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Abstract

This article is a documentary study which collects data and research from academic work,
news, and articles related to customer experience management, customer satisfaction and customer
loyalty to businesses. The objective of this article is to provide information about the customer
experience and management of a business that can create customer satisfaction and customer
loyalty. This study indicates that customer experience can be managed through various steps in
order to give customers the feeling that they are important, valuable, and captivated. Customer
satisfaction will give customers confidence in product quality, service quality and the desire to return
to buy products or use the services repeatedly until they become loyal to the products and services

and have loyalty to the business.
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Note. From Customer satisfaction and Customer loyalty, by Kabu Khadka & Soniya Maharjan, 2017,
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Note. From Customer experience management in hospitality: A literature synthesis, new understanding
and research agenda, by Jay, K., Tingting, Z., & Elina J., 2018, International Journal of Contemporary
Hospitality Management, 30(1), 21-56.
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