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REVIEW ARTICLE

Empathy at the heart of customer experience: A holistic
framework for understanding and enhancing consumer
empathy through the lens of customer experience
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Abstract
Serving as a social glue in interactions, consumer empathy takes center stage in

Correspondence shaping a pleasant customer experience. Our holistic framework of an empathic

Leon Lehnert, Dep. VI-Marketing
Department, School of Management,
University of Stuttgart, Keplerstrasse 17,
70174 Stuttgart Germany.

Email: leon.lehnert@bwi.uni-stuttgart.de

customer experience, rooted in the perception-action model of empathy and es-
tablished customer experience conceptualizations, unveils the close interrelationship
between consumer empathy and customer experiences. Grounded in a systematic
literature review and a conceptual synthesis, our study contributes to customer
experience research by conceptualizing consumer empathy as a cognitive and
affective customer experience response, potentially accompanied by supplementary
customer experience responses, which we refer to as an empathic customer ex-
perience. This study advances empathy literature by offering a systematic overview
of an empathic customer experience, covering stimuli at touchpoints that induce an
empathic customer experience during consumer interactions, potential contextual
factors, and evaluative outcomes of an empathic customer experience. From our
results, we derive an agenda with several research directions for the joint investi-
gation of consumer empathy and customer experience to contribute to both
research fields. In addition, our framework provides insights for managers, including

recommendations for designing stimuli to evoke an empathic customer experience.

KEYWORDS

consumer empathy, customer experience, empathic customer experience framework,
perception-action model of empathy

1 | INTRODUCTION

enhance her experience with the brand. Peter, frustrated by a service

failure of his bank, contacts customer support. Peter empathizes with

Empathy and customer experience are closely intertwined concepts,
as the following examples demonstrate: Anna, a loyal customer of an
online retailer, notices increasingly tailored recommendations to her
preferences. These personalized suggestions, generated by algo-

rithms from her browsing behavior, make her feel understood and

the customer service agent after receiving an apology and appreci-
ates the effort to resolve the issue, which transforms his negative
customer experience into a positive one.

These seemingly small moments of empathy reflect a broader

phenomenon: the importance of empathy in shaping positive
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customer experiences. At the same time, they also show the dilemma
companies face in today's marketing landscape. On the one hand,
increasingly objective, data-driven strategies (Pedersen, 2021) and
artificial intelligence-based interactions are at the forefront (Hoyer
et al., 2020; Huang & Rust, 2018). On the other hand, “[not only do]
customers want to get their issues resolved, but they also expect
agents to listen intently and care about finding a resolution”
(Startek, 2024, p. 5), emphasizing the need to provide empathic
interactions. Moreover, a recent Accenture report reveals that ex-
periential factors now account for 60% of consumers' buying deci-
sions, underscoring the critical role of personal care in shaping cus-
tomer experiences and preferences (Curtis et al., 2021).

Empathy is a well-established concept often referred to as
“putting oneself in another person's shoes” (McBane, 1995,
p. 365). While this informal description captures the essence of
empathy, established definitions describe it more formally as a
cognitive and emotional response to the experiences of others
(e.g., Davis, 1983). Despite the growing number of empirical
studies on empathy in marketing research, the literature remains
largely fragmented and scattered across various research settings.
The marketing landscape has no clear positioning on empathy
(Pedersen, 2021), with key aspects such as empirical antecedents,
moderators, and consequences remaining unexplored. This defi-
ciency has led to a lack of a systematic overview of its concep-

tualization, findings, and research settings.

As such, scholars have called for “literature reviews, bibliometric
studies, and conceptual work” on empathy (Pedersen, 2021, p. 477)
to explore its relationship to other constructs (Clark et al., 2018). For
example, Bolton et al. (2018, p. 797) state that “empathy is an
important dimension of customer experience.” In essence, the cus-
tomer experience is, a multidimensional concept focusing on various
customer's nondeliberate responses to interactions (e.g., Becker &
Jaakkola, 2020; Lemon & Verhoef, 2016). As empathy and customer
experience both manifest as responses to interactions, scholars have
alluded to empathy's foundational role in the emergence of customer
experiences, underscoring empathy as a key element in achieving
high-quality experiences in service settings (Tan et al., 2019; Wieseke
et al., 2012). Figure 1 juxtaposes the research settings of the con-
sumer empathy literature, as well as key conceptual articles on cus-
tomer experience. Furthermore, it illustrates the current overlap of
empathy and customer experience in marketing literature, by listing
the existing studies that touch on the joint investigation of both
constructs. Surprisingly, none of the mentioned articles provide an
answer on how these two constructs are related.

A potential reason for this shortcoming is that research that
explicitly analyzes empathy and customer experience jointly is lim-
ited. A notable exception is Liu-Thompkins et al.'s (2022) work, which
offers a conceptual framework for integrating artificial empathy into
customer experience to bridge the “human-artificial intelligence” gap.
While the study provides valuable insights, it is limited to empathy in

1
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1
1
1
1
1
1

e.g..: Belk, 2022; Collier et al., 2018;
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interactions with artificial entities. A few studies that touch on the
joint investigation of empathy and the customer experience also take
place in very specific research settings, such as sex working dolls
(Belk, 2022; Kipnis et al., 2022). Consequently, as Figure 1 shows,
whether and to what extent the two constructs are related across
different research settings is uncertain.

To overcome these constraints, we conducted a systematic lit-
erature review on consumer empathy and ran a conceptual synthesis
(Maclnnis, 2011) by relying on key components of the customer
experience to analyze the consumer empathy literature. Following
the goals to ‘“relate” and ‘“explicate” conceptual syntheses
(Kindermann et al., 2024; Maclnnis, 2011), we developed an “em-
pathic customer experience” framework to integrate the previously
identified consumer empathy literature with the concept of customer
experience. By doing so, we extend the literature in at least
three ways.

First, owing to the rather unclear relationship between consumer
empathy and the customer experience, we draw on the perception-
action model of empathy (Preston & de Waal, 2002) and established
customer experience literature (e.g., De Keyser et al., 2020; Lemon &
Verhoef, 2016) to derive a better understanding of an empathic
customer experience. By integrating these two concepts, we add to
the customer experience literature by offering a synthesized frame-
work that future research can investigate.

Second, we adopt customer experience components to structure
empirical findings on consumer empathy, thus adding to the scattered
consumer empathy literature. Considering and analyzing the litera-
ture through a customer experience lens provides a unique under-
standing of and coherent structure for consumer empathy in mar-
keting literature (Weidig et al., 2024). Specifically, we structure
consumer empathy literature around various consumer interactions
(e.g., experience partners, touchpoint types, customer journey stages)
and identify antecedents (e.g., stimuli), moderators (e.g., contextual
factors), and consequences (e.g., evaluative outcomes) of consumer
empathy within a customer experience realm.

Third, drawing on a descriptive analysis and our conceptual
synthesis, we identify key research gaps at the intersection of con-
sumer empathy and customer experience and offer a research
agenda that summarizes potential directions for future research. We
thus extend both literature streams by advancing the evolving
research field at the intersection of consumer empathy and the
customer experience.

2 | CONCEPTUAL BACKGROUND

2.1 | Empathy

Literature in psychology and neuroscience offers various definitions
of empathy, thereby lacking consensus on an established definition
(Clark et al., 2018; Gerdes et al., 2010). Definitional discrepancies
primarily stem from ambiguities surrounding empathy's conceptuali-

zation in terms of dimensions (e.g., cognitive, affective). This issue is

also mirrored in marketing literature, in which our analysis reveals a
multitude of definitions being employed. Table 1 presents the most
frequently cited definitions of empathy in marketing literature. It
categorizes each definition by its dimensionality and records the
frequency of its occurrence in marketing literature. Regardless of this,
the literature largely agrees that empathy is a cognitive and/or
affective response to an interaction with an individual or an object.
The cognitive dimension refers to “perspective taking,” or adopting
another person's perspective (Davis, 1983, 1996). The affective
dimension pertains to (1) “empathic concern,” in which a person ex-
periences feelings of concern for the welfare of others and thus
addresses emotions, and (2) “emotional contagion,” in which a person
observes another's joy or suffering and experiences similar emotions
in return (Davis, 1983, 1996). In our work, we follow the multi-
dimensional understanding of empathy as encompassing at least a
cognitive and an affective dimension (Davis, 1983; Decety &
Jackson, 2004). It is important to note that empathy commonly oc-
curs in social interactions among humans. However, humans can feel
empathy not only toward other people but also toward any target
(e.g., animals, companies, robots) (Belk, 2022; Preston, 2007). Every
human possesses the ability to feel empathy, even if it can be induced
by stimuli, with its strength being situation-specific (Batson
et al,, 1981; Preston, 2007). As we aim to integrate empathy into the
customer experience concept, we refer to empathy exclusively from

a consumer perspective.

2.2 | Perception-action model of empathy

The perception-action model of empathy by Preston and de Waal
(2002) provides the theoretical foundation for many studies con-
ceptualizing empathy. This model encompasses the psychological
mechanisms underlying empathy, including both cognitive and
affective responses (Preston & de Waal, 2002; Preston, 2007), and is
supported by recent empirical research from neuroscience (e.g., Clark
et al., 2018; Decety & Jackson, 2004). It posits that empathy operates
as a process through a perception-action mechanism in the brain
(Decety & Jackson, 2004). To do so, it necessitates both a human
subject and an object, which can be human or nonhuman (Decety &
Jackson, 2004; Preston & de Waal, 2002). “Perception” refers to a
human subject perceiving the state or situation of a human or non-
human object and taking its perspective. This part represents the
cognitive dimension of empathy. Thus, the model proposes that the
subject experiences emotions, related to the perceived situation,
through the “action,” referred to as affective empathy. Notably, this
process of perception-action occurs automatically and without
conscious or effortful thinking (Preston & de Waal, 2002;
Preston, 2007).

Preston and de Waal (2002) further argue that empathy can
entail supplementary responses beyond the cognitive perspective-
taking and affective response. For example, they take facial
expressions such as yawning as part of the empathic process.

Similarly, Davis (1996) views additional immediate, subconscious



LEHNERT and KUEHNL

B W LEY—L %

TABLE 1 Overview of empathy definitions in marketing literature.
Frequency of
Author(s) (Year) Definition Dimensionality occurrence®
Davis (1983, 1996, p. 12)  “A set of constructs having to do with the responses of one CognitiveEmotionalBehavioral =~ 13x
individual to the experiences of another. These constructs
specifically include the processes taking place within the
observer and the affective and non-affective outcomes which
result from those processes.”
Batson et al. “An other-oriented emotional response congruent with another's  Emotional 11x
(1997, p. 105) perceived welfare.”
Preston de Waal “Attended perception of the object's state automatically CognitiveEmotional 7x
(2002, p. 4) activates the subject's representations of the state, situation, and
object, and that activation of these representations automatically
primes or generates the associated autonomic and somatic
responses, unless inhibited.”
Hoffman (2001, p. 157) “An affective response that is more appropriate to someone Emotional 6x
else's situation than to one's own situation.”
Smith (2006, p. 3) “The sensitivity to, and understanding of, the mental states of CognitiveEmotional 4x
others.”
Eisenberg and Miller “An emotional response that stems from another's emotional Emotional 3x
(1987, p. 91) state or condition and that is congruent with the other's
emotional state or situation.”
Mehrabian and Epstein “A vicarious emotional response to the perceived emotional Emotional 2x
(1972, p.525) experience of others.”
Murray et al. (2019, p. 3)  “The ability to identify understand and react to others' thoughts, CognitiveEmotional 2X
feeling, behavior, and experiences.”
Rogers (1957, p. 210) “The ability to perceive the internal frame of reference of CognitiveEmotional 2x
another with accuracy, and with the emotional components and
meanings... as if one were the other person.”
Wieseke et al. “The ability to sense another's thoughts, feelings, and CognitiveEmotional 2X
(2012, p. 317) experiences to share the other's emotional experience and to
react to the observed experiences of another person.”
Other definitions For example, Barret-Lennard (1962); Baumeister (2007); Different variations 34x

(mentioned once)

Cuff et al. (2016); Decety and Jackson (2004); Hogan (1969);
Plank & Reid (2010); Zaki et al. (2020)

Note. The final row lists authors whose definitions have been used only once in marketing literature. Additionally, the results of our systematic literature

review show that 17 articles in marketing do not specific define empathy.

?Occurrence in the marketing literature, based on our literature sample.

(e.g., behavioral) responses as part of empathy. In the scope of this
work, we draw on these psychological conceptualizations, and con-
ceive consumer empathy as a process of automatically induced
perspective-taking (cognitive response) and emotional contagion
(affective response) of other individuals' or objects' experiences,
feelings, or situations, which may encompass supplementary, imme-
diate responses (Preston & de Waal, 2002; Preston, 2007).

2.3 | Customer experience and its components
Customer experience is a multidimensional construct focusing on
customers' nondeliberate cognitive, affective, behavioral, social,

and sensorial responses (Becker & Jaakkola, 2020; Lemon &

Verhoef, 2016) to interactions with experience partners at touch-
points along the customer journey (De Keyser et al., 2020; Gahler
et al., 2023). It emerges as a consumer's response directed to an
interaction, originating and existing at the moment the interaction
takes place (Gahler et al., 2023). As such, companies cannot create
customer experiences per se but can stimulate and enhance con-
sumer responses to interactions, known as customer experience
responses, by deliberately designing touchpoints through stimuli
(Becker & Jaakkola, 2020; Kranzbuhler et al., 2018).

Following prior research (e.g., Gahler et al., 2023; Lemon &
Verhoef, 2016), we contend that consumer interactions take place at
touchpoints, or the points of interactions between consumers and
experience partners (De Keyser et al., 2020; Gahler et al., 2023).
According to Gahler et al. (2023), experience partners can be
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personnel (e.g., salesperson, artificial intelligence agent), brands (e.g.,
product, commercial), or other customers (e.g., friend, relative). Fur-
thermore, customer experiences occur in either an online or offline
environment, referring to the touchpoint type, and at one of the
three customer journey stages: pre-purchase, purchase, or post-
purchase.

Five types of responses to an interaction exist, representing the
established customer experience dimensions in the marketing liter-
ature: cognitive, affective, behavioral, social, and sensorial (De Keyser
et al., 2020; Schmitt, 1999). Consequently, several responses can be
evoked simultaneously by an interaction with an experience partner
at a specific touchpoint. More specifically, stimuli at touchpoints
automatically and subconsciously evoke a customer experience
(Becker & Jaakkola, 2020), which a consumer can evaluate as posi-
tive, neutral, or negative (De Keyser et al., 2020). Importantly, cus-
tomer experience responses are subjective in nature and can be
strongly influenced by contextual factors acting as moderating vari-
ables to the emergence of the customer experience (Becker &
Jaakkola, 2020; McColl-Kennedy et al., 2019), including (1) “cus-
tomer,” involving customer characteristics such as personality traits,
skills, and knowledge; (2) “situational,” referring to the immediate
context, such as the location in which an interaction takes place, or
other individuals involved; and (3) “sociocultural,” encompassing the
broader environment in which consumers are situated, such as
nature, culture, or the economy (Becker & Jaakkola, 2020; Lemon &
Verhoef, 2016).

Finally, customer experience responses differ from evaluative
outcomes such as customer satisfaction, intentions, or attitudes
(Becker & Jaakkola, 2020; De Keyser et al., 2020). Extant literature
agrees that evaluative outcomes require a certain degree of effortful
thinking and are therefore understood as rather long-term outcomes
or consequences of a customer experience (Becker & Jaakkola, 2020;
Gahler et al., 2023).

2.4 | Consumer empathy as a customer experience
response

In this section, we aim to integrate the concepts of consumer em-
pathy and customer experience to develop our empathic customer
experience framework. By highlighting commonalities, our concep-
tion combines consumer empathy, building on the perception-action
model of empathy, and existing customer experience conceptualiza-
tions, as outlined in Section 2.3, to form an empathic customer ex-
perience. We base our reasoning for integrating the main ideas of the
perception-action model of empathy with the customer experience
concept on three arguments.

First, prior studies have incorporated the term “experience” into
definitions of empathy (e.g., Decety & Jackson, 2004; Hall &
Schwartz, 2019), emphasizing that empathy can be subjectively per-
ceived and experienced by individuals. According to the perception-
action model of empathy and recent neuroscience research, empathy

unfolds automatically and unconsciously (Innamorati et al., 2019).

This aligns with conceptualizations of customer experience respon-
ses that also proceed automatically and unconsciously (Becker &
Jaakkola, 2020). Second, similar to customer experience responses
(Becker & Jaakkola, 2020), empathy can be felt toward any target (e.g.,
individual, object), with stimuli activating consumer empathy, which
represents a cognitive and affective response to a target (Decety &
Jackson, 2004; Preston, 2007).

Third, as noted, empathy represents a process that incorporates
both cognitive and affective responses (Preston & de Waal, 2002).
Similarly, customer experience encompasses responses that may also
include cognitive and affective responses (Lemon & Verhoef, 2016).
We argue that perspective-taking can constitute an initial cognitive
customer experience response while subsequent emotional conta-
gion represents an affective customer experience response, with
both building the “empathic core” of an empathic customer experi-
ence and representing the key component of the empathic process.
Furthermore, as mentioned in Section 2.2, an empathic process can
be extended by supplementary, automatically induced responses
(e.g., facial expressions, yawning) (Davis, 1996; Preston, 2007). These
nondeliberately occurring responses align with marketing literature,
which suggests that customer experience encompasses responses
from several dimensions (e.g., behavioral, social, sensorial) (Lemon &
Verhoef, 2016). We thus argue that an empathic customer experi-
ence may be accompanied by cognitive, behavioral, social, and sen-
sorial supplementary customer experiences as part of the empathic
process. These responses can occur either individually or collectively.

Given these commonalities, we define an empathic customer
experience as a consumer's response, caused by a stimulus during an
interaction with an experience partner at a touchpoint along the
customer journey, involving perspective-taking of a target object (i.e.,
cognitive response) and an appropriate emotional contagion ac-
cording to the perceived situation (i.e., affective response). Supple-
mentary customer experience responses (e.g., cognitive, behavioral,
social, sensorial) may further complement an empathic customer

experience.

3 | METHODOLOGY

To grasp the role of consumer empathy in customer experiences
more thoroughly, we undertook a comprehensive review of the
marketing literature on consumer empathy. We employed a domain-
based systematic literature review on consumer empathy, which we
analyzed through a qualitative content analysis by drawing on main
conceptualizations from the customer experience literature as a
coding scheme. By doing so, we ran a conceptual synthesis of the
consumer empathy and customer experience literature resulting in
the empathic customer experience, by integrating both literature
streams conceptually.

First, for our literature review, we followed the guidelines (e.g.,
Siddaway et al., 2019; Snyder, 2019) of the well-established Pre-
ferred Reporting Items for Systematic Reviews and Meta-Analysis
(PRISMA) statement to ensure transparency and reliability in our
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FIGURE 2 PRISMA: Process of literature search.

procedure (see Figure 2) (Moher, 2009). Following frequently cited
methodological articles on systematic literature reviews, we initially
selected search terms that align with our first research goal
(Siddaway et al., 2019; Snyder, 2019) of providing a comprehensive
view of consumer empathy in marketing and its linkage to the cus-
tomer experience. During the “ldentification” stage of the PRISMA
procedure, we adopted a broad search strategy.! We used the search
string (empath*) AND (marketing OR service OR customer* OR

To cover the global scope of empathy, we used only “empath*” as a search term without
synonyms, following Hall and Schwartz's (2019) approach of a broad search strategy for a
literature review on empathy in social psychology. We narrowed our search terms to
“marketing” and “service” to encompass marketing-related literature and to “consumer*” and
“customer*” Snyder (2019) to address additional customer experience-related literature.

4 N\
Keywords: (empath*) AND (marketing OR service OR customer* OR consumer*)
Filter criteria: (1) Language = English: Document type = published peer-reviewed articles; Source type = academic article; Time restriction = none.
= (2) EBSCOhost: Business Source Premier; Scopus and Web of Science: Application of subject areas
e
®
=3
L=
g v v v
&
S
- Records recorded through Records recorded through Records recorded through
EBSCOhost Scopus Web of Science
(n=2.,177) (n=3.830) (n=2.785)
.
L 1| |
+ |
Filter criteria:
o8 Records screened for . . i
% » Exclusu.)n of dup'llcatcs. Pecords sclided
g titles and abstracts = (3) articles not in the
b} ”| business context, (4) or in
®n
o tllc‘ ﬂr;t quarter of (0= 8,404)
(n=8,792) Scientific Journal
\_ Ranking (SJR)
Y -
Filter criteria:
Asticles assessed for Exc!uslon' of articles that Ricoids exaliided
ligibili B did not: (5) conduct
chgibility ”| empricial research, (6)
- (n=388) consider consumer view, (n=291)
£ or (7) consider empathy
2 as a moderating variable
= v
=
=]
Articles assessed for Identification of further Records included
eligibility »| articles through forward-
=97
(=) backward search (n=5)
\ J l
4 N\
g
g Final sample
S <
=
z (n=102)
S J

consumer®) to be inclusive and cover the entire scope of consumer
empathy. We gathered potentially relevant articles from three sci-
entific databases (EBSCOhost, Scopus, and Web of Science) in April
2024. We applied only broad filter criteria to reduce the number of
nonrelevant articles but to maintain our focus on our research
questions (Siddaway et al., 2019; Snyder, 2019). Specifically, we
included only peer-reviewed and already published journal articles in
English, without any time restrictions. As we used the database
Business Source Premier from EBSCOhost and the Social Sciences
Citation Index platform from Web of Science, we applied respective
subject areas (business and social sciences) for our search on the
Scopus platform. Subsequent “Screening” involved reviewing titles
and abstracts of 10,666 articles, eliminating those that were not
business-related, and ensuring a minimum quality standard by
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excluding articles not ranked in the top quarter of Scimago's Scientific
Journal Ranking. We extracted 388 articles for their “Eligibility”
through full-text analysis. To link empathy literature to customer
experience, relevant articles had to have conducted empirical
research and considered empathy from a consumer perspective (e.g.,
Becker & Jaakkola, 2020; Lemon & Verhoef, 2016). We excluded
articles investigating empathy as a moderating variable and thus
treating empathy as an external factor, contrasting our conception of
empathy as a consumer response. In addition, we applied a forward-
backward search to include potentially overlooked articles (Webster
& Watson, 2002). Ultimately, we included a final sample of 102 ar-
ticles in our literature review and coding process. Paul et al. (2021)
state that this can be generally considered a robust and compre-
hensive sample size for a systematic literature review (n>40).
We provide an overview of our entire literature sample in Web
Appendix A.

Second, drawing on the results of our systematic literature
review, we conducted a descriptive analysis of our final sample, ex-
amining the number of articles published per year, the number of
articles published in each journal, and the methodologies used to
assess consumer empathy in empirical research. We also outlined the
primary research settings for consumer empathy and the various
consumer interactions, focusing on the respective experience part-
ners, touchpoint types, and customer journey stages (see Section 4).

Third, to address our second research objective—integrating the
concepts of consumer empathy and customer experience through a
conceptual synthesis—we conducted a qualitative content analysis as
an appropriate type of analysis for systematic literature reviews
(Sauer & Seuring, 2023). As we outline subsequently, we employed a
deductive coding approach (Bengtsson, 2016; Elo & Kyngas, 2008).
This approach enabled us to achieve the conceptual goals of relating
and explicating? by identifying key intersections between consumer
empathy and customer experience (Kindermann et al, 2024;
Maclnnis, 2011). Furthermore, it allowed us to view consumer em-
pathy literature through a customer experience lens by using the
terminologies of both concepts as our coding scheme (Weidig
et al., 2024). In more detail, our coding scheme enabled the con-
ceptual synthesis of the literature on consumer empathy and cus-
tomer experience as it represents the components of our conceptual
framework. In accordance with the perception-action model of em-
pathy (Preston & de Waal, 2002), we classified cognitive and affective
empathy to depict the procedure of an empathic customer
experience.

Furthermore, we coded subconscious, immediate responses to
interactions as supplementary customer experience responses, which
prior research has treated as dependent variables of consumer em-
pathy (Davis, 1996; Preston & de Waal, 2002). As introduced in
Section 2.3, we categorized the identified consumer interactions as

2Kindermann et al. (2024, pp. 30-31) describes relating as “find[ing] similarities and
connect[ing] previously disparate conceptual entities (i.e., integrating),” and explicating as
“mappling] out the antecedents, consequences, or boundary conditions of a conceptual
entity (i.e., delineating).”

experience partners, touchpoint types, and customer journey stages
(Gahler et al., 2023).

We classified antecedents to consumer empathy as stimuli at
interactions that experience partners are able to design to foster an
empathic customer experience. To cover potential contextual factors
of an empathic customer experience, we employed three categories:
customer, situational, and sociocultural (Becker & Jaakkola, 2020).
Prior research has used these contextual factors as moderating
variables when studying the emergence of consumer empathy.
Dependent variables of consumer empathy referring to long-term,
deliberate outcomes were assigned codes to evaluative outcomes of
empathic customer experiences (Becker & Jaakkola, 2020; Lemon &
Verhoef, 2016). We provide an exemplary overview of our deductive

coding scheme in Web Appendix B.

4 | DESCRIPTIVE ANALYSIS

In this section, we present the descriptive results of our literature
review on consumer empathy in marketing research. We provide a
brief overview of the articles published per year (see Figure 3) and
per journal (see Figure 4), the methodological approaches employed
by the authors, and the research setting of the study. Finally, we
present descriptive results of consumer interactions, accounting for
experience partner, touchpoint type, and customer journey stage (see
Table 2).

Our findings indicate continuous growth in the number of empirical
articles on consumer empathy in marketing and marketing-related lit-
erature between 2010 and 2024, except for 2020. The graph in Figure 3
underscores the importance of consumer empathy in marketing and
service research, which is particularly evident since 2021.

The 102 reviewed articles were published across 42 different
journals. Notably, one-third of the sample was published in Psychol-
ogy & Marketing (12), Journal of Retailing & Consumer Services (9),
Journal of Business Research (8), and Journal of Consumer Research (5).
In addition to marketing-oriented journals (78%), consumer empathy
research also appears in computer science (7%), psychology (6%), and
other business-oriented journals (9%). Figure 4 provides an overview
of the most important journals for empirical research on consumer
empathy. In addition, we identified 29 other journals that have
published one or two empirical articles on consumer empathy (for
overview of all relevant journals, see Web Appendix C). This broad
distribution emphasizes the relevance of consumer empathy across
various research settings.

Furthermore, Table 2 outlines the methods used in the articles.
Predominantly, quantitative articles have been published with data
collected through experiments or surveys. Only one article employed
a mixed-method approach, integrating both qualitative and quanti-
tative research. Analogous to the large number of definitions of
consumer empathy used in marketing research (see Table 1), the ar-
ticles adopted many different scales to assess consumer empathy.
This highlights the ongoing quest for a standardized measurement of

empathy from the consumer perspective.
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We identified four primary research settings in marketing liter-
ature that focus on consumer empathy. First, 53% of the empirical
research pertained to service interactions, encompassing research
settings such as hospitality and interactions involving artificial mar-
keting agents such as service robots. Second, 29% of research fo-
cused on interactions through advertising, spanning both offline and
online contexts, including commercials in charity, retail, and service
settings. Third, 12% of the articles addressed interactions in retail and
sales settings, covering scenarios such as grocery shopping and
Fourth, 6% into

business-to-business sales. of articles delved

interactions within digital marketing environments, emphasizing the
role of consumer empathy on platforms such as social media.

With respect to relevant consumer interactions for an empathic
customer experience, we provide an overview of the distribution of
these interactions across experience partners, touchpoint types, and
customer journey stages in Table 3. The table shows the frequency of
specific combinations of these elements together with exemplary
consumer interactions taken from our literature sample. The majority
of interactions focus on “personnel” experience partners (n=49),

including both human and artificial experience partners. Human
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TABLE 2 Atrticle types and methodologies applied.

Paper type Method Total

w
(%]

Quantitative Lab experiment

w
o

Survey research

Field experiment + lab experiment
Field experiment

Longitudinal methods (panel)

Lab experiment + survey research
Neuroscientific approach

Others

Qualitative None

N © W N N W » o

Mixed-method Interview, survey

partners include sales or service employees (Delpechitre et al., 2018),
while artificial ones are chatbots, service robots, or virtual assistants
(Mari et al., 2024). In addition, a substantial number of articles
address consumer interactions with “brand” as the experience part-
ner (n = 41). Experience partners in this category typically encompass
companies as a whole, advertisements, products, and packaging
(Chen, Razzaq, et al., 2021; Kang et al., 2024). Finally, studies on
consumer empathy consider interactions with “other customers” as
experience partners (n=12). Within this category, we identified in-
teractions that consider not only other customers (e.g., through
customer reviews) but also social media influencers and suffering
individuals, such as patients (Hossain & Rahman, 2022; Wang
et al., 2016). We provide a detailed breakdown of all experience
partners in our literature sample in Web Appendix D.

With respect to touchpoint type, we found more consumer in-
teractions in offline settings (n=57) than in online settings (n = 33).
Offline touchpoints are represented through personal interactions,
offline channel advertisements, or shopping scenarios (Ding
et al., 2021; Park & Lee, 2015). Respective consumer interactions
involving online touchpoints include encounters with chatbots, digital
advertisements, or online reviews (Allard et al., 2020; Park &
Rhee, 2019). In addition, we identified several articles comparing
empathy levels of offline and online touchpoints (e.g., human em-
ployee vs. artificial agent), which we classify as covering both offline
and online touchpoints (Gelbrich et al., 2021; Liu-Thompkins
et al., 2022).

Finally, the majority of articles examining consumer empathy
focus on the pre-purchase stage of the customer journey (n=52).
Typical interactions in this stage include advertisements or sales calls
(e.g., Fisher & Ma, 2014; Li, Peluso, et al., 2023). Moreover, several
articles examine consumer interactions during the post-purchase
stage (n = 32), covering scenarios such as service recovery or product
returns (e.g., Jiao & Wang, 2018; Wei et al., 2020). The fewest
number of articles on consumer empathy address interactions during

the purchase stage (n=17), particularly focusing on consumer

interactions during checkout in restaurants or similar establishments
(e.g., Davis et al., 2017; Hershcovis & Bhatnagar, 2017).

5 | CONSUMER EMPATHY AND
CUSTOMER EXPERIENCE: A CONCEPTUAL
SYNTHESIS

In this section, we describe our empathic customer experience
framework resulting from our conceptual synthesis (see Figure 5).
Drawing on the perception-action model of empathy, we first
introduce the centerpiece of our framework—the empathic customer
experience, including “perception” and “action” (empathic core)—and
supplementary responses that an empathic customer experience may
encompass. We then delineate stimuli that can cause an empathic
customer experience and highlight potential contextual factors that
can influence the emergence of an empathic customer experience.
Finally, we illustrate how an empathic customer experience may

affect evaluative outcomes.

5.1 | Perception and action of an empathic
customer experience

According to the perception-action model of empathy (see Sec-
tion 2.2), an empathic customer experience entails (1) a cognitive
response in the form of perception and perspective-taking and
(2) an affective response, referring to emotional contagion
(Davis, 1983, 1996), which together form the empathic core of an
empathic customer experience. By drawing on marketing research on
consumer empathy, we explore the process of an empathic customer
experience encompassing its cognitive, affective, and supplementary

responses.

5.1.1 | Cognitive empathy (perception)

Cognitive empathy captures the perception of an individual's or
object's situation and comprises the process of perspective-taking
(see Section 2.2) as part of the empathic core, which we initially
introduced as the cognitive response in an empathic customer ex-
perience to another's perspective. The results of our conceptual
synthesis indicate that consumers may take the perspective not only
of their respective experience partners but also of additional in-
dividuals or objects involved in the interaction. First, interactions with
“personnel” experience partners include those with employees or
artificial agents. Employees with direct customer contact (i.e., sales-
people and service staff) are primary objectives of perspective-taking
in these interactions (Davis et al., 2017; Gerlach et al., 2016). How-
ever, consumers can also take the perspective of artificial agents (Kim
& Hur, 2024). In interactions with “other customer” experience
partners, cognitive empathy represents consumers' perspective-

taking of fellow customers or social media influencers. In this case,
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FIGURE 5 Empathic customer experience framework. *Stimulus X, Y, and Z serve as placeholders in the figure. The stimuli identified from

the literature sample are presented within Table 5 (Section 5.2).

perspective-taking occurs when consumers perceive others' experi-
ences through, for example, reports, online reviews, social media
posts (De Campos Ribeiro et al., 2018; Li, Chen, et al., 2023).
Second, cognitive empathy can unfold toward objects, particu-
larly advertising characters, companies, or products, and occurs
during interactions with “brand” experience partners. Regarding
visual advertisements, consumers often engage in perspective-taking
of depicted characters, such as distressed children or homeless in-
dividuals in charity advertisements (Bagozzi & Moore, 1994; Bartsch
& KloB, 2019). Perspective-taking also emerges toward advertising
characters in retail advertisements (Akestam et al., 2017; Escalas &
Stern, 2003). Furthermore, cognitive empathy can be specified to-
ward a company in service recovery scenarios and complaint man-
agement (Min et al., 2015), but also through text-based advertise-
ments, in which the focus is more on the written content (Ein-Gar &
Levontin, 2013). Eventually, perspective-taking can be directed to-
ward products, such as during grocery shopping (Ding et al., 2021).

5.1.2 | Affective empathy (action)
We now shift our focus to the subsequent affective response
(“action”), known as emotional contagion (see Section 2.2), as part of
the empathic core within the empathic customer experience. Draw-
ing on the results of our conceptual synthesis, we delineate two
primary categories of affective responses within the empathic core.
Affective empathy can manifest as emotions directed toward a spe-
cific individual or object or as either positive or negative mood,
depending on the interaction.

First, affective empathy as emotions directed to another indi-
vidual or object may align with the respective experience partner or

with objects (e.g., in advertisements). Common affective responses
include sympathy, compassion, being moved, and pity toward the
targets of the emotion (Basil et al., 2006; Jiao & Wang, 2018; Lee &
Holden, 1999; Yang & Yen, 2018). Feelings of tenderness, soft-
heartedness, and the sense of being touched can also characterize
affective responses within empathic customer experiences (Mattila &
Hanks, 2012; Verhaert & van den Poel, 2011; Yu et al., 2024).
Second, consumers' moods in empathic customer experiences
can be either positive or negative. A successful service recovery, for
example, can cause positive moods such as feelings of warmth,
gratitude, and appreciation (Haupt et al., 2023; Pelau et al., 2021;
Simon, 2013), as well as feelings of happiness, nostalgia, and delight
(Collier et al., 2018; Hwang & Chu, 2019; Zhou et al., 2012). Con-
versely, encountering an advertisement with suffering people may
lead to negative moods, such as feelings of concern, disgust, and
unease (Kang et al., 2024; Sung et al., 2023; Zhou et al., 2012). In
extremely unfavorable perceived interactions, such as observing
other humans in severe pain, affective responses can encompass
exceptionally negative feelings of guilt, sadness, anger, and even fear
or pain (Bagozzi & Moore, 1994; Basil et al., 2008; Zheng et al., 2021).

513 |
responses

Supplementary customer experience

In line with the perception-action model of empathy, we now
describe supplementary customer experience responses that are asso-
ciated with the empathic customer experience (Davis, 1996; Preston
& de Waal, 2002). These supplementary responses accompany and
thus go beyond the empathic core as outlined in Section 2.4 and are
treated in empirical studies as dependent variables of consumer
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TABLE 4 Overview of supplementary responses from the
literature sample.

Supplementary

Dimension  response Valence  Author, year
Cognitive Imagination Positive  Grigsby et al. (2023)
Immersion Positive Jung & Im (2021)
Maladaptive Negative  Basil et al. (2008)
responses
Narrative Positive Grigsby et al. (2023)
transportation
Perceived Positive Haupt et al. (2023)
competence
Reactance Negative  Bartsch &
KloR (2019)
Responsibility Positive Kandaurova &
Lee (2019)
Understanding Positive Liu & Sundar (2018)
Behavioral Ad-skipping Negative Jeon et al. (2024)
Call duration Positive Li, Peluso, et al., 2023;
Luo et al., 2019
Social Altruistic motive Positive Li, Chen, et al., 2023
Psychological Positive Lv et al. (2022)
distance
Social judgment Positive Kim et al. (2022)
Social presence Positive Mari et al. (2024)
Sensorial Spine-tingling Positive Liu & Sundar (2018)
perception

empathy that occur automatically and spontaneously. We identify
supplementary cognitive, behavioral, social, and sensorial responses
in our literature sample, as summarized in Table 4.

First, our conceptual synthesis uncovered supplementary cogni-
tive customer experience responses, which can include an improvement
of imagination and narrative transport (Grigsby et al., 2023), increase
consumers' understanding of an individual or object (e.g., experience
partner), and strengthen consumers' perceived responsibility for the
situation (Kandaurova & Lee, 2019; Liu & Sundar, 2018). An empathic
customer experience can also be accompanied by an increase of
consumers' immersion in the experience (Jung & Im, 2021) and has
the potential to mitigate maladaptive responses, such as reactance
(Bartsch & KloB, 2019; Basil et al., 2008).

Second, we identified two behavioral customer experience
responses in our literature sample. An empathic customer experience
can increase interaction duration, resulting, for example, in longer
calls with sales agents (Li, Peluso, et al., 2023; Luo et al., 2019). It can
also mitigate ad-skipping behavior on online video platforms (Jeon
et al., 2024).

Third, we identified social customer experience responses, such as

consumers' improved social judgment (Kim et al., 2022) and increased

altruistic orientation (Li, Peluso, et al., 2023). Furthermore, the find-
ings of our literature analysis show that an empathic customer ex-
perience can reduce the psychological distance between consumer
and agent (Lv et al., 2022) and enhance the perceived social presence
of the experience (Mari et al., 2024), particularly in interactions with
artificial agents. Last, the only sensorial customer experience response
we were able to identify in our literature sample is spine-tingling
perception (Liu & Sundar, 2018).

5.2 | Stimuli evoking an empathic customer
experience

In this section, we introduce specific stimuli that prior research has
shown to evoke empathic customer experiences. We analyze these
stimuli through the conceptual synthesis of our literature sample.
Potential stimuli that can cause an empathic customer experience
depend on the research setting and therefore are limited in terms of
applicability. We present a detailed overview of the stimuli for an
empathic customer experience, including references to experience
partners, touchpoint type, and customer journey stage, as identified
through our qualitative content analysis, in Table 5. According to our
conceptual synthesis, most empirical studies on consumer empathy
have focused on stimuli that occur during the pre-purchase customer
journey stage with “personnel” and “brand” experience partners at
both offline and online touchpoints. Likewise, only a few stimuli are
relevant for evoking an empathic customer experience during the
purchase or post-purchase stage. In the post-purchase stage, the
literature covers stimuli at offline and online touchpoints with “per-
sonnel” experience partners. Stimuli involving interactions with
“other customers” as experience partners have only been identified in
the pre-purchase stage at online touchpoints. In the following para-
graphs, we therefore provide a detailed analysis of the individual
stimuli we identified as potential antecedents to the emergence of an
empathic customer experience.

First, our conceptual synthesis reveals several stimuli in inter-
actions with the “personnel” experience partner (i.e., employees,
salespeople, or artificial agents). For example, customer-oriented at-
titudes and behaviors (Gerlach et al., 2016) or observations of
aggressive mistreatment of an employee by a consumer can evoke an
empathic customer experience response toward the employee
(Hershcovis & Bhatnagar, 2017). Research shows that employees
who act morally are more effective in fostering an empathic customer
experience than those who are merely competent (Kirmani
et al., 2017). In service recovery scenarios, employees' remorseful
apologies also enhance empathic customer experiences (Hill &
Boyd, 2015). Similarly, research indicates that employees elicit higher
levels of consumer empathy than artificial agents (Luo et al., 2019;
Zhang et al., 2023). Artificial agents, however, that express a high-
degree of anthropomorphism, including visual design elements (e.g.,
face or body) or linguistic elements (e.g., language type) (Dootson
et al., 2023; Pelau et al., 2021), or high levels of social interaction,

proactivity, and interpersonal contact (Luo et al., 2019; Xie
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(Continued)

TABLE 5

Customer journey stage

Post-purchase

Purchase

Pre-purchase

Touchpoint type

Touchpoint type

Touchpoint type

e Unfairness of negative

Other

online review (+)

(Allard

customers

et al., 2016/2020)

o Influencer network

centrality (+) (Jung &

Im, 2021)

o Influencer

trustworthiness (+)
(Jung & Im, 2021)

B W LEY—L*

et al., 2022; Yim, 2023) can also induce an empathic customer ex-
perience. When interacting with company representatives (e.g., ser-
vice employees) via online channels, disclosing personal or company-
related information, as well as using emojis in written communication,
can evoke empathic customer experience (Mangus et al., 2020; Wang
et al., 2023). In addition, employees using first-person pronouns in
written communication can evoke an empathic customer experience
(Packard et al., 2018).

Second, we discovered stimuli in interactions with a “brand”
experience partner, primarily within advertising settings including
visual and content-related design factors. Visual stimuli focus on
settings of an advertisement, such as vividness, drama, or depicted
movement (Escalas & Stern, 2003; Grigsby et al., 2023; Mooradian
et al., 2008). Such stimuli can also depict specific targets, such as
distressed children, to evoke an empathic customer experience
(Fisher & Ma, 2014; Sung et al., 2023). Content-related stimuli
include emotional appeals, personalization cues, or underdog posi-
tioning (Bartsch & KloB, 2019; Jun et al., 2015; Zheng et al., 2024).
Reducing social distance between consumers and advertising content
can also foster an empathic customer experience (Ein-Gar &
Levontin, 2013). The medium through which an advertisement is
displayed represents another crucial stimulus. Immersive environ-
ments, such as virtual reality, are more effective in facilitating em-
pathic customer experiences due to increased telepresence than
ordinary video advertisements (Kandaurova & Lee, 2019; Moriuchi &
Murdy, 2022), whereas disclosing that an advertisement was gener-
ated by an artificial intelligence can hinder it (Arango et al., 2023).
Furthermore, our results uncover stimuli that relate to a company's
communication measures or image. For example, framing a com-
pany's image as humanlike (Tang & Gray, 2021) and emphasizing its
environmental and responsible orientation can induce an empathic
customer experience (Bae et al., 2023; Kang et al., 2024). In addition,
interactions with physical products that exhibit anthropomorphic
designs can create empathic customer experiences (Chen, Razzaq,
et al., 2021; Ding et al., 2021).

Finally, marketing research has explored stimuli in interactions
with “other customer” experience partners. For example, ex-
aggeratedly negative comments or consumer reviews on companies
can result in empathic customer experiences, whereby empathy to-
ward harmed customers is experienced (Allard et al., 2016; Allard
et al., 2020). In interactions with social media influencers, specific
characteristics such as their network and trustworthiness can also
serve as crucial stimuli for an empathic customer experience, which is
then directed toward the influencer (Jung & Im, 2021).

5.3 | Contextual factors

We now discuss three categories of contextual factors—customer,
situational, and sociocultural (Becker & Jaakkola, 2020)—that may
either positively or negatively influence the impact of potential
stimuli on empathic customer experiences and that empirical

research on consumer empathy treats as moderating variables.
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TABLE 6 Overview of contextual factors from the literature sample.

Contextual factor Moderator variables

Customer Ability to experience emotions

Ad appeal

Age differences

Attitude towards homosexuality
Consumer Power

Psychological ownership

Task orientation

Situational Employee-spotlight

Honest apology
Influencer effort
Persuasive intention
Sponsorship disclosure
Goal frame

Sociocultural COVID-19 pandemic

Responsibility for recipients

Table 6 presents an overview of the respective contextual factors
and their valence, resulting from our qualitative content analysis.
Note that the identified contextual factors are specific to the inter-
action, and therefore depend on the research setting.

First, our findings indicate that “customer” factors primarily
involve consumers' traits and characteristics, such as emotional
processing ability and demographics (e.g., age) (Allard et al., 2020;
Gerlach et al., 2016). Attitudes toward advertisement topics (Akes-
tam et al., 2017), low ambitions for goal achievement, and consumers'
task orientation all potentially boost an effect of stimuli on the em-
pathic customer experiences (Wei et al., 2020). Likewise, research
indicates that the sense of product ownership in purchase decisions
(Ding et al., 2021) is a crucial customer-related factor that fosters the
impact of a stimuli on the emergence of an empathic customer ex-
perience (Xie et al., 2022).

Second, “situational” factors pertain to company or business
partners activities that moderate the effect of stimuli on empathic
customer experience development. For example, honest apologies by
employees in service recovery settings (Allard et al., 2020) or target
group-specific goal framing in charity advertisements supports the
(Zheng

et al, 2024). Similarly, influencers' high efforts in social media

development of an empathic customer experience
activities positively affect empathic customer experiences emergence
(Li, Peluso, et al., 2023). By contrast, situational factors diminishing
the impact of stimuli on empathic customer experiences include
companies' persuasive intentions, such as flattering comments, ex-
cessive attention at the point of sale (Lee & Yi, 2022), or the dis-
closure of sponsorships of social media influencers (Jung & Im, 2021).
Third, our findings reveal the presence of two key factors within the

realm of “sociocultural” factors encompassing environmental or

Valence Author, year

Positive Allard et al. (2020)
Positive Chan & Septianto (2022)
Positive Gerlach et al. (2016)
Positive Akestam et al. 2017
Negative Wei et al. (2020)
Positive Ding et al. (2021)
Positive Xie et al. (2022)
Positive Allard et al. (2020)
Positive Allard et al. (2020)
Positive Li, Peluso, et al., 2023
Negative Lee & Yi (2022)
Negative Jung & Im (2021)
Negative Zheng et al. (2024)
Positive Yu et al. (2024)
Negative Lee et al. (2014)

interaction setting-related moderators: (1) the positive impact of the
COVID-19 pandemic in grocery purchase decisions (Yu et al., 2024)
and (2) the sense of responsibility for recipients in charity settings.
However, responsibility decreases the likelihood of an empathic

customer experience (Lee et al., 2014).

5.4 | Evaluative outcomes

This section addresses evaluative outcomes resulting from an em-
pathic customer experience, which we classified into four types:
prosocial outcomes, purchase and consumption outcomes, satisfac-
tion outcomes, and attitude and assessment outcomes. Table 7
provides an overview of the evaluative outcomes, conceived as
deliberate outcomes of an empathic customer experience requiring
cognitive effort, as extracted dependent variables of consumer em-
pathy through our qualitative content analysis. Note that evaluative
outcomes of empathic customer experiences always depend on the
research setting.

First, a considerable amount of research on consumer em-
pathy focuses on charity marketing, in which outcomes fre-
quently align with prosocial and moral behaviors, such as dona-
tion intentions (e.g., Arango et al., 2023; Wang et al., 2016), and
an increase in donation volume (e.g., Chan & Septianto, 2022;
O'Loughlin Banks & Raciti, 2018). Prior research also shows that
an empathic customer experience engenders a heightened will-
ingness to engage in prosocial conduct and moral behavior,
including the propensity to assist people in distress and consider
environmental factors in decision-making (Jiao & Wang, 2018;
Lee & Holden, 1999; Lee et al., 2019).
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TABLE 7 Overview of evaluative outcomes from the literature sample

Category

Prosocial outcomes

Purchase and
consumption
outcomes

Evaluative outcomes

Donation intention

Moral/prosocial
behavior

Donation amount

Helping behavior

Eco-friendly behavior
Maladaptive moral

behavior

(Re-)Purchase intention

Word-of-mouth

(Re-)Use intention

Negative behavioral
intentions(complaining;
churn; etc.)

Author, year

Arango et al. (2023)
Bartsch & KloR (2019)
Basil et al. (2006)

Basil et al. (2008)

Ein-Gar & Levontin (2013)
Lee et al. (2014)

Mattila & Hanks (2012)
Moriuchi & Murdy (2022)

Bartsch & KloR (2019)
Grinstein et al. (2019)
Jiao & Wang (2018)
Kirmani et al. (2017)
McGinnis et al. (2017)
Tang & Gray (2021)
Zhou et al. (2012)

Chan & Septianto (2022)
O'Loughlin Banks &
Raciti (2018)

Verhaert & van den

Poel (2011)

Anaza (2014)

Bagozzi & Moore (1994)
Lee & Holden (1999)
Lee et al. (2019)

Ding et al. (2021)
Lee & Holden, (1999)

Basil et al. (2006)
Basil et al. (2008)

Akestam et al., 2017
Allard et al. (2016)

Allard et al. (2020)

Bae et al. (2023)

Cai & Yu (2022)

Chen, Razzagq, et al. (2021)
Hwang & Chu (2019)
Kang et al. (2024)

Li, Peluso, et al., (2023)

Anaza (2014)

Collier et al. (2018)
Kang et al. (2024)

Li, Chen, et al. (2023)
Pozharliev et al. (2021)
Umasuthan et al. (2017)
Yim (2023)

Yun & Park (2022)

De Kervanoael et al., (2020)

Kandaurova & Lee, (2019)
Kim & Hur, (2024)

Lv et al. (2022)

Yoo (2021)

Zhang et al. (2023)

De Campos Ribeiro et al. (2018)

Dootson et al. (2023)
Sheng et al. (2024)

B W LEY—L %

Park & Rhee (2019)

Park & Lee (2015)

Sung et al. (2023)

Verhaert & van den Poel (2011)
Wang et al. (2016)

Zheng et al. (2021)

Sh. Li, Zhu, et al. (2023)
Luo et al. (2019)
Packard et al. (2018)
Simon (2013)

Stout & Leckenby (1986)
Wei et al. (2022)

Yang & Yen (2018)

Yu et al. (2024)

Yun & Park (2022)

(Continues)
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TABLE 7 (Continued)
Category Evaluative outcomes

Tipping behavior/
amount

Switching behavior from
human to digital

Willingness to pay

Category Evaluative outcomes
Satisfaction Customer satisfaction
outcomes

Trust

Forgiveness

Loyalty

Commitment

(Un-)Fairness

Attitude and Attitude
assessment
outcomes

Assessment

Persistence

Technology acceptance

Author, year

e Davis et al. (2017)
e Hershcovis & Bhatnagar (2017)

Li & Zhang (2023)

Allard et al. (2016)

Author, year

e Aggarwal et al. (2005)

e Anaza (2014)

e Chen, Mohanty, et al., 2021
e Davis et al. (2017)

e Delpechitre et al. (2018)

e Gelbrich et al. (2021)

e Gerlach et al. (2016)

e Haupt et al. (2023)

e Hocutt et al. (2006)

e Aggarwal et al. (2005)

e Chi & Hoang Vu (2023)

e Mangus et al. (2020)

e Mari et al. (2024)

e Pelau et al. (2021)

e Lvetal (2022)

e WeiRhaar & Huber (2016)

e Collier et al. (2018)
e Hill & Boyd (2015)
e Wang et al. (2023)
e Wei et al. (2020)
e Wei et al. (2022)

e Fan et al. (2023)
e Gerlach et al. (2016)
e Prentice & Nguyen (2020)

e Delpechitre et al. (2018)
e WeiRhaar & Huber (2016)

Tang & Gray (2021)

o Akestam et al. (2017)

e Escalas & Stern (2003)

o Grigsby et al. (2023)

e Hershcovis & Bhatnagar (2017)
e Jun et al. (2015)

e Jung & Im (2021)

o Kang et al. (2024)

e Sheng et al. (2024)

o Allard et al. (2020)

e Argo et al. (2008)

e He et al. (2021)

e Hershcovis & Bhatnagar (2017)
o Lee & Vi (2022)

e Yang & Yen, (2018)

e Gelbrich et al. (2021)
e Kim et al. (2022)

Pelau et al. (2021)

Min et al. (2015)
Packard et al. (2018)
Roschk & Kaiser (2013)
Sheng et al. (2024)
Simon (2013)

Ye et al. (2017)

Yun & Park (2022)
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Second, an empathic customer experience positively influences
purchasing, consumption, and usage decisions. Prior studies indicate
that an empathic customer experience enhances purchase intention
(e.g., Allard et al., 2020; Wei et al., 2022), leads to a greater willing-
ness to pay premium prices, and fosters higher tipping as well as
positive word of mouth (e.g., Allard et al., 2016; Davis et al., 2017;
Pozharliev et al., 2021). Furthermore, empathic customer experiences
encourage service reuse and co-creation, especially in interactions
with artificial agents (Lv et al., 2022; Xie et al., 2022). Importantly, an
empathic customer experience can mitigate negative behavioral
intentions such as complaints, negative word of mouth, and customer
churn (Sheng et al., 2024; Yim, 2023).

Third, empirical studies illustrate that an empathic customer ex-
perience increases customer satisfaction (e.g., Packard et al., 2018;
Simon, 2013). Depending on the setting of the interaction, satisfac-
tion refers to employees, the services provided, and the success of
service recoveries (Aggarwal et al., 2005; Gelbrich et al, 2021;
Roschk & Kaiser, 2013). Similarly, an empathic customer experience
fosters consumer trust, loyalty, and commitment to companies, em-
ployees, or artificial agents (Chi & Hoang Vu, 2023; Fan et al., 2023;
WeiBhaar & Huber, 2016). Moreover, in the setting of complaint
handling and service recovery, an empathic customer experience
facilitates consumer forgiveness and can mitigate the perceived
unfairness by consumers (Hill & Boyd, 2015; Tang & Gray, 2021).

Finally, the results of our conceptual synthesis show that an
empathic customer experience shapes consumer attitudes and
assessment, extending beyond specific advertisements, products, or
brands to encompass perceptions of entire companies (Akestam
et al., 2017; Grigsby et al., 2023). Particularly in interactions with
artificial agents, empathic customer experiences enhance consumer
technology acceptance and perception of the agents' competence
and usefulness (Pelau et al., 2021; Tojib et al., 2023).

6 | DISCUSSION

6.1 | Research contributions
This study examines the intersection of consumer empathy and
customer experience. It explores the rising importance of consumer
empathy and develops an empathic customer experience framework
through a conceptual synthesis that integrates both literature
streams. By doing so, we deduce insights for the consumer empathy
literature from customer experience literature and vice versa while
extending the application areas of both literature streams (Weidig
et al., 2024). Our study contributes to research in at least three ways.
First, we conceptually synthesized consumer empathy and cus-
tomer experience to better understand the relationship between
these concepts, which have been investigated in isolation so far.
Specifically, by conceptually synthesizing these concepts in a
structured and systematic way, we combined the two literature
streams with the conceptual goals of relating and explicating

(Maclnnis, 2011). To do so, we relied on the perception-action model

B W LEY—L >

of empathy and identified empathic customer experience as a con-
sumer response, caused by a stimulus during an interaction with an
experience partner at a touchpoint, involving perspective-taking of a
target object (i.e., cognitive response), and an appropriate emotional
contagion according to the perceived situation (i.e., affective
response). Supplementary customer experience responses (e.g.,
behavioral, social, sensorial) may further complement an empathic
customer experience (see Section 2.4). Our conception allowed us to
highlight the fundamental role of empathy in shaping customer ex-
periences. As emotional and empathic components remain indis-
pensable for cultivating a positive customer experience (Liu-
Thompkins et al., 2022), our work contributes to customer experi-
ence research in this respect.

Second, we derived the empathic customer experience frame-
work from our conceptual synthesis (see Section 5). This holistic
framework advances consumer empathy research, which, as men-
tioned, is fragmented (see Figure 1). We distinguish the individual
components of an empathic customer experience and further explore
their interrelationships through our framework. In particular, we
provide a detailed, literature-based review of all components of an
empathic customer experience and thus offer a comprehensive
structure of existing consumer empathy literature based on the
customer experience. As we analyzed the empirical research on
consumer empathy through a customer experience lens, we were
able to discover the emergence of an empathic customer experience
through stimuli (Section 5.2), its dynamics throughout the empathic
core and potential supplementary responses of various dimensions
(Section 5.1), potential contextual factors (Section 5.3), and the en-
during impact on evaluative outcomes (Section 5.4).

Third, the results from our conceptual synthesis enable us to
derive several directions for future research that address the em-
pathic customer experience framework and its components, as well
as more general directions for further research on consumer em-
pathy. Using our conceptual framework, we were able to identify
research gaps at the intersection of consumer empathy and customer
experience, which we summarize in Section 6.3 as part of our future
research agenda. In doing so, we not only highlight fields in which
further research is necessary but also provide concrete research
questions that can serve as a foundation for future studies to

advance the field of empathic customer experience.

6.2 | Managerial implications
Our empathic customer experience framework offers managers
guidance on fostering consumer empathy. Specifically, companies can
attain beneficial effects of empathic customer experiences if they
account for three key takeaways in their strategies and during their
everyday interactions with consumers.

First, our framework provides a comprehensive overview of
the distinct levers (i.e., stimuli; Section 5.2) that drive the creation of
an empathic customer experience (Section 5.1) during diverse con-

sumer interactions with experience partners at offline and online



LEHNERT and KUEHNL

32 | WiLEY-CE e

touchpoints along the customer journey (Section 4). Furthermore, we
raise managers' awareness of potential evaluative outcomes of an
empathic customer experience (Section 5.4) and the respective
context in which an empathic customer experience may arise
(Section 5.3).

Second, we recommend that managers deliberately design con-
sumer interactions with all identified experience partners (i.e., per-
sonnel, brand, and other consumers) in an offline and offline world (i.e.,
touchpoint type) along the customer journey to leverage empathic
customer experiences. In particular, managers might incorporate
anthropomorphic cues as stimuli in respective experience partners
(e.g., artificial agents, advertising characters, products) to evoke an
empathic customer experience (e.g., Chen, Razzaq, et al., 2021;
Pozharliev et al., 2021). Managers should strategically implement
these design elements to create more relatable and emotionally en-
gaging interactions with consumers. Similarly, our findings suggest that
managers should consider investing in technologies such as virtual
reality in advertising, which can increase the level of telepresence and
consequently induce empathic customer experiences (Kandaurova &
Lee, 2019). Moreover, we demonstrate that the emergence of an
empathic customer experience depends on contextual factors. Thus,
managers should tailor consumer interactions to consumer traits and
demographics (e.g., age distribution), situational factors (e.g., service
failure), and sociocultural factors (e.g., a pandemic like COVID-19) to
enhance the effectiveness of stimuli in fostering empathic customer
experiences.

Third, our work clearly demonstrates that offering an empathic
customer experience pays off. This is particularly evident in terms of
prosocial outcomes, purchase and consumption decisions, consumer
satisfaction, and consumer attitude. For charity firms, managers
should leverage the ability of empathic customer experiences to
promote prosocial behavior, such as increased donation intentions
and engagement in moral behaviors (e.g., Arango et al., 2023). Fos-
tering empathic customer experiences can also enhance purchase
intentions and mitigate negative behaviors such as consumer com-
plaints (e.g., Cai & Yu, 2022; Sheng et al., 2024). Finally, managers can
improve overall consumer attitudes and satisfaction by recognizing
consumer empathy as a crucial part of customer experiences and

their relationships with consumers.

6.3 | Future research directions and limitations
In this section, we outline various directions for future research en-
compassing the empathic customer experience framework, its com-
ponents, and broader fields for exploring consumer empathy in
marketing, while also considering the limitations of our study. Table 8
offers a research agenda with potential research questions for future
research.

First, our analysis shows that current research does not provide a
clear picture as to which type of experience partner is best suited to
elicit an empathic customer experience. Future studies could run

experiments to identify the experience partners that most effectively

induce these experiences. Such an investigation could account for the
appropriate touchpoint type and customer journey stage as well as
contextual factors. Relatedly, scholars might extend the research
setting by considering dynamic effects over time, as current studies
have focused on single interactions of empathic customer experience
so far. Furthermore, our analysis clearly reveals that most studies
have explored the effect of an empathic customer experience on
evaluative outcomes and neglected the effects on supplementary
responses within the empathic customer experience, especially in
terms of behavioral, social, and sensorial responses. We expect that
particularly unconscious, automatic behavioral (e.g., nodding) and
social (e.g., perceived social bonds) responses may constitute un-
derlying mechanisms that influence evaluative outcomes of an em-
pathic customer experience.

Second, with respect to the stimuli of an empathic customer
experience and accounting for ongoing technological developments,
future research could explore stimuli in artificial agents that induce an
empathic customer experience beyond anthropomorphism. The
integration of other emotional stimuli in this experience partner may
serve as a fruitful starting point (Huang & Rust, 2018). Likewise, with
the rise of social media and online recommendation platforms, in-
teractions with “other customer” experience partners are gaining
ground in consumers' everyday lives. However, research on stimuli of
empathic customer experience in those interactions is still scarce.
Similarly, future research might extend the investigation of stimuli to
how to induce an empathic customer experience response to slogans,
logos, and ethical branding with the “brand” experience partner,
particularly with physical objects. Moreover, with respect to the
customer journey stage, our findings reveal that stimuli of an em-
pathic customer experience mainly address the prepurchase stage.
Future studies should instead investigate potential stimuli with all
three experience partners in consumer interactions in the purchase
and postpurchase stages.

Third, with respect to contextual factors, our analysis discloses a
general need for empirical studies to take potential moderators of an
empathic customer experience into account. For example, in line with
previous research on consumer empathy, an empathic customer ex-
perience may vary in strength across individuals, age groups, or situa-
tions (Preston & de Waal, 2002), which might serve as another starting
point for future research in this respect. In our empathic customer
experience framework, we focused on contextual factors that influence
the emergence of an empathic customer experience. Contextual fac-
tors, however, also influence the effect of an empathic customer ex-
perience on evaluative outcomes (Becker & Jaakkola, 2020), which we
leave for further research to explore.

Fourth, with the notable exceptions of De Campos Ribeiro et al.
(2018) and Hershcovis and Bhatnagar (2017), the evaluated studies
show a positive effect of an empathic customer experience on eva-
luative outcomes. By contrast, future studies might explore interac-
tions in which an empathic customer experience evokes negative
evaluative outcomes. Such studies would be particularly insightful for
interactions that reveal moral and ethical misbehavior of companies

or their employees toward consumers. Furthermore, we considered
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TABLE 8
Theme

Empathic customer
experience

Stimuli of empathic
customer experiences

Theme

Contextual factors

Evaluative outcomes

Specific area of research

Experience partners

Touchpoint type & Customer
journey stage

Supplementary customer
experience response

Types of stimuli

Anthropomorphic cues

Stimuli of empathic customer
experiences

Specific area of research

Types of contextual factors

Intensity of contextual factors

Valence of evaluative outcomes

Not yet investigated effects

B - WILEY—L =

Research agenda and potential questions for future research.

Potential research questions for future research

Which types of experience partners are most effective in fostering empathic
customer experiences?

How do different types of experience partners affect the intensity of
empathic customer experiences?

How do empathic customer experiences evolve across multiple interactions
with the same or different experience partners over time?

At which stage of the customer journey can empathic customer experiences
be elicited most effectively?

Which types of touchpoints (online vs. offline) are most effective in
generating empathic customer experiences?

What additional supplementary responses (e.g., social, sensorial) are emerge
beyond empathic customer experiences?

Are certain supplementary responses stronger than others, potentially
overshadowing or overpowering one another?

How might supplementary responses potentially influence each other within
an empathic customer experience?

What are further stimuli of an empathic customer experience, especially
with “other customers” as experience partners, and during the post-
purchase stage?

What types of stimuli are most effective in inducing empathic customer
experiences when compared against each other?

What stimuli are most effective in inducing empathic customer experiences
during the purchase and post-purchase stages?

Which combinations of anthropomorphic cues (e.g., expression, gesture,
voice) are most effective in eliciting empathic customer experiences in
interactions with artificial agents?

What stimuli, beyond anthropomorphism, can effectively induce empathic
customer experiences in interactions with artificial agents?

How do interactions with “other customers” on social media or online
recommendation platforms impact empathic customer experiences?

What additional stimuli in interactions with “other customers” can enhance
the induction of empathic customer experiences?

How do elements such as slogans, logos, or ethical branding influence the
emergence of empathic customer experiences with physical products?

Potential research questions for future research

What additional contextual factors (e.g., sociocultural) moderate the
emergence of empathic customer experiences?

What (contextual) factors might influence the effect of empathic customer
experiences on evaluative outcomes?

Which types of contextual factors have the greatest (least) impact on the
emergence of empathic customer experiences?

Are there specific contextual factors that could harm the development of
empathic customer experiences?

How does the intensity of evaluative outcomes vary across different
settings?

Are there specific interactions that lead to empathic customer experiences
which could potentially inhibit evaluative outcomes (e.g., interactions
involving distressed consumers)?

What are the long-term effects of repeated empathic customer experiences
on evaluative outcomes?

How do evaluative outcomes of empathic customer experiences
quantitatively impact company performance?

(Continues)



LEHNERT and KUEHNL

> | WILEY-C= e

TABLE 8 (Continued)

Theme Specific area of research

Empathy in marketing & Various research areas .

service (in general)

evaluative outcomes of an empathic customer experience from the
consumer perspective. Determining the direct and indirect effects of
an empathic customer experience on company performance (e.g.,
sales figures, acquisition of new customers, retention) would also be
worthwhile.

Finally, in the quest for structuring the marketing literature with a
customer experience lens in a systematic way, we needed to make
some compromises with respect to the complexity of the resulting
empathic customer experience framework. As such, we were not able
to further distinguish between different views of consumer empathy as
being either a consumer trait or a state. We leave this additional dif-
ferentiation for further research. In addition, the objective and focus of
our research were on consumer empathy, which we selected given the
increasing number of publications on consumer interactions and the
relevance for a beneficial customer experience. As such, our findings
are naturally limited to this specific type of empathy and do not cover
empathy in general. We therefore call for future research also to
investigate employee empathy with a comprehensive view. Finally, our
descriptive and conceptual analyses enabled us to derive an overview
of the consumer empathy literature and the role of consumer empathy
in the customer experience, but we were limited in deriving statements
on the relative importance of these levers and evaluative outcomes.

Running a meta-analysis might be fruitful to overcome this limitation.

ACKNOWLEDGMENTS
Open Access funding enabled and organized by Projekt DEAL.

DATA AVAILABILITY STATEMENT
Data sharing not applicable to this article as no datasets were gen-
erated or analyzed during the current study.

ORCID

Leon Lehnert ' http://orcid.org/0009-0001-4625-3797

REFERENCES

Aggarwal, P., Castleberry, S. B., Ridnour, R., & Shepherd, C. D. (2005).
Salesperson empathy and listening: Impact on relationship out-
comes. Journal of Marketing Theory and Practice, 13(3), 16-31.
https://doi.org/10.1080/10696679.2005.11658547

Akestam, N., Rosengren, S., & Dahlen, M. (2017). Think about it—Can
portrayals of homosexuality in advertising prime consumer-
perceived social connectedness and empathy? European Journal of
Marketing, 51(1), 82-98. https://doi.org/10.1108/EJM-
11-2015-0765

Potential research questions for future research

How does an individual's inherent capacity for empathy (empathy as a trait)
influence the emergence of empathic customer experiences?

What methods can be employed to integrate empathic capabilities into
artificial agents?

How does empathy, from the perspective of a firm or employee, affect
interactions with consumers and the quality of consumer relationships?

Allard, T., Dunn, L., & White, K. (2016). Customer empathetic responses
toward brands being treated unfairly. Advances in Consumer
Research, 44, 376-380.

Allard, T., Dunn, L. H., & White, K. (2020). Negative reviews, positive
impact: Consumer empathetic responding to unfair word of mouth.
Journal of Marketing, 84(4), 86-108. https://doi.org/10.1177/
0022242920924389

Anaza, N. A. (2014). Personality antecedents of customer citizenship
behaviors in online shopping situations. Psychology & Marketing,
31(4), 251-263. https://doi.org/10.1002/mar.20692

Arango, L., Singaraju, S. P., & Niininen, O. (2023). Consumer responses to
Al-generated charitable giving ads. Journal of Advertising, 52(4),
486-503. https://doi.org/10.1080/00913367.2023.2183285

Argo, J. J., Zhu, R., & Dahl, D. W. (2008). Fact or fiction: An investigation
of empathy differences in response to emotional melodramatic en-
tertainment. Journal of Consumer Research, 34(5), 614-623. https://
doi.org/10.1086/521907

Bae, H., Grant, D. B., Banomyong, R., & Julagasigorn, P. (2023). Does
customer empathy mediate between the environmental orientation
of retail firms and customer purchase intentions? International
Journal of Logistics Research and Applications, 1-16. https://doi.
org/10.1080/13675567.2023.2264795

Bagozzi, R. P., & Moore, D. J. (1994). Public service advertisements:
Emotions and empathy guide prosocial behavior. Journal of
Marketing, 58(1), 56-70. https://doi.org/10.1177/00222429940
5800105

Barrett-Lennard, G. T. (1962). Dimensions of therapist response as causal
factors in therapeutic change. Psychological Monographs: General and
Applied, 76(43), 1-36. https://doi.org/10.1037/h0093918

Bartsch, A., & KloR, A. (2019). Personalized charity advertising. Can per-
sonalized prosocial messages promote empathy, attitude change, and
helping intentions toward stigmatized social groups? International
Journal of Advertising, 38(3), 345-363. https://doi.org/10.1080/
02650487.2018.1482098

Basil, D. Z., Ridgway, N. M., & Basil, M. D. (2006). Guilt appeals: The
mediating effect of responsibility. Psychology and Marketing, 23(12),
1035-1054. https://doi.org/10.1002/mar.20145

Basil, D. Z., Ridgway, N. M., & Basil, M. D. (2008). Guilt and giving: A
process model of empathy and efficacy. Psychology & Marketing,
25(1), 1-23. https://doi.org/10.1002/mar.20200

Batson, C. D., Duncan, B. D., Ackerman, P., Buckley, T., & Birch, K. (1981).
Is empathic emotion a source of altruistic motivation? Journal of
Personality and Social Psychology, 40(2), 290-302.

Batson, C. D., Polycarpou, M. P., Harmon-Jones, E., Imhoff, H. J,
Mitchener, E. C., Bednar, L. L., Klein, T. R., & Highberger, L. (1997).
Empathy and attitudes: Can feeling for a member of a stigmatized
group improve feelings toward the group? Journal of Personality and
Social Psychology, 72(1), 105-118.

Baumeister, R. F., Brewer, L. E., Tice, D. M., & Twenge, J. M. (2007). Thwarting
the need to belong: Understanding the interpersonal and inner effects of
social exclusion. Social and Persondlity Psychology Compass, 1(1),
506-520. https://doi.org/10.1111/j.1751-9004.2007.00020.x


http://orcid.org/0009-0001-4625-3797
https://doi.org/10.1080/10696679.2005.11658547
https://doi.org/10.1108/EJM-11-2015-0765
https://doi.org/10.1108/EJM-11-2015-0765
https://doi.org/10.1177/0022242920924389
https://doi.org/10.1177/0022242920924389
https://doi.org/10.1002/mar.20692
https://doi.org/10.1080/00913367.2023.2183285
https://doi.org/10.1086/521907
https://doi.org/10.1086/521907
https://doi.org/10.1080/13675567.2023.2264795
https://doi.org/10.1080/13675567.2023.2264795
https://doi.org/10.1177/002224299405800105
https://doi.org/10.1177/002224299405800105
https://doi.org/10.1037/h0093918
https://doi.org/10.1080/02650487.2018.1482098
https://doi.org/10.1080/02650487.2018.1482098
https://doi.org/10.1002/mar.20145
https://doi.org/10.1002/mar.20200
https://doi.org/10.1111/j.1751-9004.2007.00020.x

LEHNERT and KUEHNL

Becker, L., & Jaakkola, E. (2020). Customer experience: Fundamental
premises and implications for research. Journal of the Academy of
Marketing Science, 48, 630-648. https://doi.org/10.1007/s11747-
019-00718-x

Belk, R. (2022). Artificial emotions and love and sex doll service workers.
Journal of Service Research, 25(4), 521-536. https://doi.org/10.
1177/10946705211063692

Bengtsson, M. (2016). How to plan and perform a qualitative study using
content analysis. NursingPlus Open, 2, 8-14. https://doi.org/10.
1016/j.npls.2016.01.001

Bolton, R. N., McColl-Kennedy, J. R., Cheung, L., Gallan, A., Orsingher, C.,
Witell, L., & Zaki, M. (2018). Customer experience challenges:
Bringing together digital, physical and social realms. Journal of
Service Management, 29(5), 776-808. https://doi.org/10.1108/
JOSM-04-2018-0113

Cai, J., & Yu, L. (2022). Dual path mechanism of promoting classical fur-
niture and customer responses: From the perspective of empathy.
Frontiers in Psychology, 13, 999631. https://doi.org/10.3389/fpsysg.
2022.999631

Chan, E. Y., & Septianto, F. (2022). Disgust predicts charitable giving: The
role of empathy. Journal of Business Research, 142, 946-956. https://
doi.org/10.1016/j.jbusres.2022.01.033

Chen, N., Mohanty, S., Jiao, J., & Fan, X. (2021). To err is human: Tolerate
humans instead of machines in service failure. Journal of Retailing and
Consumer Services, 59, 102363. https://doi.org/10.1016/j.
jretconser.2020.102363

Chen, T., Razzaq, A., Qing, P., & Cao, B. (2021). Do you bear to reject
them? The effect of anthropomorphism on empathy and consumer
preference for unattractive produce. Journal of Retailing and
Consumer Services, 61, 102556. https://doi.org/10.1016/j.
jretconser.2021.102556

Chi, N. T. K., & Hoang Vu, N. (2023). Investigating the customer trust in
artificial intelligence: The role of anthropomorphism, empathy
response, and interaction. CAAIl Transactions on Intelligence
Technology, 8(1), 260-273. https://doi.org/10.1049/cit2.12133

Clark, M. A., Robertson, M. M., & Young, S. (2019). “| feel your pain”: A
critical review of organizational research on empathy. Journal of
Organizational Behavior, 40, 166-192. https://doi.org/10.1002/
job.2348

Collier, J. E., Barnes, D. C., Abney, A. K., & Pelletier, M. J. (2018). Idio-
syncratic service experiences: When customers desire the extra-
ordinary in a service encounter. Journal of Business Research, 84,
150-161. https://doi.org/10.1016/j.jbusres.2017.11.016

Cuff, B. M. P., Brown, S. J., Taylor, L., & Howat, D. J. (2016). Empathy: A
review of the concept. Emotion Review, 8(2), 144-153. https://doi.
org/10.1177/1754073914558466

Curtis, M., Quiring, K., Theofilou, B., & Bjornsjé, A. (2021). Life reimagined:
Mapping the motivations that matter for today's consumers. https://
www.accenture.com/us-en/insights/strategy/reimagined-
consumer-expectations

Davis, C., Jiang, L., Williams, P., Drolet, A., & Gibbs, B. J. (2017). Predis-
posing customers to be more satisfied by inducing empathy in them.
Cornell Hospitality Quarterly, 58(3), 229-239.

Davis, M. (1996). Empathy: A social psychological approach. Routledge.
https://doi.org/10.4324/9780429493898

Davis, M. H. (1983). Measuring individual differences in empathy: Evi-
dence for a multidimensional approach. Journal of Personality and
Social Psychology, 44, 113-126. https://doi.org/10.1037/0022-
3514.44.1.113

De Campos Ribeiro, G., Butori, R., & Le Nagard, E. (2018). The determinants
of approval of online consumer revenge. Journal of Business Research,
88, 212-221. https://doi.org/10.1016/j.jbusres.2018.03.024

De Kervanoael, R., Hasan, R., Schwob, A., & Goh, E. (2020). Leveraging
human-robot interaction in hospitality services: Incorporating the
role of perceived value, empathy, and information sharing into

B -WILEY—=

visitors' intentions to use social robots. Tourism Management, 78,
104042. https://doi.org/10.1016/j.tourman.2019.104042

De Keyser, A., Verleye, K., Lemon, K. N., Keiningham, T. L., & Klaus, P.
(2020). Moving the customer experience field forward: Introducing
the touchpoints, context, qualities (TCQ) nomenclature. Journal of
Service Management, 23(4), 433-455. https://doi.org/10.1177/
1094670520928390

Decety, J., & Jackson, P. L. (2004). The functional architecture of human
empathy. Behavioral and Cognitive Neuroscience Reviews, 3(2),
71-100. https://doi.org/10.1177/1534582304267187

Delpechitre, D., Rutherford, B. N., & Comer, L. B. (2018). The importance
of customer's perception of salesperson's empathy in selling. Journal
of Business & Industrial Marketing, 34(2), 374-388. https://doi.org/
10.1108/JBIM-03-2017-0073

Ding, Z., Sun, J., Wang, Y., Jiang, X, Liu, R,, Sun, W., Mou, Y., Wang, D., &
Liu, M. (2021). Research on the influence of anthropomorphic
design on the consumers' express packaging recycling willingness:
The moderating effect of psychological ownership. Resources,
Conservation & Recycling, 168, 105269. https://doi.org/10.1016/j.
resconrec.2020.105269

Dootson, P., Greer, D. A,, Letheren, K., & Daunt, K. L. (2023). Reducing
deviant consumer behaviour with service robot guardians. Journal of
Services Marketing, 37(3), 276-286. https://doi.org/10.1108/JSM-
11-2021-0400

Ein-Gar, D., & Levontin, L. (2013). Giving from a distance: Putting the
charitable organization at the center of the donation appeal. Journal
of Consumer Psychology, 23(2), 197-211. https://doi.org/10.1016/j.
jcps.2012.09.002

Eisenberg, N., & Miller, P. A. (1987). The relation of empathy to prosocial
and related behaviors. Psychological Bulletin, 101(1), 91-119.

Elo, S., & Kyngis, H. (2008). The qualitative content analysis process.
Journal of Advanced Nursing, 62(1), 107-115. https://doi.org/10.
1111/j.1365-2648.2007.04569.x

Escalas, J. E., & Stern, B. B. (2003). Sympathy and empathy: Emotional
responses to advertising dramas. Journal of Consumer Research,
29(4), 566-578. https://doi.org/10.1086/346251

Fan, H., Han, B.,, & Wang, W. (2023). Aligning (In)congruent Chatbot-
Employee empathic responses with service-recovery contexts for
customer retention. Journal of Travel Research. https://doi.org/10.
1177/00472875231201505

Fisher, R. J., & Ma, Y. (2014). The price of being beautiful: Negative effects
of attractiveness on empathy for children in need. Journal of
Consumer Research, 41(2), 436-450. https://doi.org/10.1086/
676967

Gahler, M., Klein, J. F., & Paul, M. (2023). Customer experience: concep-
tualization, measurement, and application in omnichannel environ-
ments. Journal of Service Research, 26(2), 191-211. https://doi.org/
10.1177/10946705221126590

Gelbrich, K., Hagel, J., & Orsingher, C. (2021). Emotional support from a
digital assistant in technology-mediated services: Effects on cus-
tomer satisfaction and behavioral persistence. International Journal
of Research in Marketing, 38(1), 176-193. https://doi.org/10.1016/j.
ijresmar.2020.06.004

Gerdes, K. E.,, Segal, E. A., & Lietz, C. A. (2010). Conceptualising and
measuring empathy. British Journal of Social Work, 40(7), 2326-2343.
https://doi.org/10.1093/bjsw/bcq048

Gerlach, G. I., Rodiger, K., Stock, R. M., & Zacharias, N. A. (2016). Sales-
persons' empathy as a missing link in the customer orientation-
loyalty chain: An investigation of drivers and age differences as a
contingency. Journal of Personal Selling & Sales Management, 36(3),
221-239. https://doi.org/10.1080/08853134.2016.1205446

Grigsby, J. L., Jewell, R. D., & Zamudio, C. (2023). A picture's worth a
thousand words: Using depicted movement in picture-based ads to
increase narrative transportation. Journal of Advertising, 52(4),
594-612. https://doi.org/10.1080/00913367.2022.2077267


https://doi.org/10.1007/s11747-019-00718-x
https://doi.org/10.1007/s11747-019-00718-x
https://doi.org/10.1177/10946705211063692
https://doi.org/10.1177/10946705211063692
https://doi.org/10.1016/j.npls.2016.01.001
https://doi.org/10.1016/j.npls.2016.01.001
https://doi.org/10.1108/JOSM-04-2018-0113
https://doi.org/10.1108/JOSM-04-2018-0113
https://doi.org/10.3389/fpsyg.2022.999631
https://doi.org/10.3389/fpsyg.2022.999631
https://doi.org/10.1016/j.jbusres.2022.01.033
https://doi.org/10.1016/j.jbusres.2022.01.033
https://doi.org/10.1016/j.jretconser.2020.102363
https://doi.org/10.1016/j.jretconser.2020.102363
https://doi.org/10.1016/j.jretconser.2021.102556
https://doi.org/10.1016/j.jretconser.2021.102556
https://doi.org/10.1049/cit2.12133
https://doi.org/10.1002/job.2348
https://doi.org/10.1002/job.2348
https://doi.org/10.1016/j.jbusres.2017.11.016
https://doi.org/10.1177/1754073914558466
https://doi.org/10.1177/1754073914558466
https://www.accenture.com/us-en/insights/strategy/reimagined-consumer-expectations
https://www.accenture.com/us-en/insights/strategy/reimagined-consumer-expectations
https://www.accenture.com/us-en/insights/strategy/reimagined-consumer-expectations
https://doi.org/10.4324/9780429493898
https://doi.org/10.1037/0022-3514.44.1.113
https://doi.org/10.1037/0022-3514.44.1.113
https://doi.org/10.1016/j.jbusres.2018.03.024
https://doi.org/10.1016/j.tourman.2019.104042
https://doi.org/10.1177/1094670520928390
https://doi.org/10.1177/1094670520928390
https://doi.org/10.1177/1534582304267187
https://doi.org/10.1108/JBIM-03-2017-0073
https://doi.org/10.1108/JBIM-03-2017-0073
https://doi.org/10.1016/j.resconrec.2020.105269
https://doi.org/10.1016/j.resconrec.2020.105269
https://doi.org/10.1108/JSM-11-2021-0400
https://doi.org/10.1108/JSM-11-2021-0400
https://doi.org/10.1016/j.jcps.2012.09.002
https://doi.org/10.1016/j.jcps.2012.09.002
https://doi.org/10.1111/j.1365-2648.2007.04569.x
https://doi.org/10.1111/j.1365-2648.2007.04569.x
https://doi.org/10.1086/346251
https://doi.org/10.1177/00472875231201505
https://doi.org/10.1177/00472875231201505
https://doi.org/10.1086/676967
https://doi.org/10.1086/676967
https://doi.org/10.1177/10946705221126590
https://doi.org/10.1177/10946705221126590
https://doi.org/10.1016/j.ijresmar.2020.06.004
https://doi.org/10.1016/j.ijresmar.2020.06.004
https://doi.org/10.1093/bjsw/bcq048
https://doi.org/10.1080/08853134.2016.1205446
https://doi.org/10.1080/00913367.2022.2077267

LEHNERT and KUEHNL

36 | WiILEY-[= o

Grinstein, A., Hagtvedt, H., & Kronrod, A. (2019). Aesthetically (dis)
pleasing visuals: A dual pathway to empathy and prosocial behavior.
International Journal of Research in Marketing, 36(1), 83-99. https://
doi.org/10.1016/j.ijresmar.2018.09.003

Hall, J. A., & Schwartz, R. (2019). Empathy present and future. The Journal
of Social Psychology, 159(3), 225-243. https://doi.org/10.1080/
00224545.2018.1477442

Haupt, M., Rozumowski, A., Freidank, J., & Haas, A. (2023). Seeking em-
pathy or suggesting a solution? Effects of chatbot messages on
service failure recovery. Electronic Markets, 33(1), 56. https://doi.
org/10.1007/s12525-023-00673-0

He, L., Pelowski, M., Yu, W., & Liu, T. (2021). Neural resonance in con-
sumers' right inferior frontal gyrus predicts attitudes toward adver-
tising. Psychology & Marketing, 38(9), 1538-1549. https://doi.org/
10.1002/mar.21523

Hershcovis, M. S., & Bhatnagar, N. (2017). When fellow customers behave
badly—Witness reactions to employee mistreatment by customers.
Journal of Applied Psychology, 102(11), 1528-1544. https://doi.org/
10.1037/apl0000249

Hill, K. M., & Boyd, D. P. (2015). Who should apologize when an employee
transgresses? Source effects on apology effectiveness. Journal of
Business Ethics, 130(1), 163-170. https://doi.org/10.1007/s10551-
014-2205-9

Hocutt, M. A., Bowers, M. R., & Todd Donavan, D. (2006). The art of
service recovery: Fact or fiction? Journal of Services Marketing, 20(3),
199-207. https://doi.org/10.1108/08876040610665652

Hogan, R. (1969). Development of an empathy scale. Journal of Consulting
and Clinical Psychology, 33, 307-316.

Hoffman, M. L. (2001). Toward a comprehensive empathy-based theory
of prosocial moral development, Constructive & destructive behavior:
Implications for family, school, & society (pp. 61-86). American Psy-
chological Association. https://doi.org/10.1037/10433-003

Hossain, S., & Rahman, F. (2022). Detection of potential customers' em-
pathy behavior towards customers' reviews. Journal of Retailing and
Consumer Services, 65, 102881. https://doi.org/10.1016/j.
jretconser.2021.102881

Hoyer, W. D., Kroschke, M., Schmitt, B., Kraume, K., & Shankar, V. (2020).
Transforming the customer experience through new technologies.
Journal of Interactive Marketing, 51, 57-71. https://doi.org/10.
1016/j.intmar.2020.04.001

Huang, M. H., & Rust, R. T. (2018). Artificial intelligence in service. Journal
of Service Research, 21(2), 155-172. https://doi.org/10.1177/
1094670517752459

Hwang, J., & Chu, W. (2019). The effect of others' outcome valence on
spontaneous gift-giving behavior: The role of empathy and self-
esteem. European Journal of Marketing, 53(4), 785-805. https://doi.
org/10.1108/EJM-09-2017-0602

Hwang, K., & Kim, H. (2018). Are ethical consumers happy? Effects of
ethical consumers' motivations based on empathy versus self-
orientation on their happiness. Journal of Business Ethics, 151(2),
579-598. https://doi.org/10.1007/s10551-016-3236-1

Innamorati, M., Ebisch, S. J. H., Gallese, V., & Saggino, A. (2019). A bidi-
mensional measure of empathy: Empathic Experience Scale. PLoS
One, 14(4), e0216164. https://doi.org/10.1371/journal.pone.
0216164

Jeon, Y. A, Ryoo, Y., & Yoon, H. J. (2022). Increasing the efficacy of
emotional appeal ads on online video-watching platforms: The ef-
fects of goals and emotional approach Tendency on Ad-Skipping
Behavior. Journal of Advertising, 53(1), 1-18. https://doi.org/10.
1080/00913367.2022.2073299

Jiao, J., & Wang, J. (2018). Can lonely people behave morally? The joint
influence of loneliness and empathy on moral identity. Journal of
Consumer Psychology, 28(4), 597-611.

Jun, S., Sung, J., Gentry, J. W., & McGinnis, L. P. (2015). Effects of un-
derdog (vs. top dog) positioning advertising. International Journal of

Advertising, 34(3), 495-514. https://doi.org/10.1080/02650487.
2014.996199

Jung, N., & Im, S. (2021). The mechanism of social media marketing: In-
fluencer characteristics, consumer empathy, immersion, and spon-
sorship disclosure. International Journal of Advertising, 40(8),
1265-1293. https://doi.org/10.1080/02650487.2021.1991107

Kandaurova, M., & Lee, S. H. (2019). The effects of virtual reality (VR) on
charitable giving: The role of empathy, guilt, responsibility, and social
exclusion. Journal of Business Research, 100, 571-580. https://doi.
org/10.1016/j.jbusres.2018.10.027

Kang, Y., Legendre, T. S., Lee, S., & Baker, M. A. (2024). Heroes rise in
tough times: The role of ethical idealism, empathy, and firm
responses to the COVID-19 pandemic. Cornell Hospitality Quarterly,
65(2), 168-183. https://doi.org/10.1177/19389655231214706

Kim, T. W., Jiang, L., Duhachek, A., Lee, H., & Garvey, A. (2022). Do you
mind if | ask you a personal question? How Al service agents alter
consumer self-disclosure. Journal of Service Research, 25(4),
649-666. https://doi.org/10.1177/10946705221120232

Kim, W. B., & Hur, H. J. (2024). What makes people feel empathy for Al
chatbots? Assessing the role of competence and warmth.
International Journal of Human-Computer Interaction, 40(17),
4674-4687. https://doi.org/10.1080/10447318.2023.2219961

Kindermann, B., Wentzel, D., Antons, D., & Salge, T. O. (2024). Conceptual
contributions in marketing scholarship: Patterns, mechanisms, and
rebalancing options. Journal of Marketing, 88(3), 29-49. https://doi.
org/10.1177/00222429231196122

Kipnis, E., McLeay, F., Grimes, A., de Saille, S., & Potter, S. (2022).
Service robots in long-term care: A consumer-centric view. Journal
of Service Research, 25(4), 667-685. https://doi.org/10.1177/
10946705221110849

Kirmani, A., Hamilton, R. W., Thompson, D. V., & Lantzy, S. (2017). Doing
well versus doing good: The differential effect of underdog posi-
tioning on moral and competent service providers. Journal of
Marketing, 81(1), 103-117. https://doi.org/10.1509/jm.15.0369

Kranzbiihler, A. M., Kleijnen, M. H. P., Morgan, R. E., & Teerling, M. (2018).
The multilevel nature of customer experience research: An integrative
review and research agenda. International Journal of Management
Reviews, 20, 433-456. https://doi.org/10.1111/ijmr.12140

Lee, H., & Yi, Y. (2022). The impact of self-service versus interpersonal
contact on customer-brand relationship in the time of frontline
technology infusion. Psychology & Marketing, 39(5), 906-920.
https://doi.org/10.1002/mar.21628

Lee, J. A, & Holden, S. J. S. (1999). Understanding the determinants of
environmentally conscious behavior. Psychology & Marketing, 16(5),
373-392. https://doi.org/10.1002/(SICI)1520-6793

Lee, S., Winterich, K. P., & Ross, W. T. (2014). I'm moral, but | won't help
you: The distinct roles of empathy and justice in donations. Journal of
Consumer Research, 41(3), 678-696. https://doi.org/10.1086/677226

Lee, Y., Ha, M., Kwon, S., Shim, Y., & Kim, J. (2019). Egoistic and altruistic
motivation: How to induce users' willingness to help for imperfect
Al. Computers in Human Behavior, 101, 180-196. https://doi.org/10.
1016/j.chb.2019.06.009

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experi-
ence throughout the customer journey. Journal of Marketing, 80(6),
69-96. https://doi.org/10.1509/jm.15.0420

Li, B., Chen, S., & Zhou, Q. (2023). Empathy with influencers? The impact
of the sensory advertising experience on user behavioral responses.
Journal of Retailing and Consumer Services, 72, 103286. https://doi.
org/10.1016/j.jretconser.2023.103286

Li, C. Y., & Zhang, J. T. (2023). Chatbots or me? Consumers' switching
between human agents and conversational agents. Journal of
Retailing and Consumer Services, 72, 103264. https://doi.org/10.
1016/j.jretconser.2023.103264

Li, S., Peluso, A. M., & Duan, J. (2023). Why do we prefer humans
to artificial intelligence in telemarketing? A mind perception


https://doi.org/10.1016/j.ijresmar.2018.09.003
https://doi.org/10.1016/j.ijresmar.2018.09.003
https://doi.org/10.1080/00224545.2018.1477442
https://doi.org/10.1080/00224545.2018.1477442
https://doi.org/10.1007/s12525-023-00673-0
https://doi.org/10.1007/s12525-023-00673-0
https://doi.org/10.1002/mar.21523
https://doi.org/10.1002/mar.21523
https://doi.org/10.1037/apl0000249
https://doi.org/10.1037/apl0000249
https://doi.org/10.1007/s10551-014-2205-9
https://doi.org/10.1007/s10551-014-2205-9
https://doi.org/10.1108/08876040610665652
https://doi.org/10.1037/10433-003
https://doi.org/10.1016/j.jretconser.2021.102881
https://doi.org/10.1016/j.jretconser.2021.102881
https://doi.org/10.1016/j.intmar.2020.04.001
https://doi.org/10.1016/j.intmar.2020.04.001
https://doi.org/10.1177/1094670517752459
https://doi.org/10.1177/1094670517752459
https://doi.org/10.1108/EJM-09-2017-0602
https://doi.org/10.1108/EJM-09-2017-0602
https://doi.org/10.1007/s10551-016-3236-1
https://doi.org/10.1371/journal.pone.0216164
https://doi.org/10.1371/journal.pone.0216164
https://doi.org/10.1080/00913367.2022.2073299
https://doi.org/10.1080/00913367.2022.2073299
https://doi.org/10.1080/02650487.2014.996199
https://doi.org/10.1080/02650487.2014.996199
https://doi.org/10.1080/02650487.2021.1991107
https://doi.org/10.1016/j.jbusres.2018.10.027
https://doi.org/10.1016/j.jbusres.2018.10.027
https://doi.org/10.1177/19389655231214706
https://doi.org/10.1177/10946705221120232
https://doi.org/10.1080/10447318.2023.2219961
https://doi.org/10.1177/00222429231196122
https://doi.org/10.1177/00222429231196122
https://doi.org/10.1177/10946705221110849
https://doi.org/10.1177/10946705221110849
https://doi.org/10.1509/jm.15.0369
https://doi.org/10.1111/ijmr.12140
https://doi.org/10.1002/mar.21628
https://doi.org/10.1002/(SICI)1520-6793
https://doi.org/10.1086/677226
https://doi.org/10.1016/j.chb.2019.06.009
https://doi.org/10.1016/j.chb.2019.06.009
https://doi.org/10.1509/jm.15.0420
https://doi.org/10.1016/j.jretconser.2023.103286
https://doi.org/10.1016/j.jretconser.2023.103286
https://doi.org/10.1016/j.jretconser.2023.103264
https://doi.org/10.1016/j.jretconser.2023.103264

LEHNERT and KUEHNL

explanation. Journal of Retailing and Consumer Services, 70, 103139.
https://doi.org/10.1016/j.jretconser.2022.103139

Li, S., Zhu, B., & Yu, Z. (2023). The impact of cue-interaction stimulation on
impulse buying intention on virtual reality tourism e-commerce
platforms. Journal of Travel Research, 63(5), 1256-1279. https://doi.
org/10.1177/0047287523118316

Liu, B., & Sundar, S. S. (2018). Should machines express sympathy and
empathy? Experiments with a health advice chatbot. Cyberpsychology,
Behavior and Social Networking, 21(10), 625-636. https://doi.org/10.
1089/cyber.2018.0110

Liu-Thompkins, Y., Okazaki, S., & Li, H. (2022). Artificial empathy in mar-
keting interactions: Bridging the human-Al gap in affective and social
customer experience. Journal of the Academy of Marketing Science, 50,
1198-1218. https://doi.org/10.1007/s11747-022-00892-5

Luo, X., Tong, S., Fang, Z., & Qu, Z. (2019). Frontiers: Machines vs. hu-
mans: The impact of artificial intelligence chatbot disclosure on
customer purchases. Marketing Science, 38(6), 937-947. https://doi.
org/10.1287/mksc.2019.1192

Lv, X., Yang, Y., Qin, D., Cao, X., & Xu, H. (2022). Artificial intelligence
service recovery: The role of empathic response in hospitality cus-
tomers' continuous usage intention. Computers in Human Behavior,
126, 106993. https://doi.org/10.1016/j.chb.2021.106993

Maclnnis, D. J. (2011). A framework for conceptual contributions in
marketing. Journal of Marketing, 75(4), 136-154. https://doi.org/10.
1509/jmkg.75.4.136

Mangus, S. M., Bock, D. E., Jones, E., & Folse, J. A. G. (2020). Examining
the effects of mutual information sharing and relationship empathy:
A social penetration theory perspective. Journal of Business Research,
109, 375-384. https://doi.org/10.1016/j.jbusres.2019.12.019

Mari, A, Mandelli, A., & Algesheimer, R. (2024). Empathic voice assistants:
Enhancing consumer responses in voice commerce. Journal of Business
Research, 175, 114566. https://doi.org/10.1016/j.jbusres.2024.114566

Mattila, A. S., & Hanks, L. (2012). Antecedents to participation in corpo-
rate social responsibility programs. Journal of Service Management,
23(5), 664-676. https://doi.org/10.1108/09564231211269829

McBane, D. A. (1995). Empathy and the salesperson: A multidimensional
perspective. Psychology & Marketing, 12(4), 349-370. https://doi.
org/10.1002/mar.4220120409

McColl-Kennedy, J. R., Zaki, M., Lemon, K. N., Urmetzer, F., & Neely, A.
(2019). Gaining customer experience insights that matter. Journal of
Service Research, 22(1), 8-26. https://doi.org/10.1177/
1094670518812182

McGinnis, L. P., Gao, T., Jun, S., & Gentry, J. (2017). Motivational bases for
consumers' underdog affection in commerce. Journal of Service
Management, 28(3), 563-592. https://doi.org/10.1108/JOSM-
02-2016-0052

Mehrabian, A., & Epstein, N. (1972). A measure of emotional empathy.
Journal of Personality, 40(4), 525-543.

Min, H., Lim, Y., & Magnini, V. P. (2015). Factors affecting customer sat-
isfaction in responses to negative online hotel reviews. Cornell
Hospitality Quarterly, 56(2), 223-231. https://doi.org/10.1177/
1938965514560014

Moher, D. (2009). Preferred reporting items for systematic reviews and
meta-analyses: The PRISMA statement. Annals of Internal Medicine,
151, 264-269. https://doi.org/10.1016/j.ijsu.2010.02.007

Mooradian, T. A., Matzler, K., & Szykman, L. (2008). Empathetic responses
to advertising: Testing a network of antecedents and consequences.
Marketing Letters, 19(2), 79-92. https://doi.org/10.1007/s11002-
008-9032-7

Moriuchi, E., & Murdy, S. (2022). Increasing donation intentions toward
endangered species: An empirical study on the mediating role of
psychological and technological elements of VR. Psychology &
Marketing, 39(7), 1302-1321. https://doi.org/10.1002/mar.21650

Murray, J., Elms, J., & Curran, M. (2019). Examining empathy and
responsiveness in a high-service context. International Journal of

B -WILEY——~

Retail & Distribution Management, 47(12), 1364-1378. https://doi.
org/10.1108/1JRDM-01-2019-0016

O'Loughlin Banks, J., & Raciti, M. M. (2018). Perceived fear, empathy and
financial donations to charitable services. The Service Industries
Journal, 38(5/6), 343-359. https://doi.org/10.1080/02642069.
2017.1402888

Packard, G., Moore, S. G., & McFerran, B. (2018). I'm) happy to help (you):
The impact of personal pronoun use in customer-firm interactions.
Journal of Marketing Research, 55(4), 541-555. https://doi.org/10.
1509/jmr.16.0118

Park, E. Y., & Rhee, J. H. (2019). Who clicks on online donation? Under-
standing the characteristics of SNS users during participation in
online campaigns. Sustainability, 11, 3674. https://doi.org/10.3390/
sul1133674

Park, K., & Lee, S. S. (2015). The role of beneficiaries' group identity in
determining successful appeal strategies for charitable giving.
Psychology & Marketing, 32(12), 1117-1132. https://doi.org/10.
1002/mar.20852

Paul, J., Lim, W. M., O'Cass, A., Hao, A. W., & Bresciani, S. (2021). Sci-
entific procedures and rationales for systematic literature reviews
(SPAR-4- SLR). International Journal of Consumer Studies, 45, 1-16.
https://doi.org/10.1111/ijcs.12695

Pedersen, C. L. (2021). Empathy-based marketing. Psychology & Marketing,
38(3), 470-480. https://doi.org/10.1002/mar.21448

Pelau, C., Dabija, D. C., & Ene, I. (2021). What makes an Al device
human-like? The role of interaction quality, empathy and per-
ceived psychological anthropomorphic characteristics in the
acceptance of artificial intelligence in the service industry.
Computers in Human Behavior, 122, 106855. https://doi.org/10.
1016/j.chb.2021.106855

Plank, R. E., & Reid, D. A. (2010). The interrelationships of empathy, trust
and conflict and their impact on sales per-formance: An exploratory
study. Marketing Management Journal, 20, 119-139.

Pozharliev, R., De Angilis, M., Rossi, D., Romani, S., Verbeke, W., &
Cherubino, P. (2021). Attachment styles moderate customer
responses to frontline service robots: Evidence from affective, atti-
tudinal, and behavioral measures. Psychology & Marketing, 38(5),
881-895. https://doi.org/10.1002/mar.21475

Prentice, C., & Nguyen, M. (2020). Engaging and retaining customers with
Al and employee service. Journal of Retailing and Consumer Services,
56, 102186. https://doi.org/10.1016/j.jretconser.2020.102186

Preston, S. D. Ed. (2007). A perception-action model for empathy. Cam-
bridge University Press.

Preston, S. D., & de Waal, F. B. M. (2002). Empathy: Its ultimate and
proximate bases. Behavioral and Brain Sciences, 25, 1-20. https://doi.
org/10.1017/50140525X02000018

Rogers, C. R. (1957). The necessary and sufficient conditions of thera-
peutic personality change. Journal of Consulting Psychology, 21(2),
95-103. https://doi.org/10.1037/h0045357

Roschk, H., & Kaiser, S. (2013). The nature of an apology: An experimental
study on how to apologize after a service failure. Marketing Letters,
24(3), 293-309. https://doi.org/10.1007/sl

Sauer, P. C., & Seuring, S. (2023). How to conduct systematic literature
reviews in management research: A guide in 6 steps and 14 deci-
sions. Review of Managerial Science, 17(5), 1899-1933. https://doi.
org/10.1007/s11846-023-00668-3

Schmitt, B. (1999). Experiential marketing. Journal of Marketing Management,
15(1-3), 53-67. https://doi.org/10.1362/026725799784870496

Sheng, X., Murray, R., Ketron, S. C., & Felix, R. (2024). Effects of third-
party observer empathy when viewing interactions between robots
and customers: The moderating role of robot eeriness. International
Journal of Hospitality Management, 119, 103729. https://doi.org/10.
1016/j.ijhm.2024.103729

Siddaway, A. P., Wood, A. M., & Hedges, L. V. (2019). How to do a sys-
tematic review: A best practice guide for conducting and reporting


https://doi.org/10.1016/j.jretconser.2022.103139
https://doi.org/10.1177/0047287523118316
https://doi.org/10.1177/0047287523118316
https://doi.org/10.1089/cyber.2018.0110
https://doi.org/10.1089/cyber.2018.0110
https://doi.org/10.1007/s11747-022-00892-5
https://doi.org/10.1287/mksc.2019.1192
https://doi.org/10.1287/mksc.2019.1192
https://doi.org/10.1016/j.chb.2021.106993
https://doi.org/10.1509/jmkg.75.4.136
https://doi.org/10.1509/jmkg.75.4.136
https://doi.org/10.1016/j.jbusres.2019.12.019
https://doi.org/10.1016/j.jbusres.2024.114566
https://doi.org/10.1108/09564231211269829
https://doi.org/10.1002/mar.4220120409
https://doi.org/10.1002/mar.4220120409
https://doi.org/10.1177/1094670518812182
https://doi.org/10.1177/1094670518812182
https://doi.org/10.1108/JOSM-02-2016-0052
https://doi.org/10.1108/JOSM-02-2016-0052
https://doi.org/10.1177/1938965514560014
https://doi.org/10.1177/1938965514560014
https://doi.org/10.1016/j.ijsu.2010.02.007
https://doi.org/10.1007/s11002-008-9032-7
https://doi.org/10.1007/s11002-008-9032-7
https://doi.org/10.1002/mar.21650
https://doi.org/10.1108/IJRDM-01-2019-0016
https://doi.org/10.1108/IJRDM-01-2019-0016
https://doi.org/10.1080/02642069.2017.1402888
https://doi.org/10.1080/02642069.2017.1402888
https://doi.org/10.1509/jmr.16.0118
https://doi.org/10.1509/jmr.16.0118
https://doi.org/10.3390/su11133674
https://doi.org/10.3390/su11133674
https://doi.org/10.1002/mar.20852
https://doi.org/10.1002/mar.20852
https://doi.org/10.1111/ijcs.12695
https://doi.org/10.1002/mar.21448
https://doi.org/10.1016/j.chb.2021.106855
https://doi.org/10.1016/j.chb.2021.106855
https://doi.org/10.1002/mar.21475
https://doi.org/10.1016/j.jretconser.2020.102186
https://doi.org/10.1017/S0140525X02000018
https://doi.org/10.1017/S0140525X02000018
https://doi.org/10.1037/h0045357
https://doi.org/10.1007/sl
https://doi.org/10.1007/s11846-023-00668-3
https://doi.org/10.1007/s11846-023-00668-3
https://doi.org/10.1362/026725799784870496
https://doi.org/10.1016/j.ijhm.2024.103729
https://doi.org/10.1016/j.ijhm.2024.103729

LEHNERT and KUEHNL

2 | WiILEY-[E e

narrative reviews, meta-analyses, and meta-syntheses. Annual
Review of Psychology, 70, 747-770. https://doi.org/10.1146/
annurev-psych-010418-102803

Simon, F. (2013). The influence of empathy in complaint handling: Evi-
dence of gratitudinal and transactional routes to loyalty. Journal of
Retailing and Consumer Services, 20(6), 599-608. https://doi.org/10.
1016/j.jretconser.2013.05.003

Smith, A. (2006). Cognitive empathy and emotional empathy in human
behavior and evolution. The Psychological Record, 56, 3-21. https://
doi.org/10.1007/BF03395534

Snyder, H. (2019). Literature review as a research methodology: An
overview and guidelines. Journal of Business Research, 104, 333-339.
https://doi.org/10.1016/j.jbusres.2019.07.039

Startek. (2024). Weaving empathy back into the customer experience: 4 ways
to build more effective customer interactions. https://resources.krisp.ai/
hubfs/Case%20Studies/Startek%20Weaving%20Empathy%20Back%
20Int0%20the%20Customer%20Experience.pdf

Stout, P. A., & Leckenby, J. D. (1986). Measuring emotional response to
advertising. Journal of Advertising, 15(4), 35-42. https://doi.org/10.
1080/00913367.1986.10673036

Sung, B., Septianto, F., & Stankovic, M. (2023). The effect of severe
imagery in advertising on charitable behavior and the moderating
role of social closeness. Journal of Consumer Affairs, 57(3),
1352-1376. https://doi.org/10.1111/joca.12531

Tan, A. H. T., Muskat, B., & Johns, R. (2019). The role of empathy in the
service experience. Journal of Service Theory and Practice, 29(2),
142-164. https://doi.org/10.1108/JSTP-10-2018-0221

Tang, S., & Gray, K. (2021). Feeling empathy for organizations: Moral
consequences, mechanisms, and the power of framing. Journal of
Experimental Social Psychology, 96, 104147. https://doi.org/10.
1016/j.jesp.2021.104147

Tojib, D., Abdi, E., Tian, L., Rigby, L., Meads, J., & Prasad, T. (2023). What's
best for customers: Empathetic versus solution-oriented service
robots. International Journal of Social Robotics, 15(5), 731-743.
https://doi.org/10.1007/s12369-023-00970-w

Umasuthan, H., Park, O. J., & Ry, J. H. (2017). Influence of empathy on hotel
guests' emotional service experience. Journal of Services Marketing, 31(6),
618-635. https://doi.org/10.1108/JSM-06-2016-0220

Verhaert, G. A., & van den Poel, D. (2011). Empathy as added value in
predicting donation behavior. Journal of Business Research, 64(12),
1288-1295. https://doi.org/10.1016/j.jbusres.2010.12.024

Wang, C., Zhuy, R.,, & Handy, T. C. (2016). Experiencing haptic roughness
promotes empathy. Journal of Consumer Psychology, 26(3), 350-362.
https://doi.org/10.1016/j.jcps.2015.11.001

Wang, K. Y., Chih, W. H., & Honora, A. (2023). How the emoji use in
apology messages influences customers' responses in online service
recoveries: The moderating role of communication style. International
Journal of Information Management, 69(69), 102618. https://doi.org/
10.1016/j.ijinfomgt.2022.102618

Webster, J., & Watson, R. T. (2002). Analyzing the past to prepare for the
future: Writing a literature review. MIS Quarterly, 26(2), 13-23.

WEei, C., Liu, M. W., & Keh, H. T. (2020). The road to consumer forgiveness
is paved with money or apology? The roles of empathy and power in
service recovery. Journal of Business Research, 118, 321-334.
https://doi.org/10.1016/j.jbusres.2020.06.061

Wei, J., Wang, Z., Hou, Z., & Meng, Y. (2022). The influence of empathy
and consumer forgiveness on the service recovery effect of online
shopping. Frontiers in Psychology, 13, 842207. https://doi.org/10.
3389/fpsyg.2022.842207

Weidig, J., Weippert, M., & Kuehnl, C. (2024). Personalized touchpoints and
customer experience: A conceptual synthesis. Journal of Business
Research, 177, 114641. https://doi.org/10.1016/].jbusres.2024.114641

WeiBhaar, 1., & Huber, F. (2016). Empathic relationships in professional
services and the moderating role of relationship age. Psychology &
Marketing, 33(7), 525-541. https://doi.org/10.1002/mar.20895

Wieseke, J., Geigenmiller, A., & Kraus, F. (2012). On the role of empathy
in customer-employee interactions. Journal of Service Research,
15(3), 316-331. https://doi.org/10.1177/1094670512439743

Xie, L., Liu, C., & Li, D. (2022). Proactivity or passivity? An investigation of
the effect of service robots' proactive behaviour on customer co-
creation intention. International Journal of Hospitality Management,
106, 103271. https://doi.org/10.1016/j.ijhm.2022.103271

Yang, H. T., & Yen, G. F. (2018). Consumer responses to corporate cause-
related marketing: A serial multiple mediator model of self-construal,
empathy and moral identity. European Journal of Marketing, 52(9),
2105-2127. https://doi.org/10.1108/EJM-07-2017-0468

Ye, J., Dong, B., & Lee, J. Y. (2017). The long-term impact of service
empathy and responsiveness on customer satisfaction and prof-
itability: A longitudinal investigation in a healthcare context.
Marketing Letters, 28(4), 551-564. https://doi.org/10.1007/
s11002-017-94

Yim, M. C. (2023). Effect of Al chatbot's interactivity on consumers' negative
word-of-mouth intention: Mediating role of perceived empathy and
anger. International Journal of Human-Computer Interaction, 40(18),
5415-5430. https://doi.org/10.1080/10447318.2023.2234114

Yoo, J. (2021). The structural relationship between service quality and
sustainable use intention of voice search technology in korea.
Sustainability, 13, 14026. https://doi.org/10.3390/s5u132414026

Yu, Z., Yang, S., Zheng, H., & Chang, X. (2024). Charity ugliness premium:
Donors' empathy for unattractiveness during the COVID-19 pan-
demic and implications for charity advertising. Journal of Consumer
Behaviour, 23(3), 1463-1477. https://doi.org/10.1002/cb.2288

Yun, J., & Park, J. (2022). The effects of chatbot service recovery with
emotion words on customer satisfaction, repurchase intention, and
positive word-of-mouth. Frontiers in Psychology, 13, 1-12. https://
doi.org/10.3389/fpsyg.2022.922503

Zaki, J. (2020). Integrating empathy and interpersonal emotion regulation.
Annual Review of Psychology, 71(1), 517-540. https://doi.org/10.
1146/annurev-psych-010419-050830

Zhang, Y., Tan, W., & Lee, E. -J. (2023). Consumers' responses to per-
sonalized service from medical artificial intelligence and human
doctors. Psychology & Marketing, 41(1), 1-16. https://doi.org/10.
1002/mar.21911

Zheng, C., Liu, N., Luo, C., & Wang, L. (2021). Effects of the severity of
collective threats on people's donation intention. Psychology &
Marketing, 38(9), 1426-1439. https://doi.org/10.1002/mar.21536

Zheng, C., Liu, X., & Liu, S. (2024). How to make busy individuals
donate more? The matching effect of charitable appeals and
busyness on willingness to donate. Journal of Retailing and
Consumer Services, 79, 103803. https://doi.org/10.1016/j.
jretconser.2024.103803

Zhou, X., Wildschut, T., Sedikides, C., Shi, K., & Feng, C. (2012). Nostalgia:
The gift that keeps on giving. Journal of Consumer Research, 39(1),
39-50. https://doi.org/10.1086/662199

SUPPORTING INFORMATION
Additional supporting information can be found online in the Sup-

porting Information section at the end of this article.

How to cite this article: Lehnert, L., & Kuehnl, C. (2025).
Empathy at the heart of customer experience: A holistic
framework for understanding and enhancing consumer empathy
through the lens of customer experience. Psychology & Marketing,
42, 332-358. https://doi.org/10.1002/mar.22130


https://doi.org/10.1146/annurev-psych-010418-102803
https://doi.org/10.1146/annurev-psych-010418-102803
https://doi.org/10.1016/j.jretconser.2013.05.003
https://doi.org/10.1016/j.jretconser.2013.05.003
https://doi.org/10.1007/BF03395534
https://doi.org/10.1007/BF03395534
https://doi.org/10.1016/j.jbusres.2019.07.039
https://resources.krisp.ai/hubfs/Case%20Studies/Startek%20Weaving%20Empathy%20Back%20Into%20the%20Customer%20Experience.pdf
https://resources.krisp.ai/hubfs/Case%20Studies/Startek%20Weaving%20Empathy%20Back%20Into%20the%20Customer%20Experience.pdf
https://resources.krisp.ai/hubfs/Case%20Studies/Startek%20Weaving%20Empathy%20Back%20Into%20the%20Customer%20Experience.pdf
https://doi.org/10.1080/00913367.1986.10673036
https://doi.org/10.1080/00913367.1986.10673036
https://doi.org/10.1111/joca.12531
https://doi.org/10.1108/JSTP-10-2018-0221
https://doi.org/10.1016/j.jesp.2021.104147
https://doi.org/10.1016/j.jesp.2021.104147
https://doi.org/10.1007/s12369-023-00970-w
https://doi.org/10.1108/JSM-06-2016-0220
https://doi.org/10.1016/j.jbusres.2010.12.024
https://doi.org/10.1016/j.jcps.2015.11.001
https://doi.org/10.1016/j.ijinfomgt.2022.102618
https://doi.org/10.1016/j.ijinfomgt.2022.102618
https://doi.org/10.1016/j.jbusres.2020.06.061
https://doi.org/10.3389/fpsyg.2022.842207
https://doi.org/10.3389/fpsyg.2022.842207
https://doi.org/10.1016/j.jbusres.2024.114641
https://doi.org/10.1002/mar.20895
https://doi.org/10.1177/1094670512439743
https://doi.org/10.1016/j.ijhm.2022.103271
https://doi.org/10.1108/EJM-07-2017-0468
https://doi.org/10.1007/s11002-017-94
https://doi.org/10.1007/s11002-017-94
https://doi.org/10.1080/10447318.2023.2234114
https://doi.org/10.3390/su132414026
https://doi.org/10.1002/cb.2288
https://doi.org/10.3389/fpsyg.2022.922503
https://doi.org/10.3389/fpsyg.2022.922503
https://doi.org/10.1146/annurev-psych-010419-050830
https://doi.org/10.1146/annurev-psych-010419-050830
https://doi.org/10.1002/mar.21911
https://doi.org/10.1002/mar.21911
https://doi.org/10.1002/mar.21536
https://doi.org/10.1016/j.jretconser.2024.103803
https://doi.org/10.1016/j.jretconser.2024.103803
https://doi.org/10.1086/662199
https://doi.org/10.1002/mar.22130

	Empathy at the heart of customer experience: A holistic framework for understanding and enhancing consumer empathy through the lens of customer experience
	1 INTRODUCTION
	2 CONCEPTUAL BACKGROUND
	2.1 Empathy
	2.2 Perception-action model of empathy
	2.3 Customer experience and its components
	2.4 Consumer empathy as a customer experience response

	3 METHODOLOGY
	4 DESCRIPTIVE ANALYSIS
	5 CONSUMER EMPATHY AND CUSTOMER EXPERIENCE: A CONCEPTUAL SYNTHESIS
	5.1 Perception and action of an empathic customer experience
	5.1.1 Cognitive empathy (perception)
	5.1.2 Affective empathy (action)
	5.1.3 Supplementary customer experience responses

	5.2 Stimuli evoking an empathic customer experience
	5.3 Contextual factors
	5.4 Evaluative outcomes

	6 DISCUSSION
	6.1 Research contributions
	6.2 Managerial implications
	6.3 Future research directions and limitations

	ACKNOWLEDGMENTS
	DATA AVAILABILITY STATEMENT
	ORCID
	REFERENCES
	SUPPORTING INFORMATION




