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Abstract: Within the Western European culture especially, emotions and emotional approaches
seem to be banned from business life. This results in an analytical and fact driven focus of decision
making and customer approaching processes. Increasing research on the human behavior and the
reasons why one offer is preferred over the other is highlighting the importance of emotions. For
the customer delight concept, in which the individual should be surprised, and a long-term, unique
relationship is targeted, the emotional aspect is a key factor. This influences the set-up of the direct
customer interaction, the leadership style and requires constant organizational learning.
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INTRODUCTION

Before further exploring the role of emotions within the concept of customer delight, it is
important to briefly introduce the concept itself. Since the time that the supply became greater than
the demand the companies had to fight for every customer to ensure their long-term business
success. To support these activities, the marketing departments became more important and
constantly gained more influence on business decisions. In consumer goods markets, market
saturation, product interchangeability and consumers' information overload are constantly
increasing. Marketing strategies therefore strive to achieve psychological market differentiation,
e.g., by using experiential strategies. The customer approach becomes more personal and the
communication is influenced by emotions (Kroeber-Riel and Weinberg 1996, 358). Driven by the
ongoing digitalization and faster market and product developments the previous approach of
customer satisfaction is constantly evolving towards a concept of customer delight. Here there is
the need for more individual customer service and product features. Bosener describes customer
delight as an emotional mix of surprise, joy and excitement (Bosener 2015, 36). Stepping back
from an objective product performance focus there is now the need to ensure agility to fulfill
subjective, changing, and individual requirements that are emotionally driven. This is something
that must be learned before the companies can start implementing it within their organizations. To
achieve this change, so stated Arnold in 2005, there is the need for recognizing and questioning the
emotionality of our own worldviews because learning culture change requires a reflective approach
to oneself (Arnold 2005, 11). The goal of customer delight creates a need for change in dealing
with emotional demands and the professional learning within companies.

“The two primary emotions are love and hate” (Stanley-Jones 1970, 25). Emotions “play a
central role in the significant events in our lives” (Lazarus 1991, 3). For this they have three main
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functions: evaluation, behavioral preparation and communication (Sokolowski 2002, 376). As
emotions are everywhere there is the need to incorporate them into future oriented, customer centric
organizations, especially when those plan to achieve customer delight. That the rational perspective
regarding the behavior of humans has a disadvantage was already stated by Stanley-Jones in 1970:
“When the emotions and the intellect are in competition for control of the will, it is usually the
emotions that win” (Stanley-Jones 1970, 31). Despite this there is a significant cultural impact on
how emotions are treated and rated. Especially in Western culture emotions are considered as
something wrong (Oatley and Jenkins 1996, 38). Based on Ulich is emotionality in Western
industrial societies often viewed as a weakness, as immaturity or as a luxury that can only be
enjoyed in special designated private spaces (Ulich 1985, 12). At this point it is important to state
that similar situations may cause different emotions, based on the individual culture background of
the respective person (Merten 2003, 120). “From a humanistic perspective, service experiences are
socially constructed. The individual consumer’s unique values, actions, beliefs, motives, traditions,
possessions, and aspirations shape their response to the service experience. Hence, a small detail
that effectively creates a favorable experience for one consumer will not necessarily be effective
for another consumer” (Bolton et al. 2014, 260).

Within the context of this reflection, the Western European culture will be considered.
Regardless of this focus, there is always a link between the concept of customer delight and the
emotional influence on the people and organizations involved. Based on this perspective the role
of emotions, embedded in the customer delight approach, will be reviewed. The peculiarities of
dealing with emotions are worked out and new requirements based on this will be pointed out.
Beyond that potential needs for the future will be described.

RESEARCH METHODOLOGY

A comprehensive literature review forms the basis for this publication. This was carried out in
order to further understand the role of emotions within the concept of customer delight. Emotion
research can look back on a long tradition, while there is still relatively little knowledge on the
subject of customer delight compared with this. Regardless, connections between these two areas
of research are being sought. The literature examined goes beyond the economic perspective in
order to be able to work out the emotional characteristics in particular.

RESULTS

Before elaborating the role of emotions, it is necessary to understand the general specifics of
the customer delight concept. Once this is described the emotional impact and the resulting
consequences will be highlighted.

Customer delight is the next step in innovation that started with customer orientation and later
developed to customer satisfaction. “Customer delight is the reaction of customers when they
receive a service or product that not only satisfies, but provides unexpected value or unanticipated
satisfaction” (Chandler 1989, 30). Finn specified this in 2005 and conceptualized customer delight
“as an emotional response, which results from surprising and positive levels of performance” (Finn
2005, 104). Customer delight can be understood to be a positive emotional state that is perceived
far more intensely than pure satisfaction and leads to a strongly emotional attitude among
customers (Gouthier et al. 2012, 212). Or, as stated by Becker, customer delight is an intensely felt,
positive emotion of the customer, triggered by a particularly convincing service (Becker 2015, 28).
This goes beyond the actual product benefit or a simple execution of a service request. Therefore,
it is important to emphasize the demarcation between a satisfying or expected product or service
and a delighting experience. “Delight is a bonus that ‘buys’ greater depth in the relationship and
increased loyalty from customers” (Schneider and Bowen 1999, 42). In this context, it is important
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to understand, that many delight factors have their origin not only in what is done, but above all in
how something is done (Schuller 2006, 8). Reviewing the way how a service, which ideally ends
with a delighted customer, is executed forms the transition towards the consideration of emotions
in this context. Especially in this case, where a shift from objective evaluations to subjective
evaluation standards, that vary from customer to customer. Additionally, customers might react
differently in recurring situations based on their emotional state. This is the basis for the importance
of taking emotional influences into account in the customer decision-making process. “Among the
components of the consumption experience, emotional responses may occupy a unique position”
(Oliver and Westbrook 1993, 12). For many goods, the additional emotional stimuli provided even
become the primary reason for consumption or for choosing a particular brand (Kroeber-Riel and
Weinberg 1996, 115). Or, as stated by Popli, who also reviewed the connections between delight
and emotions: “High satisfaction or delight creates an emotional bond with the brand, not just a
rational preference” (Popli 2005, 19). Emotional approaches play an integral role in influencing
customer decisions (White and Yu 2005, 417). This is not only relevant for researchers and
marketing managers. It will be more and more incorporated within the daily work of frontline
employees, their managers, the executive leaders and within various professional learning program
that should support this change process. According to a survey of 197 customer managers,
emotional customer loyalty is the most important goal of customer delight management (buw
Unternehmensgruppe/Center of Service Excellence CSE 2013). The goal is to create an emotional
bond between the customer and the company (Gouthier 2013, 5). In summary it can be stated that
“emotions are regarded as a powerful driving force in consumer decision making. Customers derive
a great amount of pleasure when they are emotionally touched” (Bagdare 2015, 9). The concept of
customer delight is the tool that connects the business needs with the emotional responds.

EMOTIONS

How the emotional responds are influencing the human interaction, how they can be influenced
and why this is so important to ensure long-term business success will be described now. As
emotions are human feelings, we are surrounded by them constantly. Despite that, emotions are
difficult to define. “Everyone knows what an emotion is, until asked to give a definition. Then, it
seems, no one knows” (Fehr and Russell 1984, 464). From Arnold's perspective emotions arre
“affective states that can arouse an impulse to action together with physiological changes” (Arnold
1960, 228). This impulse to act needs to be triggered if, e. g. you intend to delight the customer
you are dealing with at this moment. Kleinginna and Kleinginna propose this working definition
which shows the various aspects that have to be considered: “Emotion is a complex set of
interactions among subjective and objective factors, mediated by neural/hormonal systems, which
can (a) give rise to affective experiences such as feelings of arousal, pleasure/displeasure; (b)
generate cognitive processes such as emotionally relevant perceptual effects, appraisals, labeling
processes; (c) activate widespread physiological adjustments to the arousing conditions; and (d)
lead to behavior that is often, but not always, expressive, goal directed, and adaptive” (Kleinginna
and Kleinginna 1981, 355). This working definition expresses the complexity of scientific subjects
which have a connection to emotional topics. Willingness to act is seen as the core of the emotion.
If an emotion is generated, the associated willingness to act is also given higher priority (Merten
2003, 15). “Emotions are strong feelings that demand attention and are likely to affect cognitive
processes and behavior. Some examples of emotions include anger, fear, sadness, happiness,
disgust, shame, surprise, and love” (Yukl 2006, 201). Confirmation or disconfirmation as a
customer response to a business exchange are highly emotionally influenced, even if the decision
or reaction is expected to be purely rationally driven. According to Appelmann, emotions touch a
person in a very deep, profound and not always comprehensible way (Appelmann 2011, 51).
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To understand the complex ways emotions are influencing human behavior is key to be
successful with the concept of customer delight. The focus of this concept is set on subjective
ratings and therefore highly dependent on emotionally driven impressions and decisions. Staying
with Arnold people learn and act in the context of their emotionality (Arnold 2005, 11). And by
doing so, “we may not even be aware that we are reacting emotionally because we have
misinterpreted our reaction or the conditions bringing it about” (Lazarus 1991, 18). This mostly
unconscious emotional processes should improve our adaptation to the requirements of our living
environment, they should inform us whether environmental events are important to us and enable
us to react quickly to them (Merten 2003, 137). Plutchik sees emotions as non-linear (Plutchik
2001, 347). While the review of Oatley and Jenkins leads to the conclusion to describe them as
initiated, processed and then expressed (Oatley and Jenkins 1996, 98). Simonov stated already in
1970 that “positive emotions also serve as a means of overcoming the deficiency of information
experienced by the individual. In a sense, emotions are opposed to rational experience because
logic alone is insufficient for the success of adaptive actions in a changing environment” (Simonov
1970, 149). By doing this, he highlighted the importance and influence of positive feelings in
connection with a decision to be taken. In this context it is further important to understand the
specifics of decision-making processes. “Decision processes are likely to be characterized more by
confusion, disorder, and emotionality than by rationality” (Yukl 2006, 26). Referring to the initially
mentioned Western European culture it shows the dilemma caused by this process which can be
designated as uncontrolled, disordered, individually, and potentially unpredictable. Regardless of
this it will become more and more important to understand the functionality of emotions and to
make use of them while creating individual and delightful customer experiences. This requires also
to accept that, compared to other psychological phenomena, the expression and understanding of
emotions takes place primarily via non-verbal communication channels (Ulich 1985, 36). While
understanding the need for mood-congruent processes in the sense that emotionally colored
information that matches one's own mood is processed preferentially, i.e. more attention tends to
be paid to such information (Steckelberg 2016, 164). This also underlines the need for a mental
shift towards a more individual and less hard fact-oriented business approach, especially within the
process design of direct customer interaction.

As emotion “is not produced by the brain” (Arnold 1970, 179) customer delight requires a
different approach to achieve the desired effect. This is a collective task within an organization and
requires a clear understanding of the requirements to achieve the desired future organizational state
where agility and flexibility will become more important. Of course and in addition to the
emotional aspect, the customer has to be inspired by the product or service itself (Pfaff 2006, 25).
“The emotion system is reactive to immediate events and the current physiological state of the
person. Thus a person's emotions fluctuate over time” (Diener and Lucas 2000, 333). As there is
always an emotional coloration, every decision is ultimately an emotional decision (Schiller 20086,
6). Transferring this insight into the business environment where international competition and the
overstimulation of the customer are increasing, the unpredictability of customer behavior will be
the consequence — emotional criteria are increasingly determining consumer behavior (Becker and
Schnee 2005, 29). The results of Schneider and Bowen “suggest that focusing on customer delight
and outrage — emotions more intense than satisfaction or dissatisfaction — may lead to a better
understanding of the dynamics of customer emotions and their effect on customer behavior and
loyalty” (Schneider and Bowen 1999, 36). The power of emotions has been discovered by
advertising and marketing specialists. Those are developing strategies to make use of the mentioned
emotional influence within in the decision-making process. At some stages they try to use those
findings to manipulate customers and their preferences (Merten 2003, 9). But this is not part of the
customer delight concept. Customer delight is targeting to create real delightful customer

15



Dirk Menzel

experiences, based on honest, individual, and flexible interactions that result in long-term, trustful
relationships. That this achieves positive results in practice is expected from Lee at al.: “It is
possible consumers would be much happier with choices based more on their emotional reaction.
[...] Indeed, our results suggest that the heart can very well serve as a more reliable compass to
greater long-term happiness than pure reason” (Lee et al. 2009, 185). In order to broaden the
perspective, it should also be noted that internal organizational set-up and mind-set have to evolve
in the same way. Customer delight requires a holistic organizational change approach, where also
a specific focus is set on the responsible managers and their leadership behavior. “Until the 1980s,
few conceptions of leadership recognized the importance of emotions as a basis for influence. In
contrast, many recent conceptions of leadership emphasize the emotional aspects of influence much
more than reason. According to this view, only the emotional, value-based aspects of leadership
influence can account for the exceptional achievements of groups and organizations” (Yukl 2006,
5). The emotional influence and the potential impact of embracing this might offer new and
unexpected opportunities.

CONCLUSION

The possibility to make delightful decisions within customer interactions need to be given to
the frontline employees. While managers need to adapt to the new challenges and leadership
requirements they need to become open-minded to change their leadership style. Related to those
two key determinants and supported by an organization-wide focus on emotional aspects the
concept of customer delight can be sufficiently supported in order to introduce it successfully.
Besides necessary changes within the processes and leadership approach, an understanding for the
importance of the emotional needs has to be developed.

The particularities of these challenges described in this publication must be analyzed
individually and adapted to the company's specific situation. In combination with a prior
assessment of the current situation, a plan, usually consisting of several stages, must be drawn up
for the introduction of customer delight. In addition, special training courses for employees with
customer contact and managers must be developed and implemented. In addition, intensive work
must be done on the necessary understanding of the customer delight concept and the special role
of emotions identified here. The diverse requirements associated with this multi-purpose approach
require an organizational-wide commitment and an ongoing organizational exchange and learning
at all hierarchical levels.

REFERENCES

Appelmann, Bjorn (2011). Fihren mit emotionaler Kompetenz. Ein betriebspadagogisches Konzept. 2nd ed.
Bielefeld, whbv.

Arnold, Magda B. (1960). Emotion and Personality. Neurological and Physiological Aspects. New York, Columbia
University Press.

Arnold, Magda B. (1970). Perennial Problems in the Field of Emotion. In: Magda B. Arnold (Ed.). Feelings and
emotions: the Loyola Symposium. New York, Academic Press, 169-185.

Arnold, Rolf (2005). Die emotionale Konstruktion der Wirklichkeit. Padagogischer Konstruktivismus, Teil 3. GEW-
Zeitung RLP Sonderbeilage, 9-12.

Bagdare, Shilpa (2015). Emotional Determinants of Retail Customer Experience. International Journal of Marketing
and Business Communication 4 (2), 9-16. (accessed 9/21/2019).

Becker, Florian (2015). Kundenbegeisterung durch Serviceinnovationen. Dissertation. Hohenheim, Universitét.
https://doi.org/10.1007/978-3-658-12209-6.

Becker, Florian, Schnee, Sven (2005). Marktforschung in einer dynamischen Welt. In: Hansjorg Kiinzel (Ed.).
Handbuch Kundenzufriedenheit. Strategie und Umsetzung in der Praxis. Berlin, Springer, 29-52.

Bolton, Ruth N., Anders Gustafsson, Janet McColl-Kennedy, Nancy J. Sirianni, David K. Tse (2014). Small details
that make big differences. A radical approach to consumption experience as a firm's differentiating strategy. Journal
of Service Management 25 (2), 253-274.

16



The role of emotions within the concept of customer delight

Bdsener, Kathrin (2015). Kundenzufriedenheit, Kundenbegeisterung und Kundenpreisverhalten. Empirische Studien
zur Untersuchung der Wirkungszusammenhénge. Dissertation Technische Universitat Kaiserslautern 2014.
Wiesbaden, Springer Gabler.

Buw Unternehmensgruppe/Center of Service Excellence CSE (2013). Kundenbegeisterung im
Kundenmanagement, Kooperationsstudie von buw und CSE. Osnabriick, Oestrich-Winkel.

Chandler, Colby H. (1989). Beyond customer satisfaction. Quality Progress 22 (2), 30-32.

Diener, Ed., Richard E. Lucas (2000). Subjective Emotional Well-Being. In: Michael Lewis/Jeannette M. Haviland-
Jones (Eds.). Handbook of Emotions. 2nd ed. New York, Guilford Press, 325-337.

Fehr, Beverley, James A. Russell (1984). Concept of Emotion Viewed From a Prototype Perspective. Journal of
Experimental Psychology: General (3), 464-486.

Finn, Adam (2005). Reassessing the Foundations of Customer Delight. Journal of Service Research 8 (2), 103-116.
Gouthier, Matthias (Ed.) (2013). Kundenbegeisterung durch Service Excellence. Erlduterungen zur DIN SPEC 77224
und Best-Practices. 2nd ed. Berlin/Wien/Zirich, Beuth.

Gouthier, Matthias H. J., Tobias Kramer, Lennart Eitelberg, Andreas Pasing-Husemann (2012). Stolze Mitarbeiter,
exzellente Dienstleistungen — Empirische Ergebnisse zum Zusammenhang zwischen Mitarbeiterstolz und Service
Excellence. In: Dialogmarketing Perspektiven 2011/2012. Tagungsband 6. wissenschaftlicher interdisziplinarer
Kongress fur Dialogmarketing. Wiesbaden, Gabler Verlag, 209-230.

Kleinginna, Paul R., Anne M. Kleinginna (1981). A categorized list of emotion definitions, with suggestions for a
consensual definition. Motivation and Emotion 5 (4), 345-379. https://doi.org/10.1007/BF00992553.

Kroeber-Riel, Werner, Peter Weinberg (1996). Konsumentenverhalten. 6th ed. Minchen, Vahlen.

Lazarus, Richard S. (1991). Emotion and adaptation. New York/Oxford, Oxford University Press.

Lee, Leonard, On Amir, Dan Ariely (2009). In Search of Homo Economicus. Cognitive Noise and the Role of Emotion
in Preference Consistency. Journal of Consumer Research 36 (2), 173-187.

Merten, Jorg (2003). Einfuhrung in die Emotionspsychologie. Stuttgart, Kohlhammer.

Oatley, Keith, Jennifer M. Jenkins (1996). Understanding emotions. Cambridge, MA, Blackwell.

Oliver, Richard L., Robert A. Westbrook (1993). Profiles of Consumer Emotions and Satisfaction in Ownership and
Usage. Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior 6, 12-27.

Pfaff, Dietmar (2006). Kunden verstehen, gewinnen und begeistern. Ihr Praxiswissen fir ein erfolgreiches Marketing.
Frankfurt am Main, Campus Verlag.

Plutchik, Robert (2001). The Nature of Emotions. American Scientist 89, 344-350.

Popli, Sapna (2005). Ensuring Customer Delight: A Quality Approach to Excellence in Management Education.
Quality in Higher Education 11 (1), 17-24.

Schneider, Benjamin, David E. Bowen (1999). Understanding Customer Delight and Outrage. Sloan Management
Review 41 (1), 35-45.

Schdller, Anne M. (2006). Kunden wollen begeistert werden. Retail (5-6), 4-10.

Simonov, Pavel V. (1970). The Information Theory of Emotion. In: Magda B. Arnold (Ed.). Feelings and emotions:
the Loyola Symposium. New York, Academic Press, 145-149.

Sokolowski, Kurt (2002). Emotion. In: Jochen Musseler/Wolfgang Prinz (Eds.). Allgemeine Psychologie. Heidelberg,
Spektrum Akademischer Verlag, 337-384.

Stanley-Jones, Douglas (1970). The Biological Origin of Love and Hate. In: Magda B. Arnold (Ed.). Feelings and
emotions: the Loyola Symposium. New York, Academic Press, 25-37.

Steckelberg, Alexander V. (2016). Coaching als Férderung kreativen Lernens. Habilitationsschrift. Karlsruhe,
Karlsruher Institut fiir Technologie (KIT).

Ulich, Dieter (1985). Das Gefiihl. Uber die Psychologie der Emotionen. Miinchen, Goldmann.

White, Christopher, Yi-Ting Yu (2005). Satisfaction Emotions and Consumer Behavioral Intentions. Journal of
Services Marketing 19 (6), 411-420.

Yukl, Gary A. (2006). Leadership in Organizations. 6th ed. Upper Saddle River, NJ, Pearson/Prentice Hall.

17



Dirk Menzel

POJISITA HA EMOIIMUTE B KOHIEIIIUATA 3A YAOBJIETBOPEHOCT
HA KIIMEHTA

Pe3tome: Ocobeno 6 pamkume Ha 3anadHoes8ponelckama Kyaimypa eMmoyuume U eMoyuoHaIHume
n00X00U u32nexdcoa ca omxgvpienu 6 buznec cpeoume. Tosa 600u 00 anarumuier U OPUeHMuUpPaH
KbM akmume ¢oKyc Ha npoyeca HA 63eMaHe HA peuleHusi U NoOX00 KbM KIUeHmd.
Veenuuasawume ce uzcieosanus 6bpxy 408euKoOmMo noseoeHue U npuduHume, nopaou Koumo eoua
opepma e npeonouumana nped oOpyea, noovepmasam eadxcHocmma Ha emoyuume. Ilpu
KOHYenyusama 3a y0081emeopeHoCm Ha KIUeHMA, 8 KOAMO UHOUBUOM mpsaoea 0a Ovoe U3HeHA0aH
u ce yeau ObI2OCPOYHA, VHUKATIHA 8PB3KA, eMOYUOHATHUAM dcnekm e Kouoe gaxkmop. Tosa
0KA36a 6IUAHUE 8bPXY HACMPOUKAMA HA OUPEKMHOMO 83AUMOOeliCeue ¢ KIueHmume, Cmuia Ha
JUOEPCMB0 U UBUCKBA NOCMOSHHO OP2AHUZAYUOHHO 0OVYeHUe.

Knwuosu oymu: yooeremeopenocm Ha KiueHmMd, YHpAeieHUue HA NpOMeHume, emMoyuu,
JUOEPCMB0, OP2AHUZAYUOHHO 0OYYeHlUe
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