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Abstract:

This study aims to review, analyze, and compare the most
prominent global models for managing and improving Customer
Experience (CX). This is achieved through a systematic review of
several frameworks adopted by leading global organizations and
consulting firms, including: the Customer Experience Professionals
Association (CXPA) Framework, the Deloitte Customer
Experience Operating Model, the McKinsey Framework, the Da
Silva & Meneghetti Framework, the Du Plessis & De Vries
Framework, the Ipsos Loyalty Framework, and the Schmitt
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Framework. The study adopts a descriptive-analytical methodology
by collecting and analyzing the components of these models,
categorizing their dimensions, and conducting a critical
comparison to identify similarities, differences, strengths, and
weaknesses. The findings reveal that the models differ in their
degree of comprehensiveness, management philosophy,
measurement methodologies, and flexibility in application. Major
consulting models (Deloitte, McKinsey) tend to emphasize
organizational comprehensiveness and restructuring, while
academic models (Da Silva & Meneghetti, Du Plessis & De Vries)
focus on integrating research and practice. Practical models (Ipsos)
provide directly actionable steps, whereas Schmitt’s model stands
out by integrating emotional and sensory dimensions of the
experience. The study recommends that organizations select the
model most aligned with their institutional maturity and strategic
objectives, while integrating elements from multiple models to
develop a tailored framework that achieves excellence in customer
experience.
Keywords: Customer experience, CX management, CX models,
measurement, continuous improvement.
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