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Abstract:

Investigating the intellectual and conceptual organization of customers enables scholars not only to recognize the dominant
intellectual framework on this topic but to anticipate current and future research trends. To obtain this, the present quantitative
study seeks to show the evolution of customer experience by using bibliometric analysis and visualization software. This
research analyzed 1414 retrieved papers extracted from the Scopus database until the end of May 2021, employing VOS
Viewer for mapping and illustrating relationships. The findings showed increasing growth of studies especially since 2014.
The number of papers with 174 and citations with 7004 reached the highest point in 2020. As the first step, the study presented
the most productive authors, journals, universities, and countries. Then, using co-citation analysis to explain the intellectual
organization and underlying theories in customer experience, 6 clusters were identified. The use of lexical co-occurrence
analysis also confirmed the findings and showed the evolution of customer experience and recent trends in this field. The
findings also indicated that in customer experience and its studies, the perspective towards it shifted from company-centric to
customer-centric and from the dyadic relationship between company and customer to Co creation and participation of all
stakeholders in the customer experience.

Keywords: Customer Experience, Bibliometrics, Co-citation, Keywords Co-occurrence, Visualization.
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