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ABSTRACT

In today's competitive marketplace, customer experience has emerged as a pivotal
differentiator for businesses. Emotionally engaging customer interactions signifi-
cantly influence satisfaction, loyalty, and long-term retention. This chapter delves
deeply into the critical concept of emotional touchpoints, examining how businesses
can strategically identify, map, and leverage emotional interactions throughout the
customer journey. By integrating advancements in Emotion Al, sentiment analysis,
and robotics Al into customer relationship management (CRM) systems, organiza-
tions can better interpret and respond to customer emotions. Through systematic
identification and analysis of emotional touchpoints, businesses can effectively
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personalize customer experiences, anticipate emotional responses, and respond
proactively to customer needs. Practical recommendations are presented for orga-
nizations aiming to enhance their emotional intelligence competencies in customer
relationship management, ultimately driving superior competitive advantage and
sustainable business growth.

THEORETICAL BACKGROUND

In the digital era, customer experience has transcended traditional service pa-
rameters, becoming a deeply emotional journey where each interaction represents an
opportunity to forge lasting relationships. Emotional touchpoints—moments in the
customer journey where emotions are heightened—serve as critical determinants of
customer satisfaction, loyalty, and advocacy (Pansari & Kumar, 2017). The integra-
tion of Emotion Al, sentiment analysis, and robotics Al into Customer Relationship
Management (CRM) systems has revolutionized businesses' capacity to recognize,
interpret, and respond to these emotional cues (Picard, 2020). Understanding emo-
tional touchpoints enables firms to move beyond transactional exchanges to create
personalized, empathetic experiences that resonate on a human level (Huang &
Rust, 2021). Emotion-sensitive technologies not only decode underlying customer
sentiments but also empower proactive engagement strategies, facilitating real-time
adjustments to meet emotional needs (Bagozzi et al., 2016). Furthermore, advance-
ments in digital engagement tools have allowed organizations to map emotional
trajectories across customer journeys, enabling predictive modeling of customer
behavior and optimizing service touchpoints for greater emotional resonance (Lemon
& Verhoef, 2016). As emotional intelligence becomes a strategic asset in customer
relationship management, businesses that skillfully navigate emotional touchpoints
are better positioned to achieve sustainable competitive advantage and foster deep
consumer loyalty in increasingly saturated markets (Davenport, Guha, Grewal, &
Bressgott, 2020).

PROBLEM STATEMENT

Intoday's hyper-digital and competitive marketplace, organizations face increasing
challenges in creating emotionally resonant customer experiences that go beyond
functional service delivery (Lemon & Verhoef, 2016). While digital transformation
has enhanced operational efficiency, it often overlooks the nuanced emotional needs
of customers, resulting in impersonal and transactional interactions (Davenport et
al., 2020). Emotional touchpoints, defined as moments when customers' emotions

130



30 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage: www.igi-

global.com/chapter/navigating-emotions-mapping-emotional-

touchpoints-to-enhance-customer-experience-in-the-digital-
era/379987

Related Content

Enhancing Employee Productivity Through Human Capital Analytics
Devesh Bathlaand Raina Ahuja (2023). Handbook of Research on the Interplay
Between Service Quality and Customer Delight (pp. 151-166).
www.irma-international.org/chapter/enhancing-employee-productivity-through-human-capital-
analytics/318106

The Almost Perfect Tourist Map

Luiza Gomes do Valle Vasconcellos (2024). Connecting With Consumers Through
Effective Personalization and Programmatic Advertising (pp. 166-181).
www.irma-international.org/chapter/the-almost-perfect-tourist-map/336649

Adoption of Electronic Payment Services by Iranian Customers

Abbas Keramati, Bahar Hadjiha, Rose Taeband Navid Mojir (2010). International
Journal of Customer Relationship Marketing and Management (pp. 80-97).
www.irma-international.org/article/adoption-electronic-payment-services-iranian/48199

Determinants of Customer Engagement in Electronic Word of Mouth
(eWOM) Communication

Anshu Rani, Urmila Itamand Shivaprasad H. N. (2021). Insights, Innovation, and
Analytics for Optimal Customer Engagement (pp. 196-225).
www.irma-international.org/chapter/determinants-of-customer-engagement-in-electronic-word-

of-mouth-ewom-communication/273295

Proposing a Quantitative Model Towards Building Trust in B2C E-Commerce
Mahmoud Zamaniand Changiz Valmohammadi (2018). International Journal of
Customer Relationship Marketing and Management (pp. 36-53).
www.irma-international.org/article/proposing-a-quantitative-model-towards-building-trust-in-b2c-

e-commerce/201161



http://www.igi-global.com/chapter/navigating-emotions-mapping-emotional-touchpoints-to-enhance-customer-experience-in-the-digital-era/379987
http://www.igi-global.com/chapter/navigating-emotions-mapping-emotional-touchpoints-to-enhance-customer-experience-in-the-digital-era/379987
http://www.igi-global.com/chapter/navigating-emotions-mapping-emotional-touchpoints-to-enhance-customer-experience-in-the-digital-era/379987
http://www.igi-global.com/chapter/navigating-emotions-mapping-emotional-touchpoints-to-enhance-customer-experience-in-the-digital-era/379987
http://www.irma-international.org/chapter/enhancing-employee-productivity-through-human-capital-analytics/318106
http://www.irma-international.org/chapter/enhancing-employee-productivity-through-human-capital-analytics/318106
http://www.irma-international.org/chapter/the-almost-perfect-tourist-map/336649
http://www.irma-international.org/article/adoption-electronic-payment-services-iranian/48199
http://www.irma-international.org/chapter/determinants-of-customer-engagement-in-electronic-word-of-mouth-ewom-communication/273295
http://www.irma-international.org/chapter/determinants-of-customer-engagement-in-electronic-word-of-mouth-ewom-communication/273295
http://www.irma-international.org/article/proposing-a-quantitative-model-towards-building-trust-in-b2c-e-commerce/201161
http://www.irma-international.org/article/proposing-a-quantitative-model-towards-building-trust-in-b2c-e-commerce/201161

