research, 14(3), 272-274.

https://doi.org/10.1177/1094670511414582

4. Bolton, R. N., McColl-Kennedy, J. R., Cheung, L., Gallan, A., Orsingher, C., Witell,
L., & Zaki, M. (2018). Customer experience challenges: bringing together digital,

physical and social realms. Journal of service management, 29(5), 776-808.

5. Brodie, R. J., Hollebeek, L. D., Juri¢, B., & 1li¢, A. (2011). Customer Engagement:
Conceptual Domain, Fundamental Propositions, and Implications for Research.

Journal of Service Research, 14(3), 252-271.

6. Cohen, J. (1988), Statistical Power Analysis for the Behavioral Sciences: Lawrence

Erlbaum Associates.


https://doi.org/10.1177/1094670511414582

10.

11.

12.

13.

Cortez, R. M., & Johnston, W. (2016, December). B2B customer experience: a

pragmatic framework for implementation. In IMP Asia Conference (pp. 4-7).

Dagger, T. S., Danaher, P. J., & Gibbs, B. J. (2009). How often versus how long: the
interplay of contact frequency and relationship duration in customer-reported service

relationship strength. Journal of service research, 11(4), 371-388.

De Keyser, A., Verleye, K., Lemon, K. N., Keiningham, T. L., & Klaus, P. (2020).
Moving the customer experience field forward: introducing the touchpoints, context,

qualities (TCQ) nomenclature. Journal of Service Research, 23(4), 433-455.

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2016). Capturing consumer
engagement: duality, dimensionality and measurement. Journal of Marketing

Management, 32(5-6), 399-426.

Doney, P. M., Barry, J. M., & Abratt, R. (2007). Trust determinants and outcomes in

global B2B services. European Journal of marketing.

Hair, J. F., Sarstedt, M., Ringle, C. M., & Mena, J. A. (2012). An assessment of the
use of partial least squares structural equation modeling in marketing

research. Journal of the academy of marketing science, 40, 414-433.

Hollebeek, L. D., Srivastava, R. K., & Chen, T. (2019). SD logic—informed customer
engagement: integrative framework, revised fundamental propositions, and

application to CRM. Journal of the Academy of Marketing Science, 47(1), 161-185.



14. Kumar, V., Aksoy, L., Donkers, B., Venkatesan, R., Wiesel, T., & Tillmanns, S.
(2010). Undervalued or overvalued customers: capturing total customer engagement

value. Journal of service research, 13(3), 297-310.

15. Kuppelwieser, V. G., & Klaus, P. (2021). Measuring customer experience quality:

The EXQ scale revisited. Journal of Business Research, 126, 624-633.

16. Lemon, K. N., & Verhoef, P. C. (2016). Understanding Customer Experience

Throughout the Customer Journey. Journal of Marketing, 80(6), 69—96.

17. Molinillo, S., Aguilar-1llescas, R., Anaya-Sanchez, R., & Liébana-Cabanillas, F.
(2021). Social commerce website design, perceived value and loyalty behavior
intentions: The moderating roles of gender, age and frequency of use. Journal of

Retailing and Consumer Services, 63, 102404.

18. Neslin, S. A. (2014). Customer relationship management (CRM). The History of

Marketing Science, 3, 289-317.

19. Ng, S. C., Sweeney, J. C., & Plewa, C. (2020). Customer engagement: A systematic

review and future research priorities. Australasian Marketing Journal (AMJ).

20. Ringle, C. M., Wende, S., and Becker, J.-M. 2024. "SmartPLS 4." Bonningstedt:

SmartPLS, https://www.smartpls.com.



21.

22.

23.

24,

25.

26.

Rose, S., Clark, M., Samouel, P., & Hair, N. (2012). Online customer experience in e-
Retailing: An empirical model of antecedents and outcomes. Journal of Retailing, 88

(2), 308-322.

Roy, S., Sreejesh, S., & Bhatia, S. (2019). Service quality versus service experience:
An empirical examination of the consequential effects in B2B services. Industrial

Marketing Management, 82, 52-69.

Van Doorn, Jenny, Katherine N. Lemon, Vikas Mittal, Stephan Nass, Doreén Pick,
Peter Pirner, and Peter C. Verhoef. "Customer engagement behavior: Theoretical
foundations and research directions.” Journal of service research 13, no. 3 (2010):

253-266.

Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A., Tsiros, M., &
Schlesinger, L. A. (2009). Customer experience creation: Determinants, dynamics and

management strategies. Journal of retailing, 85(1), 31-41.

Wang, Z., Ye, F., & Tan, K. H. (2014). Effects of managerial ties and trust on supply
chain information sharing and supplier opportunism. International journal of

production Research, 52(23), 7046-7061.

Wilson, A., Zeithaml, V., Bitner, M. J., & Gremler, D. (2016). EBOOK: Services

Marketing: Integrating Customer Focus Across the Firm. McGraw Hill.



27. Woo, K. S., & Ennew, C. T. (2005). Measuring business-to-business professional
service quality and its consequences. Journal of Business Research, 58(9), 1178—

1185.



