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Abstract: In the scientific literature, the concept of the “customer journey (CJ)” has only recently
been introduced, and, accordingly, it lacks robust empirical evidence. Still, the number of papers
concerning the CJ has increased exponentially in recent years. The aim of this paper is to fully
represent the available CJ research in services and highlight its importance for service sustainability.
Since the current CJ literature mainly includes qualitative data, this paper is a narrative review
based on the Preferred Reporting Items for Systematic Review and Meta-Analysis checklist. The
systematic literature review conducted by the authors is based on peer-reviewed articles published
up until 2019. The main findings mostly concern the conceptualization of the CJ at a theoretical and
practical level—CJ definitions and evolution for the former and customer journey mapping for the
latter—as well as to present new perspectives of the examined terms in the services peer-reviewed
bibliography and verify their contribution to service sustainability. CJ monitoring helps the devel-
opment of a more sustainable service because it advances service innovation and effective channel
management. Furthermore, it leads managers to understand their customer decision-making process
and better allocate their resources by establishing a sustainable service design throughout the various
service phases.

Keywords: customer journey; customer journey mapping; services; service sustainability; management;
marketing

1. Introduction

The most effective way to promote sustainability in services is to eliminate the obsta-
cles that impede sustainability and provide incentives that encourage innovation towards
more sustainable solutions [1]. The “customer journey (CJ)”, which concerns the entire
experience of a customer [2], is a relatively unknown term with very few publications;
however, in recent years, an increasing number of scholars have recognized the importance
of the CJ. “Customer experience (CX)” is defined as a person’s subjective response to or
interpretation of a firm’s offerings during the CJ when involved in interactions with other
people and the environment. It is divided into six different response types: cognitive,
emotional, behavioral, sensory, social, and spiritual [2–4]. Nowadays, companies are in-
creasingly under pressure to ameliorate their sustainable business practices in the services
sector [5]; thus, the service industry has been facing many challenges connected to sustain-
able practices [6], and a wide variety of subjects in the field of customer experience is related
to sustainability. However, despite the number and variety of studies on sustainability in
services, there is little study on tools that may improve sustainable service design [7]. The
primary purpose of this study is to present a “Systematic literature review (SLR)” in line
with the scientific peer-reviewed bibliography to provide insight into the contribution of
the CJ at the theoretical and practical level for sustainable service design and generally for
services sustainability.

The term CJ is growing in popularity [8], and the number of published articles con-
cerning this topic has increased accordingly. This paper collects, combines, and presents
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the definitions of CJ and “customer journey mapping (CJM)” by examining the relevant
scientific peer-reviewed articles. In doing so, a narrative review is presented based on the
“Preferred Reporting Items for Systematic Review and Meta-Analysis (PRISMA)” checklist
that represents available CJ research in services and draws broad and generalizable con-
clusions. Thus, a more significant number of studies instead of more focused studies is
chosen to be examined. In practice, articles that include the following terms in their abstract,
title, or keywords were included: CJ/CJs, client journey, CJM, mapping the journey, and
mapping experience. Overall, 145 articles from 2008 to 2019 were selected, as well as one
article from 1999. In the existing literature, CJ is a relatively new concept, both in theory
and practice, and recent studies have called for further research concerning both CJ and
CJM [2,9–13].

In writing an SLR, before beginning the methodological procedure, it is crucial to
specify the reason for investigating the CJ, the conclusions we wish to obtain, and the target
audience. Initially, the purpose of the research should be highlighted. This paper aims
to illustrate the development of the CJ—theoretically and practically—over the years and
assess the significance of CJ in services sustainability. Moreover, the research questions must
be thoroughly examined. Based on the reasons for conducting this research and inspired
by the suggestions of preeminent researchers, the present study attempts to answer the
research questions outlined below through a thorough SLR:

RQ1: How has the Customer Journey evolved over the years?
RQ2: What concepts have been identified/linked with the Customer Journey?
RQ3: How the Customer Journey and its tools contribute to services sustainability?

The current research is addressed to the academic community and researchers, as it is a
conspectus of the term in question. Furthermore, since internal (quality, strategic objectives,
cost, productivity, etc.) and external (profit and non-profit organizations, government, etc.)
pressures promote sustainable business practices [5], it is also addressed to managers that
are willing to gain CJ knowledge, which is a fundamental tool for their practices (e.g., a
tool to improve their service design process) and for their service sustainability.

The paper is divided into six sections. Section 2 provides a brief overview of the
literature review regarding the CJ concept. Section 3 analyses the research methodology
and design. Section 4 scrutinizes the results of this study, whereas in Section 5, the results
of this literature review are presented. In Section 5, the overall conclusions, limitations, and
avenues for future research are presented.

2. Defining the Customer Journey
2.1. The Customer Journey Roots

In the 1980s and 1990s, the growing importance of the service sector resulted in a
significant amount of interest in service operations with respect to companies maintaining
their competitive advantage. Researchers came to the conclusion that “the more satisfied
customers feel about their experience in the service operations system, the more com-
petitiveness the system possesses” [14]. Accordingly, it became commonly accepted that
customer satisfaction is a major indicator of the sustainability of service operations [14,15].

Low-quality services and problems revealed the fact that systematical qualifications
of the procedures in question were yet to be conducted; moreover, the instruments were
lacking that ensured customer demands were met in a complete and logical way. To address
this, Shostack [15] created a service blueprint scheme that depicts the concept of service
operations. The service blueprint pinpoints customer interactions during the service oper-
ation processes and is used to split activities of the front office, where customers receive
concrete evidence of the service from the back office, which is out of the customer’s view. In
addition, the blueprint can also simplify problem solving and creativity by identifying pos-
sible failure points and pinpointing opportunities to ameliorate customer perceptions [16].
Although the service blueprint scheme [17] can identify the aforementioned interactions, it
remains a “conventional work-flow concept dominated flowchart” [14]. Unfortunately, it
does not focus on the entire service experience of the customer, nor does it reveal service
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operations problems. In essence, the service blueprint reveals the failure of not provid-
ing researchers and practitioners with accurate and detailed information concerning the
customer service experience.

An organization’s competitive advantage is affected by customer satisfaction. In
other words, a company’s competitive advantage is maintained by customer-oriented
management philosophy. However, until the 1990s, service operations were not adequately
studied with systematic representations of the entire customer service in accordance with
customer actions. This is because the service blueprint focuses on the provider rather than
the customer [18]. Accordingly, managers and scholars changed the classical model of
the service blueprint (which is a useful tool in visually describing the concept of service
operations from the provider’s point of view), turning it into a customer-oriented tool that
visually describes the concept of service operations from the customer point of view. In
1999, Tseng, Qinhai, and Su [14] first introduced the “customer journey (CJ)” framework by
creating an innovative tool for service operations improvement by objectively mapping
the service experience of customers. This was the first introduction of the CJ term in
the literature.

A major component of the CJ is customer interactions with service providers [19–26];
these are commonly known as CJ touchpoints. For firms to increase engagement with
customers, they should pursue various touchpoints during the CJ [27]. Touchpoints were
first described in the scientific literature as encounters between providers and customers.
Lockwood and Jones (1989) [28] described these encounters as interactive variables, specifi-
cally the “personal characteristics, perceptions of each other, social competence, and needs
and objectives” between customers and providers. In the 1990s, researchers highlighted
the social view of such encounters with respect to service providers, contact personnel, and
customers [29]. They focused on the quality factors that affect said encounters during the
service experience stages [15].

2.2. What Is the Customer Journey?

In understanding customer behavior, it is vital to track the individual contact points
between the firm and the customer [30], which are known as touchpoints. According to
Lemon and Verhoef [2], in the contact points between the customer and a firm, several
responses are created: cognitive, emotional, behavioral, sensory, social, and spiritual.
During the “customer journey (CJ)”, a customer has multiple responses [31], and each
response forms a distinct experience. The stages of the “customer experience (CX)” [2] forms
the CJ. Customers create different experiences at different stages (touchpoints) during their
CJ [32]. In other words, the CJ is the path that a customer takes in first identifying the need
to consume to after usage behavior (stages) and includes all the contact points between the
firm and the customer (touchpoints), in which they are created several responses (distinct
experiences) (Figure 1). Figure 1 regards a CJ of three stages and seven touchpoints and
experiences. However, it must be clarified that in a CJ, the number of stages and, as a
result, the number of touchpoints and experiences are not precise, and they depend on the
type of the journey. In essence, the stages are differentiated according to journey type; for
instance, for the travel and tourism industry, Gretzel et al. [33] and Wang et al. [34] divided
the CJ stages into the pre-trip phase, the en-route and on-site phase, and the post-trip phase.
Lemon and Verhoef [2], through their extensive analysis of the CX, refer to the CJ stages as
pre-purchase, purchase, and post-purchase.
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Figure 1. The Customer Journey definition.

2.3. Touchpoints: The Cornerstone of the Customer Journey

Customer interactions with the service provider through multiple touchpoints that in-
volve several business functions [19–26] form a dynamic “Customer journey
(CJ)” [35–39]. Touchpoints are defined as direct or indirect contact [40,41] and verbal
and non-verbal contact [10,30,42], where customers meet and interact [43] with the brand
as well as the service/product via online platforms, the physical environment, or personal
interactions [42,44]. At each touchpoint, customers form an experience [45], which means
that the distinct experiences created in a CJ form the total CX [2,46,47].

3. Research Methodology

This work attempts to systematically review the evolution of the “customer journey
(CJ)” in services. The methodological procedure is a key factor for the successful completion
of a “systematic literature review (SLR)” article. The first articles under examination
for this paper are those that analyze the steps a researcher should follow to prepare a
well-structured SLR. The methodological procedure for the current article is based on
the contemporary bibliography for SLR articles [48–51]. The steps are described in the
following paragraphs and briefly illustrated in Table 1.

Table 1. Methodology steps in conducting this Systematic Literature Review.

SLR Methodology Steps

Investigation � Are there any relative papers?

Preparation � Define the search terms.
� Define the article types and time frame of the examined literature.

Searching
� Choose the database.
� Choose the review type.
� Choose the SLR guideline.

3.1. Investigation

Whether the programmed SLR has already been conducted by others was deeply
investigated. One relative study was found written by Følstad and Kvale [8], yet it only
examined CJ articles up until 2013. However, this is not a barrier since the current SLR
is based on CJ literature up until 2019; due to the numerous publications referring to CJ,
the subject has been thoroughly developed. Furthermore, another relevant research by
Tuenrat et al. [52] was discovered. More extensively, Tuenrat et al. [52], through the
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examination of the CJ in the business literature up to 2020, identified five underlying
themes of the customer journey (service satisfaction, failure and recovery, co-creation,
customer response, channels, and technological disruption). Their set of search keywords
was “customer journey”, “consumer journey”, and “touchpoints”. Our work does not
use touchpoints as a search keyword and focuses on the contribution of CJ to service
management and service sustainability.

3.2. Preparation

Before researching the article databases, potential amendments among the terms were
noted to avoid excluding any valuable articles. More specifically, the following synonyms,
plural forms, verbs, and adjectives of CJ were taken into account: CJ, user journey, and
client journey; mapping the CJ and sketching the CJ; CJ and CJs; CJM, mapping the CJ,
and CJ map. The inclusion and exclusion criteria were formulated to restrict the search to
relevant articles (Table 2).

Table 2. Inclusion and exclusion criteria.

Inclusion Criteria Exclusion Criteria

Articles studying the CJ and CJM in services.
Peer-reviewed articles from well-known databases:

Scopus, Science Direct, and Web of Science. Non-academic databases.

Academic journals. Gray literature (conference papers and reviews,
book chapters, reports, etc.) and online sites.

Peer-reviewed articles published from the beginning of
CJ research to 2019. Any publication written after 2019.

Articles written in English. Articles written in a language other than English.

The aim of this SLR is to study the CJ literature from its very beginning, as well as
all article types (studies, literature reviews, and general articles), to represent the CJ in
services holistically.

3.3. Searching

The articles included in the research only concern published peer-reviewed articles
written in English and traced through Scopus, Web of Science, and Science Direct [48].
Using these, we traced 146 articles published in scientific journals. The peer-reviewed
bibliography under examination consists of studies (89 articles), quantitative and qualitative
general articles (56 articles), and literature reviews (one article) that cover the time frame in
question. Figure 2 presents the examined articles in each publication year.
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The SLR methodological approach was selected for the present study because the
traditional narrative reviews lack thoroughness and rigor [51]. The SLR adopts a scientific
and transparent process [51]; thus, many literature review articles published in high-quality
scientific journals are based on the SLR [53,54]. Since a general presentation of CJ in the
service sector is attempted, it is essential to study the selected bibliography in its entirety
without any restrictions on the contextual meanings. Specific articles would have been
chosen only in cases where more specified conclusions were to be elicited or specified
“variables” of CJ were to be used in the review.

The PRISMA checklist was chosen as a guideline for the review [48,50]. Accordingly,
the current review consists of the following sections: Title, Abstract, Introduction, Method,
Results, and Discussion. Figure 3 shows the PRISMA flow diagram for the literature search
and screening process.
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4. Results

The majority of the “customer journey (CJ)” peer-reviewed articles were published in
scientific journals with a managerial and marketing impact, which examine the CJ from the
services and businesses’ scope. The examined literature is distributed mainly across the
fields of transportation, tourism, customer relations, financial and banking, quality, sustain-
ability, productivity, technology, and behavior analysis; moreover, it includes articles from
many different areas, such as non-for-profit organizations and institutions (libraries, edu-
cation, museums, clinics, foundations, etc.), Business to business companies (e-commerce
processes, infrastructure, etc.), and Business to consumers companies (restaurants, online
stores, etc.).

4.1. Definition’s Historical Evolution

“Customer Journey (CJ)” is a relatively new term. The first references to CJ were made
by Tseng et al. [14], who introduced it to improve service operations by mapping the service
experience of customers from the perspective of the CJ. Over the years, many definitions
have emerged as well as new perspectives. However, no differentiations in the term were
traced, except for “user journey” stated by Marquez et al. [55] instead of CJ. The evolution
of defining the CJ is discussed below and briefly presented in Table 3.

• First Attempts to Define the Customer Journey

The term touchpoints, as a sequence of events forming the total CJ, is dominant in the
definitions of this period. From 2008 to 2010, scientists claimed that the CJ denotes customer
contact with the service during the buying and obtaining process [56]. Norton and Pine
II [31] furthered this idea and created a foundation for the definition of CJ stages, stating
that the CJ is a sequence of events that customers experience to learn about, purchase, and
interact with firms, products, and services. Indeed, in attempting to understand the subject,
the idea of the CJ has been segmented and decomposed.

• Introducing the Customer Journey Stages and the Connection between the Customer
Journey and Customer Experience

In this period, new terms were introduced for the CJ. Researchers linked the CJ
with “customer experience (CX)” [2,10,57,58], thereby making extensive use of the term
customer. In this way, an interactive definition was provided that describes the CJ as a
tour, an experience in the customer’s shoes [59]. Such an interactive approach, which
presents the CJ as the normal consumer decision-making process, raised awareness of
creating new stages to simplify the complicated procedure of CJ analysis, which, in turn,
resulted in the distinct separation of CJ stages. From 2008 to 2013, researchers made efforts
to decompose the CJ—”buying and obtaining process” [56]; “learn about, purchase, and
interact” [31]—until Lemon and Verhoef [2] created three distinct CJ stages: “the pre-
purchase, purchase, and post-purchase stage”. Since 2014, the term CX has appeared in the
CJ definitions. Researchers have highlighted not only the relation between the two terms
but also their interdependence. Currently, it is clear that, for the CJ to be well-conceived,
the CX must be analyzed. [57,58]. Furthermore, the procedure must include the CJ stages if
the total CX is to be thoroughly studied [2]. In 2016, the term “psychological factor” was
introduced in the CJ definition, thereby linking the CJ with emotional indicators [13]. By
introducing an emotional aspect, the interrelation between the CJ and CX was highlighted
since emotional indicators are measures of emotional responses and defining factors in the
CX [2]. According to Rudkowski et al. [10], “the past fifty years of research has contributed
to a holistic understanding of CX as a decision-making process or journey”.

• A holistic Approach of the Customer Journey

Since 2017, researchers have been using a holistic approach to define the CJ by us-
ing terms and definitions of prior years. Thus, the definitions have gradually become
more complex as more terms have been incorporated. Overall, the following terms have
been included in the CJ definition: customer, touchpoints, stages, and CX [9,10,12,60]. In
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general, there is a tendency to incorporate all the terms relating to the CJ in one defini-
tion. Accordingly, especially since 2018, an emphasis has been placed on the value of
touchpoints. Initially, Kranzbühler et al. [9] and Rudkowski et al. [10] used the theoretical
framework for the touchpoints established by Lemon and Verhoef [2], Homburg et al. [30],
and Halvorsrud et al. [13] to establish “satisfying, dissatisfying, and neutral” touchpoints [9]
and “online–offline” touchpoints [10]. Their references to touchpoints involved an explana-
tory definition, highlighting the necessity of emphasizing the contact points between the
firm/service and the customer. In 2019, the term “channel management” made an appear-
ance. Lipowski and Bondos [11] were the first to connect the CJ with marketing channels.
This was based on the work of Anderl et al. [60], who argued that the CJ encompasses
multiple contacts across a variety of channels.

Customer Journey Personalization

The result of constant progress in the existing “customer journey (CJ)” literature is the
evolution of existing terms and the creation of personalized CJs. Scholars specify the CJ
according to its field and combine generalizable terms with specialized ones. Indeed, the
idea of the CJ is constantly developing with a tendency towards the creation of new subcat-
egories. Edelman and Singer (2015) [61] first used the term “consumers’ decision journeys”
to characterize the process that starts with thinking about purchasing a product/service
and ends with connecting said action with a firm. According to Hamilton et al. [62], a
consumer decision journey commences with a need to address or a problem to solve and
ends with a resolution or re-evaluation of that need or problem. Wooff et al. [63] introduced
the term “clickstream journey”, which concerns the web path a potential client might follow
to search for a service, gain information about said service, and compare about said service
with similar services (according to their prices or traits). As mentioned above, the customer
purchase journey was a turning point in the evolution of the CJ and the clarification of
its stages that split the idea of the CJ into three stages: pre-purchase, purchase, and post-
purchase [2]. The term “personalized CJ” makes an appearance as a procedure in which
customers shape a combination of self-contained areas to explore [45] based on their own
preferences. Bijmolt et al. [64] introduced the “omni-channel CJ”, which describes customer
flow through the decision process, and Rai et al. [65] created the “shopping CJ”, which is
a customer’s omnichannel path-to-purchase. In addition, Witell et al. [66] presented the
“B2B CJ”, which is a set of relational processes that meet the customer’s business needs.
On this basis, the CJ is formed according to the field or procedure it refers to. In this way,
various definitions have emerged regarding “mobile CJ” [67] as well as the “CJ in travel and
tourism” [33,34]. The former concerns the CJ via the mobile channel and includes different
stages of the consumer decision-making process [67], whereas the latter decomposes the
CJ in travel and tourism into pre-trip, the en-route and on-site, and the post-trip [33,34]
by emphasizing customer engagement [68]. Finally, it is clear that the CJ can be defined
according to actions and stages in the field of services since it promotes various terms,
such as “service recovery journey”—which sets the stages pre-recovery, recovery, and
post-recovery phases [69]—that define the result of service failure. Although it is essential
to specialize in any CJ, there is also a need for the invention of new tools that contribute
to the study and use of the term on a practical level. In the past few years, researchers
have used CJ to study the entire customer experience to create new tools that enhance the
service design and delivery process. Thus, new managerial tools have emerged, such as
the “CJ framework”, which is a conceptual framework for modeling customer journeys in
terms of touchpoints [13], and “CJ analysis”, which is an approach designed to support the
integrated study of the service delivery process as planned for the customer by the service
provider and as actually experienced by the individual customer [13].
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4.2. Customer Journey Mapping: The practical Application of the Customer Journey

For managers and scholars who make use of the “customer journey (CJ)”, the real
asset is the “customer journey mapping (CJM)”. Typically, the CJ is portrayed in the
form of CJM [8]; in other words, the CJ is the theoretical background, and CJM is the
practical application. According to Crosier and Handford [70], CJM is a technique for
market research that first emerged in the 1960s and 1970s “in response to the emerging
‘consumer society’ and the marketing philosophy of customer orientation”. Similar to CJ,
no differentiations of CJM were traced, except “CJ sketching” stated by Marquez et al. [55].

4.2.1. What Does Customer Journey Mapping Represent?

“Customer journey mapping (CJM)” is a recently established method [71] since the
scientific community first started studying it in 2009. Although many definitions have been
provided, in essence, they all propose that CJM consists of the visual depiction [55,72,73]
or visual representation [8,13,40,74] of the CJ. Although the majority of scientists accept
that CJM is the visual depiction of the CJ, the nature of CJM is still debated. In an effort to
illustrate CJM, three categories are created that, in essence, represent the existing definitions.
These are outlined below.

• Defining CJM as a function of touchpoints

According to researchers using this basis for their definitions, CJM is a presentation of
the touchpoints through which customers interact with a service/organization during the
purchase process [72] based on time flow [73].

• Defining CJM as a function of customer experience

According to researchers using this basis for their definitions, CJM is a depiction of the
service delivery process as experienced by the customer [13]; it depicts the crucial factors
affecting “customer experience (CX)” [40]. In other words, CJM visualizes how customers
experience the process of interacting with distinct aspects of a business or service [74].

• Defining CJM as a representation of the CJ

The third category is similar to the second one, as it lays the same foundation for defin-
ing CJM. According to researchers, CJM is the practical application of the CJ; in particular,
it is a visual representation of the CJ that describes the total CX [8,13,55]. By examining
the existing literature, it is evident that CJM is a depiction of the CJ [8,13,40,55,72–74]
that visualizes the total CX [2] and includes the touchpoints through which customers
interact [72,73] with a firm or service during the entire decision-making process [61] and
CJ stages.

4.2.2. Customer Journey Mapping: An Innovative Tool/Technique for Managers

“Customer journey mapping (CJM)” is an invaluable tool for assessing customer
behavior [55,70,74–76]. Consequently, it contributes to the enhancement of the service
design process [55,71,74,76–78]. Thus, apart from the academic community, which, as prior
mentioned, is gradually focusing more and more on CJM, it has also become an essential
tool for managers. Table 4 illustrates the researchers’ viewpoints regarding the contribution
of CJM as a managerial tool. These are also discussed below.

• A tool to better understand customer behavior

CJM is a tool that can be used to enhance our understanding of customer behavior.
It enables companies to gain insight into consumer motivations and behaviors and tracks
emotional responses with respect to products, goods, and services [70]. In essence, by
using CJM, managers can understand the total CX [75] by tracking different touchpoints,
channels, and systems [76], as well as by identifying the emotions and experiences that
customers have when interacting with an organization, product, or service [72,74,77]. To
sum up, CJM allows practitioners “to walk in the user’s footsteps” [55].
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• The service design process tool

CJM is commonly used in service design methodology [55]; it allows managers to
visualize the service delivery process. By using CJM, service providers can decode the
steps required to perform a given task [55] since they can capture the interactions between
them and their customers and track the resultant negative or positive emotions [78]. In
conclusion, it is a simple tool that enhances the design and assessment of CX in the service
design field [71].

4.3. Customer Journey and Services Sustainability

Current environmental, social, and economic sustainability concerns are motivating
service organizations to reinvent their business [79]. Academic and business communi-
ties have called for more research into the relationship between services and sustainabil-
ity [80,81]. However, research explicitly focusing on these topics is scarce [82]. Customers
are increasingly selecting and advocating for businesses that operate in accordance with
sustainable values. The CJ results in managers adopting a customer-centric perspective [39],
and previously there has been a lack of awareness about the necessity of a customer-centric
view in services. Considering the nature of the service industry, where competition is
becoming increasingly intense, enterprises’ primary purpose is to develop a competitive
advantage based on their knowledge of the quality of the services they provide and their
image in the minds of their customers. [83]. Thus, both the competitive push to give the
greatest customer experience possible-indeed, the CJ is a fundamental basis for scholars
and managers to evaluate and optimize customer experience [55,76]-and the desire to
make services more sustainable according to the customer needs and preventing a waste of
resources, make the CJ a very valuable tool for businesses.

First, the embodiment of the CJ in service management/marketing creates a holistic
depiction of the service experience [12,13,39], which, in turn, ameliorates the service design
process [71]. Moreover, the integration of CJM in the consumer research field reconfigures
the classic model of the customer decision journey [61] and contributes to a deeper under-
standing of their decision-making process [84]. Thus, CJ monitoring helps the development
of a more sustainable service because it leads managers to understand their customer
decision-making process and better allocate their resources by establishing a sustainable
service design throughout the various service phases. Studies of sustainability show the
importance of proper allocation of resources in the creation of sustainable services [85].
Second, there is a strong connection between service innovation and sustainability [79]. The
CJ assessment advances service innovation [72] and service improvement [77] by ensuring
that managers have an integrated view of the service process [12,71] as well as of service
quality [13,73]. Third, by collecting information and observing datasets from various in-
dustries, many of the peer-reviewed articles examined in this paper attempt to connect
channel management, both online and offline [86], with the CJ. More specifically, in online
marketing channels, the CJ improves the mapping of the online purchase/decision-making
process [87]. By visualizing the CJ, managers can evaluate the effectiveness of their multi-
channel strategy [88] by reconfiguring their multi-touch attribution model and examining
the channel relevance [73]. For general channel management (traditional marketing chan-
nel, not online), the CJ enables scholars and managers to customize consumer multichannel
behavior [58] and specify interplay among the marketing channels [89,90]. Several studies
thus far have linked sustainability with effective channel management [91]. As discussed
above, the analysis of the CJ can improve the channel management strategy of a company;
this observation also supports the hypothesis that CJ contributes to service sustainability.
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Table 3. Evolution of “Customer Journey (CJ)” definitions from 2008 to 2021.

Reference Definitions

20
08

–2
01

3

First attempts to define
the Customer Journey

[56] -Customers evaluate their experiences by means of the CJ, which is described as the
customer’s sequence of touchpoints with the firm in buying and obtaining the service.

[26] -Companies often referred to a series of touchpoints as the CJ. The CJ involves all
activities and events related to the delivery of a service from the customer’s perspective.

[31] -CJ, in essence, means the sequence of events—designed or not—that customers go
through to learn about, and interact with, a company, as well as make purchases.

20
14

–2
01

6

Connection between
the Customer Journey

and Customer
Experience

[58] -CJ is a description of customer experience.
[57] -Customers evaluate their experiences by means of the CJ.
[2] -CJ involves the stages of the entire customer experience.

[13] -CJs (or, alternatively, CJM) are visual representations of events or touchpoints depicted
chronologically, often accompanied by emotional indicators.

Customer Journey
stages

[59] -CJ describes the tour a customer goes through before purchasing, ordering, or asking
for a certain product or service.

[2] -CJ consists of a series of steps or stages (pre-purchase, purchase, and post-purchase).

20
17

–2
02

1

Holistic approach of
the Customer Journey

(emphasis in
touchpoints)

[12]

-CJ is a customer-oriented technique that maps the touchpoints that a customer has with
respect to a product/service when engaging with a company. It highlights the essential
moments that a customer experiences in the entire journey, from the first step until the

last step of the service trajectory.

[10]
-CJ is the process that consumers go through across the pre-purchase, purchase, and

post-purchase stages [25]; it takes place across a multitude of online and
offline touchpoints.

[9]
-CJ consists of a series of firm–customer touchpoints that consumers perceive as

satisfying (pleasure moments) or dissatisfying (pain moments) or neutral, based on
their execution or inherent nature.

Customer Journey and
Channel Management [11]

-CJ describes the behavioral pattern of individual consumers across all marketing
channels, which includes the touchpoints over all marketing channels preceding a

potential service purchase decision.

Table 4. The Customer Journey Mapping contribution in services.

Reference The “Customer Journey Mapping (CJM)” Contribution in Services

→ Customer Behavior

[76]
-CJM is a tool used to track and analyze the user experience and assess the quality of a process or a service. It is

particularly helpful and effective in examining the complex experiences and processes that connect different
touchpoints, channels, and systems.

[70] -CJM originated as a market research tool to help commercial businesses understand consumer motivations and
behaviors. CJM is an established technique for eliciting emotional responses to products, goods, and services.

[77] -CJM is a method of identifying the key processes that customers encounter when interacting with an organization.

[75] -CJM is an analysis technique that allows one to understand the overall customer experience designed by the firm
from the perspective of customers.

[55] -CJM allows practitioners to walk in the user’s footsteps.
[72,74] -The CJM is a tool to understand customer emotions and experiences associated with each touchpoint.

→ Service Design

[78] -CJM is a useful technique for visualizing the service delivery process; it captures the interactions between
customers and the service provider that are either especially satisfying or especially dissatisfying.

[55] -CJM is a tool that helps service providers understand the steps required to perform a given task.
[71] -CJM is a recently emerged method for designing and assessing customer experience in the service design field.

[74] -CJM is a useful tool for combining large-scale data analysis with the outcomes of in-person conversations
with customers.
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5. Conclusions and Suggestions for Future Research

As mentioned in the main body of the article, the “customer journey (CJ)” is constantly
developing. Consequently, new innovative and specialized viewpoints are emerging. This
“Systematic literature review” (SLR) set out to examine the evolution of the CJ –both
theoretically and practically- and validate that CJ contributes to services sustainability.
More specifically, having analyzed the scientific literature, this research highlights the
importance of the “customer journey (CJ)” and “customer journey mapping (CJM)” for
sustainable services management. Existing research recognizes the critical role of service
innovation [79], effective channel management [91], and proper resources allocation [85]
in service sustainability. The results of this study indicate that CJ advances service in-
novation [72] and improves service design [55]—which contributes to better resources
allocation—and channel management [63]. In essence, it is demonstrated, for the first
time, that CJ monitoring should be factored into the “equation” as organizations search for
methods to deliver ever-improving sustainable services.

However, more research on this topic needs to be undertaken before the association
between CJ and sustainability is more clearly understood. From this point of view, in
future research, scholars should illustrate emerging tools and the development of the CJ
and “customer journey mapping (CJM)” by tracking nascent terms in the existing literature.
Moreover, while this SLR examines the entire existing literature, up to 2019, in an attempt
to holistically present CJ development in services with an emphasis on its contribution
to services sustainability, future studies should examine more recent studies to reach
specific conclusions that will enrich knowledge concerning relevant fields. For example,
Tuearnat et al. [52], through the examination of the CJ in the business literature up to 2020,
identified five underlying themes of the customer journey (service satisfaction, failure and
recovery, co-creation, customer response, channels, and technological disruption). In future
research, the investigation of Tuearnat et al.’s. [52] CJ themes and their contribution to
services sustainability would be very interesting.

The findings of this study have a number of theoretical and practical implications.
First, this SLR provides researchers with a summary of the CJ literature concerning the
evolution and use of the term. Second, scholars can use the CJ theoretical framework
presented in this study to further develop the CJ term. An important practical implication
is that this study validates through the services literature analysis that practitioners can
use CJM to better understand the customer decision-making process, visualize the service
delivery process and, consequently, enhance the service design process and ameliorate both
their customer service experience and service sustainability.
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6. Bordian, M.; Gil-Saura, I.; Šerić, M. The impact of value co-creation in sustainable services: Understanding generational differences.

J. Serv. Mark. 2022. ahead-of-print. [CrossRef]
7. Chen, Y.A.; Chen, C.L. Case study of sustainable service design in the hospitality industry. Chin. Manag. Stud. 2021, 16, 162–196.

[CrossRef]
8. Følstad, A.; Kvale, K. Customer journeys: A systematic literature review. J. Serv. Theory Pract. 2018, 28, 196–227. [CrossRef]
9. Kranzbühler, A.-M.; Kleijnen, M.H.P.; Verlegh, P.W.J. Outsourcing the pain, keeping the pleasure: Effects of outsourced touchpoints

in the customer journey. J. Acad. Mark. Sci. 2019, 47, 308–327. [CrossRef]
10. Rudkowski, J.; Heney, C.; Yu, H.; Sedlezky, S.; Gunn, F. Here Today, Gone Tomorrow? Mapping and modeling the pop-up retail

customer journey. J. Retail. Consum. Serv. 2019, 54, 101698. [CrossRef]
11. Lipowski, M.; Bondos, I. The influence of perceived media richness of marketing channels on online channel usage: Intergenera-

tional differences. Balt. J. Manag. 2018, 13, 169–190. [CrossRef]
12. Canfield, D.D.S.; Basso, K. Integrating Satisfaction and Cultural Background in the Customer Journey: A Method Development

and Test. J. Int. Consum. Mark. 2017, 29, 104–117. [CrossRef]
13. Halvorsrud, R.; Kvale, K.; Følstad, A. Improving service quality through customer journey analysis. J. Serv. Theory Pract. 2016, 26,

840–867. [CrossRef]
14. Tseng, M.M.; Qinhai, M.; Su, C.J. Mapping customers’ service experience for operations improvement. Bus. Process Manag. J. 1999,

5, 50–64. [CrossRef]
15. Danaher, P.J.; Mattsson, J. Cumulative encounter satisfaction in the hotel conference process. Int. J. Serv. Ind. 1994, 5, 69–80.

[CrossRef]
16. Sulek, J.M.; Lind, M.R.; Marucheck, A.S. The impact of a customer service intervention and facility design on firm performance.

Manag. Sci. 1995, 41, 1763–1773. [CrossRef]
17. Shostack, G.L. Designing services that deliver. Harv. Bus. Rev. 1984, 6, 133–139.
18. Schneider, B.; Bowen, D.E. The service organization: Human resources management is crucial. Organ. Dyn. 1993, 21, 39–52.

[CrossRef]
19. Van Vaerenbergh, Y.; Varga, D.; De Keyser, A.; Orsingher, C. The Service Recovery Journey: Conceptualization, Integration, and

Directions for Future Research. J. Serv. Res. 2019, 22, 103–119. [CrossRef]
20. Han, N.; Han, S.H.; Chu, H.; Kim, J.; Rhew, K.Y.; Yoon, J.-H.; Je, N.K.; Rhie, S.J.; Ji, E.; Lee, E.; et al. Service design oriented

multidisciplinary collaborative team care service model development for resolving drug-related problems. PLoS ONE 2018,
13, e0201705. [CrossRef]

21. Marino, V.; lo Presti, L. Engagement, satisfaction and customer behavior-based CRM performance: An empirical study of mobile
instant messaging. J. Serv. Theory Pract. 2018, 28, 682–707. [CrossRef]

22. Cavallone, M.; Magno, F.; Zucchi, A. Improving service quality in healthcare organizations through geomarketing statistical tools.
TQM J. 2017, 29, 690–704. [CrossRef]

23. McColl-Kennedy, J.R.; Danaher, T.S.; Gallan, A.S.; Orsingher, C.; Lervik-Olsen, L.; Verma, R. How do you feel today? Managing
patient emotions during health care experiences to enhance well-being. J. Bus. Res. 2017, 79, 247–259. [CrossRef]

24. Bolton, R.N.; Gustafsson, A.; McColl-Kennedy, J.; Sirianni, N.J.; Tse, D.K. Small details that make big differences: A radical
approach to consumption experience as a firm’s differentiating strategy. J. Serv. Manag. 2014, 25, 253–274. [CrossRef]

25. Ellway, B.P.W. The voice-to-technology (V2T) encounter and the call center servicescape: Navigation, spatiality and movement. J.
Serv. Manag. 2014, 25, 349–368. [CrossRef]

http://doi.org/10.1509/jm.15.0420
http://doi.org/10.1080/0267257X.2019.1649295
http://doi.org/10.1108/JSTP-03-2015-0064
http://doi.org/10.1016/j.ijpe.2011.05.011
http://doi.org/10.1108/JSM-06-2021-0234
http://doi.org/10.1108/CMS-08-2020-0320
http://doi.org/10.1108/JSTP-11-2014-0261
http://doi.org/10.1007/s11747-018-0594-5
http://doi.org/10.1016/j.jretconser.2018.11.003
http://doi.org/10.1108/BJM-04-2017-0127
http://doi.org/10.1080/08961530.2016.1261647
http://doi.org/10.1108/JSTP-05-2015-0111
http://doi.org/10.1108/14637159910249126
http://doi.org/10.1108/09564239410068715
http://doi.org/10.1287/mnsc.41.11.1763
http://doi.org/10.1016/0090-2616(93)90032-V
http://doi.org/10.1177/1094670518819852
http://doi.org/10.1371/journal.pone.0201705
http://doi.org/10.1108/JSTP-11-2017-0222
http://doi.org/10.1108/TQM-12-2016-0104
http://doi.org/10.1016/j.jbusres.2017.03.022
http://doi.org/10.1108/JOSM-01-2014-0034
http://doi.org/10.1108/JOSM-01-2013-0022


Sustainability 2022, 14, 9610 14 of 16

26. Zomerdijkl, L.G.; Voss, C.A. NSD Processes and Practices in Experiential Services. J. Prod. Innov. Manag. 2010, 28, 63–80.
[CrossRef]

27. Boyd, D.E.; Kannan, P.K.; Slotegraaf, R.J. Branded Apps and Their Impact on Firm Value: A Design Perspective. J. Mark. Res.
2019, 56, 76–88. [CrossRef]

28. Lockwood, A.; Jones, P. Creating positive service encounters. Cornell Hosp. Q. 1989, 29, 44–50. [CrossRef]
29. Czepiel, J.A. Service encounters and service relationships: Implications for research. J. Bus. Res. 1990, 20, 13–21. [CrossRef]
30. Homburg, C.; Jozic, D.; Kuehnl, C. Customer Experience Management: Toward Implementing an Evolving Marketing Concept.

J. Acad. Mark. Sci. 2017, 45, 377–401. [CrossRef]
31. Norton, D.W.; Pine, B.J., II. Using the customer journey to road test and refine the business model. Strategy Leader. 2013, 41, 12–17.

[CrossRef]
32. Stein, A.; Ramaseshan, B. The customer experience loyalty link: Moderating role of motivation orientation. J. Serv. Manag. 2019,

31, 31–78. [CrossRef]
33. Gretzel, U.; Fesenmaier, D.R.; O’Leary, J. The transformation of consumer behavior. In Tourism Business Frontiers: Consumers,

Products and Industry, 1st ed.; Buhalis, D., Costa, C., Eds.; Routledge: London, UK, 2006; pp. 9–18. ISBN 978-0750663779.
34. Wang, D.; Xiang, Z.; Fesenmaier, D.R. Smartphone use in everyday life and travel. J. Travel Res. 2014, 5, 52–63. [CrossRef]
35. Graves, E.; Zheng, S.; Tarte, L.; Levine, B.; Reddy, A. Customer Journey Time Metrics for New York City Bus Service using Big

Data. Transp. Res. Rec. 2019, 2673, 1–10. [CrossRef]
36. Steward, M.D.; Narus, J.A.; Roehm, M.L.; Ritz, W. From transactions to journeys and beyond: The evolution of B2B buying

process modeling. Ind. Mark. Manag. 2019, 83, 288–300. [CrossRef]
37. Vakulenko, Y.; Shams, P.; Hellström, D.; Hjort, K. Service innovation in e-commerce last mile delivery: Mapping the e-customer

journey. J. Bus. Res. 2019, 101, 461–468. [CrossRef]
38. George, M.; Wakefield, K.L. Modeling the consumer journey for membership services. J. Serv. Mark. 2018, 32, 113–125. [CrossRef]
39. Tax, S.S.; McCutcheon, D.; Wilkinson, I.F. The Service Delivery Network (SDN): A Customer-Centric Perspective of the Customer

Journey. J. Serv. Res. 2013, 16, 454–470. [CrossRef]
40. Bosio, B.; Rainer, K.; Stickdorn, M. Customer experience research with mobile ethnography: A case study of the alpine destination

serfaus-fiss-ladis. Rev. Mark. Res. 2017, 14, 111–137. [CrossRef]
41. Meyer, C.; Schwager, A. Understanding Customer Experience. Harv. Bus. Rev. 2007, 85, 137.
42. Ieva, M.; Ziliani, C. The role of customer experience touchpoints in driving loyalty intentions in services. TQM J. 2018, 30, 444–457.

[CrossRef]
43. Roth, A.V.; Menor, L.J. Insights into service operations management: A research agenda. Prod. Oper. Manag. 2003, 12, 145–164.

[CrossRef]
44. Voorhees, C.M.; Fombelle, P.W.; Gregoire, Y.; Bone, S.; Gustafsson, A.; Sousa, R.; Walkowiak, T. Service encounters, experiences

and the customer journey: Defining the field and a call to expand our lens. J. Bus. Res. 2017, 79, 269–280. [CrossRef]
45. Ponsignon, F.; Durrieu, F.; Bouzdine-Chameeva, T. Customer experience design: A case study in the cultural sector. J. Ser. Manag.

2017, 28, 763–787. [CrossRef]
46. Puccinelli, N.M.; Goodstein, R.C.; Grewal, D.; Price, R.; Raghubir, P.; Stewartf, D. Customer Experience Management in Retailing:

Understanding the Buying Process. J. Retail. 2009, 85, 15–30. [CrossRef]
47. Verhoef, P.C.; Lemon, K.N.; Parasuraman, A.; Roggeveen, A.; Tsiros, M.; Schlesinger, L.A. Customer experience creation:

Determinants, dynamics and management strategies. J. Retail. 2009, 85, 31–41. [CrossRef]
48. Siddaway, A.P.; Wood, A.M.; Hedges, L.V. How to do a systematic review: A best practice guide for conducting and reporting

narrative reviews, meta analyses, and meta-synteses. Annu. Rev. Psychol. 2019, 70, 747–770. [CrossRef]
49. Trickey, D.; Siddaway, A.P.; Meiser-Stedman, R.; Serpell, L.; Field, A.P. A meta-analysis of risk factors for post-traumatic stress

disorder in children and adolescents. Clin. Psychol. Rev. 2012, 32, 122–138. [CrossRef]
50. Moher, D.; Liberati, A.; Tetzlaff, J.; Altman, D.G.; The PRISMA Group. Preferred Reporting Items for Systematic Reviews and

Meta-Analyses: The PRISMA statement. Br. Med. J. 2009, 339, 332–336. [CrossRef] [PubMed]
51. Tranfield, D.; Denyer, D.; Smart, P. Towards a Methodology for Developing Evidence-Informed Management Knowledge by

Means of Systematic Review. Br. J. Manag. 2003, 14, 207–222. [CrossRef]
52. Tueanrat, Y.; Papagiannidis, S.; Alamanos, E. Going on a journey: A review of the customer journey literature. J. Bus. Res. 2021,

125, 336–353. [CrossRef]
53. Hu, Q.; Mason, R.; Williams, S.J.; Found, P. Lean implementation within SMEs: A literature review. J. Manuf. Technol. Manag.

2015, 26, 980–1012. [CrossRef]
54. Psomas, E.; Antony, J. Research gaps in Lean manufacturing: A systematic literature review. Int. J. Qual. Reliab. 2019, 36, 815–839.

[CrossRef]
55. Marquez, J.J.; Downey, A.; Clement, R. Walking a Mile in the User’s Shoes: Customer Journey Mapping as a Method to

Understanding the User Experience. Internet Ref. Serv. Q. 2015, 20, 135–150. [CrossRef]
56. Voss, C.; Roth, A.V.; Chase, R.B. Experience, Service Operations Strategy, and Services as Destinations: Foundations and

Exploratory Investigation. Prod. Oper. Manag. 2008, 17, 247–266. [CrossRef]
57. Majra, H.; Saxena, R.; Jha, S.; Jagannathan, S. Structuring Technology Applications for Enhanced Customer Experience: Evidence

from Indian Air Travellers. Glob. Bus. Rev. 2016, 17, 351–374. [CrossRef]

http://doi.org/10.1111/j.1540-5885.2010.00781.x
http://doi.org/10.1177/0022243718820588
http://doi.org/10.1177/001088048902900411
http://doi.org/10.1016/0148-2963(90)90038-F
http://doi.org/10.1007/s11747-015-0460-7
http://doi.org/10.1108/10878571311318196
http://doi.org/10.1108/JOSM-04-2019-0113
http://doi.org/10.1177/0047287514535847
http://doi.org/10.1177/0361198118821632
http://doi.org/10.1016/j.indmarman.2019.05.002
http://doi.org/10.1016/j.jbusres.2019.01.016
http://doi.org/10.1108/JSM-03-2017-0071
http://doi.org/10.1177/1094670513481108
http://doi.org/10.1108/S1548-643520170000014009
http://doi.org/10.1108/TQM-11-2017-0141
http://doi.org/10.1111/j.1937-5956.2003.tb00498.x
http://doi.org/10.1016/j.jbusres.2017.04.014
http://doi.org/10.1108/JOSM-01-2017-0016
http://doi.org/10.1016/j.jretai.2008.11.003
http://doi.org/10.1016/j.jretai.2008.11.001
http://doi.org/10.1146/annurev-psych-010418-102803
http://doi.org/10.1016/j.cpr.2011.12.001
http://doi.org/10.1136/bmj.b2535
http://www.ncbi.nlm.nih.gov/pubmed/19622551
http://doi.org/10.1111/1467-8551.00375
http://doi.org/10.1016/j.jbusres.2020.12.028
http://doi.org/10.1108/JMTM-02-2014-0013
http://doi.org/10.1108/IJQRM-12-2017-0260
http://doi.org/10.1080/10875301.2015.1107000
http://doi.org/10.3401/poms.1080.0030
http://doi.org/10.1177/0972150915619813


Sustainability 2022, 14, 9610 15 of 16

58. Wolny, J.; Charoensuksa, I.N. Mapping customer journeys in multichannel decision-making. J. Direct Data Digit. Mark. Pract.
2014, 15, 317–326. [CrossRef]

59. Schwarzl, S.; Grabowska, M. Online marketing strategies: The future is here. J. Int. Stud. 2015, 8, 187–196. [CrossRef]
60. Kuehnl, C.; Jozic, D.; Homburg, C. Effective customer journey design: Consumers’ conception, measurement, and consequences.

Acad. Mark. Sci. 2019, 47, 551–568. [CrossRef]
61. Edelman, D.C.; Singer, M. Competing on customer journeys. Harv. Bus. Rev. 2015, 15, 11.
62. Hamilton, R.; Thompson, D.; Bone, S.; Chaplin, L.N.; Griskevicius, V.; Goldsmith, K.; Hill, R.; John, D.R.; Mittal, C.;

O’Guinn, T.; et al. The effects of scarcity on consumer decision journeys. J. Acad. Mark. Sci. 2019, 47, 532–550. [CrossRef]
63. Wooff, D.A.; Anderson, J.M. Time-weighted multi-touch attribution and channel relevance in the customer journey to online

purchase. J. Stat. Theory Pract. 2015, 9, 227–249. [CrossRef]
64. Bijmolt, T.H.A.; Broekhuis, M.; de Leeuw, S.; Hirche, C.; Rooderkerk, R.P.; Sousa, R.; Zhu, S.X. Challenges at the marketing–

operations interface in omni-channel retail environments. J. Bus. Res. 2019, 22, 864–874. [CrossRef]
65. Rai, H.B.; Mommens, K.; Verlinde, S.; Macharis, C. How Does Consumers’ Omnichannel Shopping Behaviour Translate into

Travel and Transport Impacts? Case-Study of a Footwear Retailer in Belgium. Sustainability 2019, 11, 2534. [CrossRef]
66. Witell, L.; Kowalkowski, C.; Perks, H.; Raddats, H.; Schwabe, M.; Benedettini, O.; Burton, J. Characterizing customer experience

management in business markets. J. Bus. Res. 2019, 116, 420–430. [CrossRef]
67. Wozniak, T.; Schaffner, D.; Stanoevska-Slabena, K.; Lenz-Kesekamp, V. Psychological antecedents of mobile consumer behavior

and implications for customer journeys in tourism. Inf. Technol. Tour. 2018, 18, 85–112. [CrossRef]
68. Willems, K.; Brengman, M.; van Kerrebroeck, H. The impact of representation media on customer engagement in tourism

marketing among millennial. Eur. J. Mark. 2019, 53, 1988–2017. [CrossRef]
69. Jocevski, M.; Arvidsson, N.; Miragliotta, G.; Ghezzi, A.; Mangiaracina, R. Transitions towards omnichannel retailing strategies:

A business model perspective. Int. J. Retail Distrib. Manag. 2019, 47, 78–93. [CrossRef]
70. Crosier, A.; Handford, A. Customer Journey Mapping as an Advocacy Tool for Disabled People: A Case Study. Social Mark. Q.

2012, 18, 67–76. [CrossRef]
71. Moon, H.; Han, S.H.; Chun, J.; Hong, S.W. A Design Process for a Customer Journey Map: A Case Study on Mobile Services.

Hum. Factors Ergon. Manuf. 2016, 26, 501–514. [CrossRef]
72. Rosenbaum, M.S.; Otalora, M.L.; Ramirez, G.C. How to create a realistic customer journey map. Bus. Horiz. 2017, 60, 143–150.

[CrossRef]
73. Jeong, I.; Seo, J.; Lim, J.; Jang, J.; Kim, J. Improvement of the business model of the disaster management system based on the

service design methodology. Int. J. Saf. Secur. Eng. 2016, 6, 19–29. [CrossRef]
74. Van Lierop, D.; Eftekhari, J.; O’Hara, A.; Grinspun, Y. Humanizing Transit Data: Connecting Customer Experience Statistics to

Individuals’ Unique Transit Stories. Transp. Res. Rec. 2019, 2673, 388–402. [CrossRef]
75. Varnali, K. Understanding customer journeys from the lenses of the complexity theory. Serv. Ind. J. 2019, 39, 820–835. [CrossRef]
76. Mangiaracina, R.; Brugnoli, G.; Perego, A. The e-commerce customer journey: A model to assess and compare the user experience

of the e-commerce websites. J. Internet Bank. Commer. 2009, 14, 3.
77. Andrews, J.; Eade, E. Listening to Students: Customer Journey Mapping at Birmingham City University Library and Learning

Resources. New Rev. Acad. Librariansh. 2013, 19, 161–177. [CrossRef]
78. Muskat, M.; Muskat, B.; Zehrer, A.; Johns, R. Generation Y: Evaluating services experiences through mobile ethnography. Tour.

Rev. 2013, 68, 55–71. [CrossRef]
79. Calabrese, A.; Castaldi, C.; Forte, G.; Levialdi, N.G. Sustainability-oriented service innovation: An emerging research field.

J. Clean. Prod. 2018, 193, 533–548. [CrossRef]
80. Saviano, M.; Barile, S.; Spohrer, J.C.; Caputo, F. A service research contribution to the global challenge of sustainability. J. Serv.

Theory Pract. 2017, 27, 951–976. [CrossRef]
81. Rantala, T.; Ukko, J.; Saunila, M.; Havukainen, J. The effect of sustainability in the adoption of technological, service, and business

model innovations. J. Clean. Prod. 2018, 172, 46–55. [CrossRef]
82. Djellal, F.; Gallouj, F. Service innovation for sustainability: Paths for greening through service innovation. In Service Innovation;

Toivonen, M., Ed.; Springer: Tokyo, Japan, 2016; pp. 187–215. ISBN 978-4-431-54921-5.
83. Ozbekler, T.M.; Ozturkoglu, Y. Analysing the importance of sustainability—Oriented service quality in competition environment.

Bus. Strategy Environ. 2020, 29, 1504–1516. [CrossRef]
84. Chen, J.V.; Kyaw, P.L.N.; Ross, W.H. The customer journey when purchasing a new mobile phone: Testing a dual mediation

model. J. Direct Data Digit. Mark. Pract. 2008, 10, 116–132. [CrossRef]
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