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We attempted to theorize the analysis, design, and calculation of the
customer journey, which is a chain of customer experiences in which products and services are
purchased and used through multiple types of touchpoints between the business and the customer. For
this purpose, we tracked previous research on customer experience management theory, which has been
making remarkable progress, and organized a proposed classification of various concepts related to
customer state (customer engagement and customer loyalty).

We then constructed a dynamic model of customer state changing over time using a system dynamics
methodology and software development environment, and through approximate calculations of
performance trends for multiple cases, we improved the model and examined scenario creation
procedures for medium-term forecasting.
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