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Abstract 

 

This paper aims to conceptualize and empirically highlight customer experience dynamics. So far, 

much service literature has approached the customer experience as a static and firm-controlled 

phenomenon, confined to interactions during the service encounter. We take on a more dynamic 

approach to the construct, arguing that customers experience service over time and beyond the 

firm’s actions. Consequently, the customers’ sense-making of the experience is also apt to change 

due to factors outside the firm’s control. The paper presents a study conducted among 18 customers 

of a mobile sports tracking service, which locates 8 different change-triggering factors in the 

customer’s context. We characterize these factors into three change categories causing experience 

dynamics: 1) long-term change 2) short-term change and 3) swayers. The findings help service 

firms understand how customers within their own context may cause and influence change in 

experiences. The paper ends with suggestions for how managers may manage such change. 
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