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ABSTRACT

Consumer experience refers to a series of events that consumers go through while shopping or conducting
transactions. A positive consumer experience can lead to customer satisfaction, while a negative experience can
result in dissatisfaction. This study aims to examine the impact of customer experience on customer satisfaction.
The research method employs a bibliometric approach, involving nationally and internationally reputable
articles published on Google Schooler. The conclusion from the research results analysis shows that citation
analysis is a valuable tool for evaluating the influence of academic works, particularly in the context of customer
experience. The data indicates that 2020 was a peak year for productivity, with two key studies receiving
significant attention from the academic community, emphasizing their relevance in the fields of customer
experience and satisfaction. This research also highlights that the theme of customer experience has rapidly
developed across various domains, including tourism and hospitality management, with numerous publications
in leading journals. Furthermore, the trend analysis reveals a strong connection between customer experience
and factors such as satisfaction and loyalty, as well as a growing interest in technological aspects that influence
customer interactions. Therefore, there are ample opportunities for further exploration of key themes and
emerging trends in customer experience research.
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1. INTRODUCTION

The current era of technological development, known as the digital age, has made it very easy for both producers
and consumers to conduct transactions. In an instant, producers can easily market their products to thousands,
even millions of consumers, from local areas to all over the world. Likewise, consumers can search for products
and services without taking much time. Consumers no longer need to leave their homes to visit nearby stores.
They find it convenient to search for products and services (Ayesha et al., 2022; Salim & Putranto, 2020;
Setyowati & Tutiasri, 2021).

The development of digital transactions has increased significantly. According to the global e-commerce report,
the use of digital platforms for transactions by producers and consumers has grown rapidly year by year. In
Indonesia, the value of e-commerce transactions is projected to continue growing in line with increased internet
access and the use of mobile devices. The Ministry of Trade of the Republic of Indonesia (2024) notes that the
value of digital trade or e-commerce transactions is expected to reach IDR 533 trillion in 2023, up from IDR 476
trillion the previous year (Kementerian Perdagangan Republik Indonesia, 2024). Many consumers now prefer
shopping online due to the convenience, wider product variety, and more competitive prices compared to
physical stores (Hidajat & Damayanti, 2022; Salim & Putranto, 2020).

The advancement of digital technology has brought significant changes to the consumer experience (Lynch &
Barnes, 2020; Nurlaila et al., 2024; Pasaribu & Pasaribu, 2021; Rochadiani et al., 2020; Rochmawati et al., 2023;
Sugesti et al., 2019; Taufik & Ayuningtyas, 2020). Consumers can enjoy the convenience of shopping without
time and location constraints. They can explore thousands of products across various categories simply through
their mobile phones or computers. No longer do consumers have to visit physical stores that may limit their
product choices, operational hours, and product availability (Grewal et al., 2018; Rahman et al., 2022;
Tarnanidis, 2024; Yang et al., 2020).

The phenomenon described above reflects consumers’ experiences while conducting transactions to obtain
products. Although consumers appreciate the ease brought by technological advancements, not all of them have
positive experiences. Some consumers face negative experiences when utilizing digital technology, leading to
dissatisfaction. These include: (1) Online Fraud. One of the biggest risks of digital shopping is online fraud. Data
indicates that cases of e-commerce fraud in Indonesia continue to rise. Some consumers fall victim to fraudulent
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websites or sellers offering products at attractive prices, only to find that the products are never delivered or do
not match the promised description; (2) Products Not Meeting Expectations. Since consumers cannot see or
inspect products in person while shopping online, many feel disappointed when the items received do not match
the images or descriptions on e-commerce platforms. Research shows that the largest complaints from e-
commerce consumers relate to products that do not meet expectations in terms of quality, size, or color; (3)
Shipping Issues. Problems with shipping also rank among common complaints among consumers. Many
experience shipping delays, and some even lose packages. Slow deliveries, particularly to remote areas, force
consumers to wait longer than promised by sellers; and (4) Personal Data Security. The security of personal data
has become a crucial issue in this digital age. With more transactions being conducted online, the risk of
personal data breaches, including addresses, phone numbers, and payment information, is rising. Several major
data breaches in e-commerce platforms have raised concerns about the misuse of consumer information.

Consumer experience is vital in today’s digital business world. A positive consumer experience leads to
customer satisfaction, often referred to as consumer satisfaction. Research findings indicate that consumers who
have positive experiences tend to be satisfied. Conversely, those with negative experiences do not achieve
satisfaction and may feel disappointment. Consumer experience significantly influences customer satisfaction.
However, some studies have also suggested that consumer experience does not impact customer satisfaction.
Based on the introduction, issues in the phenomenon and gaps in research can be identified. The author intends
to analyze the impact of customer experience on customer satisfaction using a bibliometric approach.

2. RESEARCH METHODS

This study is a bibliometric analysis. Bibliometrics is a method of analyzing scientific publications to measure
and understand various aspects of research activities and scientific publishing. Generally, bibliometrics is used to
analyze scientific literature by measuring citation frequencies, the number of publications, and research trends in
a specific field. Bibliometric analysis is a popular method for exploring and analyzing a range of scientific data.
The bibliometric analysis technique consists of four steps: the search phase, the filtering phase, the examination
of bibliometric attributes, and the bibliometric analysis phase (Herawati et al., 2022; Sidig, 2019).

3. RESEARCH RESULTS AND DISCUSSION

3.1 Citation Analysis

Citation analysis is a critical aspect of academic research, focusing on the relationships among cited scholarly
works. This method employs various approaches, including mathematics, statistics, comparison, induction,
abstraction, generalization, and logical reasoning, to analyze scientific journals, papers, cited objects, and the
phenomena being referenced. The aim is to identify the inherent characteristics associated with bibliometric
analysis.

Citation analysis was first introduced in the 1920s, with Gross et al. conducting the first historical citation
analysis in 1927. They examined references from articles in several chemical engineering journals and core
journals in chemistry education. Over time, an increasing number of papers discussing citation analysis have
been presented within the field of bibliometrics. This method has proven effective across various disciplines and
continues to play an increasingly significant role (Qiu et al., 2017). One way to assess the quality of academic
publications is by counting how often a work is cited by other researchers. The frequency of citations reflects the
importance of a work within a specific field (Benjamin, 2012; Rohanda et al., 2010). The citation frequency
indicates how often a particular work serves as a topic of discussion among scientists (Benjamin, 2012).

In this study, the citation analysis results show that the total number of citations per year from 2019 to 2024
reached 4,926. Citation patterns varied, with 2020 recording the highest number of citations at a total of 1,023.
This indicates a significant interest in the topic during that year, reflecting its relevance and impact within the
academic community. Citation analysis serves as a valuable tool in evaluating the influence of scholarly works,
highlighting the dynamic nature of academic discourse and the continuous evolution of knowledge within
various fields.

3.2 Publication Productivity Trend Analysis

The study on the publish of perish titled "Customer Experience: Fundamentals..." by L. Becker and E. Jaakkola,
published in 2020 (Becker & Jaakkola, 2020) in the Journal of the Academy of Marketing Science (Springer),
received the highest number of citations, totaling 1,023, with an average of 255.75 citations per year. This
indicates that the topic has been highly relevant and has captured the attention of the academic community since
its publication in 2020. Another notable study, "Customer Satisfaction and Firm Performance..." by (Otto et al.,
2020), also published in Springer in the same year, garnered 410 citations, averaging 102.50 citations per year.
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Data suggests that publications from 2020 received a significantly higher number of citations, with these two
papers ranking at the top. This underscores that 2020 marked a peak in productivity and had a substantial impact
on research related to Customer Experience and Customer Satisfaction.

Moreover, a more recent publication by (Kim & So, 2022). So in the International Journal of Hospitality
Management in 2022 received 209 citations, averaging 104.50 citations per year. This still reflects a considerable
level of relevance despite being a newer study.

In summary, the analysis of publication productivity trends reveals that the year 2020 was a pivotal year for
research in customer experience and satisfaction, with a notable concentration of impactful studies emerging
during that period. The ongoing citations of more recent publications further indicate the sustained interest and
importance of these topics in academic discussions.

3.3 Subject Area Analysis

The topics and focus of research indicate that Customer Experience has emerged as a central theme, with
applications across various fields such as tourism ("Customer Experience in Tourism..." by M. Godovykh)
(Godovykh & Tasci, 2020), hospitality management (“Two Decades of Customer Experience..." by (Kim & So,
2022), and its relationship with firm performance through customer satisfaction ("Customer Satisfaction and
Firm Performance..." by A.S. Otto) (Otto et al., 2020). This underscores that Customer Experience is not only
relevant in the marketing sector but also plays a crucial role in tourism and hospitality management.

These studies are frequently published in influential journals such as the Journal of the Academy of Marketing
Science and Tourism Management Perspectives, published by major publishers like Springer and Elsevier. This
indicates that Customer Experience is a highly popular topic that receives widespread attention in the context of
management and marketing, with numerous studies appearing in reputable journals.

Prominent authors in the field of Customer Experience include Becker & Jaakkola (2020); Godovykh & Tasci
(2020); Kim, (2014). Their consistent productivity is reflected in their contributions to widely cited research,
indicating that they are significant figures in the development of this topic. The body of work produced by these
authors not only highlights their expertise but also helps advance the understanding of Customer Experience
across various domains.

3.4 Title Terms Trend Analysis
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The visual representation of the network related to "Customer Experience" reveals significant insights into the
trends and interconnections among various terms in the literature. Central to the analysis is the term "customer
experience,” which is prominently positioned at the center, underscoring its importance as the primary focus of
research. Surrounding this term are closely related concepts such as "impact," "satisfaction,” "loyalty," "service,"
and "review," indicating strong relationships between customer experience and factors influencing customer
satisfaction and loyalty. This interconnectedness highlights the multifaceted nature of customer experience as a
driver of various business outcomes. Additionally, the presence of terms like “systematic literature review,"
"bibliometric analysis," and "framework™ points to the diversity of research methodologies and theoretical
approaches employed in the field. Emerging topics such as "artificial intelligence,” "chatbot," and "interaction”
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suggest a growing interest in the technological aspects of customer experience, reflecting the increasing role of
technology in shaping customer interactions. Overall, this analysis emphasizes a robust and evolving research
landscape surrounding customer experience, with significant opportunities for further exploration of key themes
and potential gaps in understanding.

3.5 Yearly Trend Terms Analysis
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The network visualization of terms related to "Customer Experience” illustrates the dynamic evolution of
research in this field between 2021 and 2022. Central to this analysis is the dominant term "customer
experience," which underscores its critical role in scholarly discussions. The varying colors in the visualization
represent trends over the specified years, highlighting an increased focus on key concepts such as "impact,"
"satisfaction,” "loyalty," and "review," indicating that researchers are delving deeper into the implications of
customer experience on overall satisfaction and loyalty. Additionally, the emergence of terms like "artificial
intelligence," "chatbot," and "customer experience management" reflects a growing interest in the technological
influences shaping customer interactions, particularly in industries reliant on digital tools. The presence of
methodological terms such as "systematic literature review" and "bibliometric analysis™ suggests a trend towards
more structured research approaches, emphasizing the need for comprehensive understanding in this area. The
gradual color transition from blue to green signifies a temporal shift in research focus, showcasing how the
discourse surrounding customer experience adapts to new challenges and innovations. Overall, this analysis
reveals a complex and evolving research landscape, with significant opportunities for further exploration of
interconnected themes and emerging trends in customer experience.

4. CONCLUSION

The conclusion from the research results analysis shows that citation analysis is a valuable tool for evaluating the
influence of academic works, particularly in the context of customer experience. The data indicates that 2020
was a peak year for productivity, with two key studies receiving significant attention from the academic
community, emphasizing their relevance in the fields of customer experience and satisfaction. This research also
highlights that the theme of customer experience has rapidly developed across various domains, including
tourism and hospitality management, with numerous publications in leading journals. Furthermore, the trend
analysis reveals a strong connection between customer experience and factors such as satisfaction and loyalty, as
well as a growing interest in technological aspects that influence customer interactions. Therefore, there are
ample opportunities for further exploration of key themes and emerging trends in customer experience research.

BIBLIOGRAPHY

[1] Avyesha, I., Pratama, I. W. A, Hasan, S., Effendi, N. I., & Firdaus. (2022). Digital Marketing (Tinjauan
Konseptual). Global Eksekutif Teknologi.

[2] Becker, L., & Jaakkola, E. (2020). Customer experience: fundamental premises and implications for
research. Journal of the Academy of Marketing Science. https://doi.org/10.1007/s11747-019-00718-x

[3] Benjamin, M. (2012). Citation Analysis. Journal Name.

[4] Godovykh, M., & Tasci, A. D. A. (2020). Customer experience in tourism: A review of definitions,
components, and measurements. Tourism Management Perspectives.
https://www.sciencedirect.com/science/article/pii/S2211973620300611

111



IJME JOURNAL Vol. 3 No. 3 September 2024 — pISSN: 2829-0399, elSSN: 2829-0526, Page 108-112

[5] Grewal, D., Ahlbom, C.-P., Beitelspacher, L., Noble, S. M., & Nordfélt, J. (2018). In-Store Mobile Phone
Use and Customer Shopping Behavior: Evidence from the Field. Journal of Marketing, 82(4), 102-126.
https://doi.org/10.1509/jm.17.0277

[6] Herawati, P., Utami, S. B., & Karlina, N. (2022). Analisis bibliometrik: perkembangan penelitian dan
publikasi mengenai koordinasi program menggunakan vosviewer. Jurnal Pustaka Budaya, 9(1), 1-8.

[7] Hidajat, K., & Damayanti, W. (2022). Pengaruh e-satisfaction terhadap repurchase intention produk fashion
dimediasi oleh electronic word of mouth (E-WOM). MBR (Management and Business Review), 6(2), 168—
177. https://doi.org/10.21067/mbr.v6i2.7454

[8] Kementerian Perdagangan Republik Indonesia. (2024). Kemendag Ramal Transaksi E-Commerce di RI
Tembus Rp533  Triliun.  Https://Www.Kemendag.Go.ld/.  https://www.kemendag.go.id/berita/pojok-
media/kemendag-ramal-transaksi-e-commerce-di-ri-tembus-rp533-triliun

[91 Kim, H. (2014). Transformational Leadership, Organizational Clan Culture, Organizational Affective
Commitment, and Organizational Citizenship Behavior: A Case of South Korea’s Public Sector. Public
Organization Review. https://doi.org/10.1007/s11115-013-0225-z

[10] Kim, H., & So, K. K. F. (2022). Two decades of customer experience research in hospitality and tourism: A
bibliometric analysis and thematic content analysis. International Journal of Hospitality Management.
https://www.sciencedirect.com/science/article/pii/S0278431921002255

[11] Lynch, S., & Barnes, L. (2020). Omnichannel fashion retailing: examining the customer decision-making
journey. Journal of Fashion Marketing and Management, 24(3), 471-493. https://doi.org/10.1108/JFMM-
09-2019-0192

[12] Nurlaila, N., Nurhasanah, N., & Bima, S. (2024). Transformasi Digital Pelayanan Publik: Tantangan dan
Prospek dalam Implementasi E-Government di Kabupaten Bima Zuriatin Zuriatin STKIP Taman Siswa
Bima. Public Service And Governance Journal, 5(2), 21-37.

[13] Otto, A. S., Szymanski, D. M., & Varadarajan, R. (2020). Customer satisfaction and firm performance:
insights from over a quarter century of empirical research. Journal of the Academy of ...
https://doi.org/10.1007/s11747-019-00657-7

[14] Pasaribu, R. M., & Pasaribu, H. D. S. (2021). Customer Experience as A Mediation of Omnichannel
Retailers of Wardah Beauty Products on Repurchase Intentions. International Journal of Marketing &
Human Resource Research, 2(3), 2746-4040. www.wardahbeauty.com/id

[15] Qiu, J., Zhao, R., Yang, S., & Dong, K. (2017). Informetrics: Theory, Methods and Applications. Publisher
Name.

[16] Rahman, S. M., Carlson, J., Gudergan, S. P., Wetzels, M., & Grewal, D. (2022). Perceived Omnichannel
Customer Experience (OCX): Concept, measurement, and impact. Journal of Retailing, 17(4).
https://doi.org/10.1016/j.jretai.2022.03.003

[17] Rochadiani, T. H., Santoso, H., & Dazki, E. (2020). Peningkatan Literasi Digital Pada Masa Pandemi
Covid-19. Jurnal Pengabdian Masyarakat, 1(1), 11-21.

[18] Rochmawati, D. R., Hatimatunnisani, H., & Veranita, M. (2023). Mengembangkan Strategi Bisnis di Era
Transformasi Digital. Coopetition, 14(1), 101-108.

[19] Rohanda, Erwina, Wina, Kurniasih, N., & Yulianti. (2010). Analisis Sitasi Karya Dosen Fikom Pada
Database GDL.

[20] Salim, J., & Putranto, L. S. (2020). Analisis Pengaruh Layanan Belanja Online Terhadap Perjalanan
Berbasis Rumah Dan Tempat Aktivitas Dengan Metode Sem. JMTS: Jurnal Mitra Teknik Sipil, 3(4), 1017.
https://doi.org/10.24912/jmts.v3i4.8420

[21] Setyowati, N. D., & Tutiasri, R. P. (2021). Strategi Komunikasi Pemasaran Bagi Pelaku Usaha Makanan
yang Terkena Dampak COVID-19. JISIP: Jurnal llmu Sosial Dan llmu Politik, 10(1), 73-84.

[22] Sidiq, M. (2019). Panduan analisis bibliometrik sederhana (Issue June).
https://doi.org/10.13140/RG.2.2.15688.37125

[23] Sugesti, N. L., Kusniawati, A., Haris, F., Prabowo, E., Ekonomi, F., Galuh, U., Konsumen, M. B., Emas, I.,
Syariah, P., Keuangan, L., & Bank, N. (2019). Pengaruh Omni-Channel Marketing terhadap Minat Beli
Konsumen (Suatu Studi pada Produk Tabungan Emas PT. Pegadaian Syariah Cabang Padayungan).
Business Management and Entrepreneurship, 1(4), 92-101.

[24] Tarnanidis, T. (2024). Exploring the Impact of Mobile Marketing Strategies on Consumer Behavior: A
Comprehensive Analysis . International Journal of Information , Business and Management . ( ISSN 2218-
046X ). International Journal of Information, Business and Management, 16(2), 1-17.

[25] Taufik, T., & Ayuningtyas, E. A. (2020). Dampak Pandemi Covid 19 Terhadap Bisnis Dan Eksistensi
Platform Online. Jurnal Pengembangan Wiraswasta, 22(01), 21-32.
https://doi.org/10.33370/jpw.v22i01.389

[26] Yang, Y., Gong, Y., Land, L. P. W., & Chesney, T. (2020). Understanding the effects of physical
experience and information integration on consumer use of online to offline commerce. International
Journal of Information Management, 51, 102046.
https://doi.org/https://doi.org/10.1016/j.ijinfomgt.2019.102046

112



