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Abstract
Customer Experience has become a remarkable marketing approach among

continuous challenges in operating business nowadays. The outcomes of managing customer
experience have provided a strong path for business to survive during crisis and have created a
new phenomenon in marketing. After, the customers receive a meaningful experience, they
will have a strong attachment and become loyalty to the brand by sharing this wonderful
experience to others. However, creating a long-lasting impression in customers life is not an
easy task. The desirable experiences need to be refined from the way of managing business
process that is interpreted, designed, communicated, and practice before delivering superior
customer experience. Therefore, the objectives of this article are to clarify the differences
between customer experience and customer experience management as the definition and
the context of the two are overlapped but still have the same goal also, why they are
important and will be the most effective tools in service business. At the end, the writers bring
the 3 world class companies that successfully apply the concept of customer experience to
the business such as Starbucks, Disneyland, and BMW in order to emphasize that customer

experience is the most powerful asset for competing in the future global marketing trends.

Keywords: Customer Experience, Customer Experience Management, Service Business, Future

Marketing Trends
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