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Research on the formation process of customer experience through co-creation
activity between retailers and customers
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The aim of this study was to elucidate how customer experiences are shaped
and transformed through continuous co-creation activities between retailers and customers. To
achieve this research objective, a literature review, a survey of the actual co-creation activities
between retailers and customers, interviews with customers, and a questionnaire survey were
conducted. As a result, a classification axis of co-creation activities between retailers and
customers was proposed from the perspective of customer experience formation. It was found that
events characterized by emotional arousal, memorability, and novelty are perceived as experiential,
and that memories of past experiences change through word-of-mouth transmission behavior to others.
It was confirmed that the memorable nature of experiences influences the formation of customer
experience processes that change over time.
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