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Abstract. This study aimed to collect information on consumer journey studies published
in Scopus, Emerald Insight, and ScienceDirect from 2013 to 2023. In addition, the
procedures were carried out using the principles of content analysis and a systematic
mapping study mechanism, with seven aspects of analysis. A total of 60 articles were
analyzed, and significant fluctuations were observed. The results showed that the highest
number of articles was produced in 2019 and 2022, with the most productive countries
being the United Kingdom (UK) and the United States. The study's predominant focus
was consumer journey channels, with retail as the most significant locus. The results
revealed that most articles used qualitative study methods, content, and thematic data
analysis techniques, and an exploratory design. Consumer journey research has several
important novelties for future studies. First, increased investment and international
collaboration are needed to advance research in less-developed countries. Second, the
future of this research includes technology personalization, studies of cultural, social, and
inter-generational differences, and longitudinal studies. Third, research locations such as
art festivals, hotels, and banks present great opportunities for exploration. Fourth, mixed
methods were suitable due to their flexibility and depth of analysis. Fifth, exploratory
methods are very effective for uncovering new aspects.

Keywords: Consumer journey; Content analysis; Future studies; Study trend; Systematic
mapping study.

Abstrak. Penelitian ini bertujuan untuk mengumpulkan informasi mengenai studi perja-
lanan konsumen yang dipublikasikan di Scopus, Emerald Insight, dan Science Direct dari
tahun 2013-2023. Selain itu, prosedur yang dilakukan menggunakan prinsip analisis
konten dan mekanisme studi pemetaan sistematis dengan tujuh aspek analisis. Sebanyak
60 artikel dianalisis dan mengalami fluktuasi yang signifikan. Hasil penelitian menun-
Jukkan bahwa jumlah artikel terbanyak diproduksi pada tahun 2019 dan 2022, dengan
negara yang paling produktif memproduksi adalah Inggris dan Amerika Serikat. Fokus
studi yang dominan adalah saluran perjalanan konsumen dan lokus studi yang paling
signifikan adalah ritel. Hasil penelitian menunjukkan bahwa sebagian besar artikel
menggunakan metode studi kualitatif, teknik analisis data konten dan tematik, serta
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desain eksplorasi. Penelitian perjalanan konsumen memiliki beberapa hal baru yang
penting untuk penelitian di masa depan. Pertama, peningkatan investasi dan kolaborasi
internasional diperlukan untuk mengembangkan penelitian di negara-negara yang
kurang populer. Kedua, masa depan penelitian ini mencakup personalisasi teknologi,
studi tentang perbedaan budaya, sosial, dan antargenerasi, serta studi longitudinal.
Ketiga, lokasi penelitian seperti festival seni, hotel, dan bank memberikan peluang besar
untuk eksplorasi. Keempat, metode campuran cocok digunakan karena fleksibilitas dan
kedalaman analisisnya. Kelima, metode eksplorasi sangat efektif untuk mengungkap
aspek-aspek baru.

Kata kunci: Perjalanan konsumen; Analisis konten; Penelitian masa depan; Tren
penelitian,; Systematic mapping study.
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BACKGROUND

Consumer behavior plays an essential role in the dynamics of the business world,
serving as a cornerstone for the formulation of effective strategies. Consequently,
managers, advertisers, and marketing professionals need to explore the intricacies to gain
insights into the diverse needs of individuals and organizations engaging with products
or services (Solomon, 2018). In recent times, consistent fluctuations in the dynamics of
consumer behavior have been widely reported due to various factors. These influential
factors include external environment, culture, social environment, as well as economic
and political conditions of a nation (Gajjar, 2013). The rapid development of technology
and the emergence of global events have also significantly altered consumer behavior in
shopping. The shopping process typically comprises multifaceted interaction between
consumers and brands/products, facilitated through various platforms, including social
media, websites, and brochures.

Consumer interaction typically comprises 3 fundamental dimensions, including
cognition, affection, and behavior. Although cognition and affection are intangible and
not directly observable, behavior has the potential to be observed directly. Several studies
showed that behavior is often manifested during shopping, product usage, and the sharing
of experiences among consumers, both online and offline (Stephens, 2017). For
companies operating in the contemporary landscape, a significant challenge lies in the
ever-expanding scope of the global shopping experience. Apart from physical stores,
online store environments are increasingly offering immersive browsing and shopping
experiences, which facilitate cultural changes in the consumer journey (Shavitt & Barnes,
2020). In response to these changes, companies are compelled to develop value-centered
solutions, focusing on fostering meaningful interactions with consumers (Kalbach, 2016).

The formulation of solutions by companies is intricately linked to understanding
consumer behavior, a process often elucidated through consumer journey mapping. This
mapping serves as a navigational tool, facilitating a comprehensive understanding of
needs and preferences. According to previous studies, consumer mapping comprises a
holistic mapping of individual experiences as a consumer, spanning from initial product
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or service discovery to becoming a loyal buyer (Kalbach, 2016). Furthermore, it
transcends the mere identification of touchpoints and delves deeper into identifying
various consumer journeys and behaviors, which contribute to the achievement of higher
consumer goals (Becker et al., 2020).

Based on data analysis of articles on the Scopus page, studies on the consumer
journey have been consistently conducted since 1999, with a significant increase starting
from 2015 to the present. This research is essential because the primary goal of any
business is to generate and retain customers. This highlights the importance of
comprehensively understanding consumer characteristics and needs through consumer
journey mapping. This understanding, in turn, will facilitate the development of targeted
and robust business strategies (Kalbach, 2016).

In a previous literature review, Santos and Gongalves (2021) reviewed
fundamental models and theories that shape the concept of the consumer journey and how
the latest technologies are changing consumer behavior. Papakonstantinidis (2017)
explored the impact of social, local, and mobile marketing (SoLoMo) on the consumer
journey, offering new insights into the specific integration of these elements. Meanwhile,
Tueanrat et al. (2021) identified five main themes in consumer journey literature, namely
service satisfaction, failure and recovery, consumer response, co-creation, and techno-
logical disruption. Although certain aspects of the consumer journey have been discussed,
there is still no literature review that examines how research trends on the consumer
journey have developed over the past 10 years and what topics are frequently discussed,
thus opening up significant opportunities for further exploration in this field.

Based on this information, it is evident that although many systematic literature
reviews on the consumer journey have been conducted in recent years, there is a
significant gap: there is no comprehensive mapping of emerging trends in consumer
journey research over the past 10 years. Previous studies tend to focus on specific aspects
of the consumer journey or specific factors, but there has been no thorough compilation
of the main trends and methodological advances in this field. Addressing this gap is
crucial to provide a holistic understanding of how consumer journey research trends are
evolving and to highlight areas that require further exploration for the development of
research related to the consumer journey topic. This current study used content analysis
of articles published on Scopus, Emerald Insight, and Science Direct pages between 2013
and 2023 to gather insights into consumer journey studies.

THEORETICAL REVIEW
Consumer Behavior

The development of consumer behavior theory began with early literature written
by Howard and Sheth in 1969 in a book entitled "The Theory of Buyer Behavior". The
book explains a paradigm regarding the influence of cognition (thoughts) on affect
(emotions) and conation (activities). Furthermore, this paradigm presently informs
various facets of consumer behavior analysis, including the information search process,
preconceptions, and the buying process. Over the years, the basic concept of cognition-
affect-conation has undergone terminological developments and conceptual advances
(Dharmmesta, 1999).
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Current consumer behavior is highly dynamic and influenced by various factors
such as technology, environmental awareness, and social changes. Consumers are
becoming more informed and critical. Nowadays, consumers often use online reviews
and social media to make purchasing decisions. They also tend to join consumption
communities that share similar interests or values, and increasingly support sustainable
and ethical consumption. A strong relationship with brands that reflect their personal
values is also becoming important, while generational differences show varying
preferences and consumption habits. Overall, modern consumers are more aware of the
value and impact of their consumption choices, in terms of health, the environment, and
ethics (Lim et al., 2022).

The study of consumer behavior serves as a fundamental tool for comprehending
the evolution of marketing concepts and the essential components of marketing strategies
(Schiffman & Wisenblit, 2019). This concept also holds paramount importance for
business as it aids in understanding target audiences and crafting strategies aimed at
satisfying consumer needs and preferences. Companies equipped with a deep
understanding of consumer needs often find it more feasible to enhance business
performance. In essence, consumer behavior can be defined as the systematic
examination of consumer actions during the processes of searching, purchasing, and
evaluating products or services to fulfill needs.

Consumer Journey

Consumer journey in decision-making is a circular process, comprising 4 main
phases, including initial consideration, active evaluation or the process of studying
potential purchases, closing when consumers make purchases, and post-purchase (Court
et al., 2009). In the seminal review by Tueanrat et al. (2021), five key themes were
identified in the literature on the customer journey. These key themes include service
satisfaction, failure and recovery, customer response, co-creation, and channels and
technological disruption. These themes provide a comprehensive framework for
understanding various aspects of the customer journey and highlight critical areas for
future research. Service satisfaction, failure, and recovery are crucial in shaping
customers' evaluations of their experiences. Customer responses, both cognitive and
emotional, can significantly influence their interactions with the brand. Value co-creation,
often facilitated by technological advancements, emphasizes the dynamic role customers
play in shaping their own experiences. The study also underscores the importance of
understanding the various channels customers use and how technological disruptions can
alter the customer journey landscape.

The consumer journey path can be mapped as a five A process, including aware,
appeal, ask, act, and advocate (Kotler et al., 2016). Businesses can increase satisfaction
and loyalty by understanding the process, mapping all stages, and identifying touchpoints
(Becker et al., 2020). In addition, the mapping typically helps businesses to increase their
competitive advantage and drive better innovation (Kokins et al., 2021). According to
previous studies, companies typically ensure consumers are satisfied with the overall
experience to create loyalty, providing insights into the values and facilitating the
development of retention strategies (Santos & Gongalves, 2022).

Based on the aforementioned description, the consumer journey can be construed
as the progression of a consumer's path toward discovering and ultimately engaging with
products or services. This journey commences with the initial search process to gather
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information about products or services and extends through various stages, culminating
in the advocacy process wherein individuals can provide recommendations to others. In
addition, the mapping comprises an examination of the touchpoints or channels used by
consumers at each stage.

RESEARCH METHODS

This study adhered to the principle of content analysis and systematic mapping
study, which focused on results from various articles that had been published on Scopus,
Emerald Insight, and Science Direct. Furthermore, the procedures were carried out using
a method adopted from a previous study by Susetyarini and Fauzi (2020). The adoption
and modification led to 7 main aspects that were reviewed for analysis, including (1)
Number of publications per year, (2) Country of study, (3) Study focus, (4) Study locus,
(5) Study methods, (6) Data analysis methods, and (7) Study design.

All articles used were obtained from Scopus, Emerald Insight, and Science Direct,
and published between 2013 and 2023 with the string "consumer journey" or "customer
journey". The timeframe was selected to capture the latest trends and developments in the
consumer journey over the past 10 years. A total of 60 articles were analyzed and
selection was based on the conditions set out in the instrument. Furthermore, the inclusion
and exclusion criteria were determined to make it easier for investigators to systematically
map articles that matched or did not match the report theme.

Table 1. Inclusion and Exclusion Criteria

Inclusion Exclusion
Study that focuses on "consumer journey" or Study that focuses not on "consumer journey" or
"customer journey" "customer journey"
Range of 2013 - 2023 Other than the year range 2013-2023

Document types other than articles and source

Article document type and journal source type types other than journals

Final publication Atrticle in progress
All open access Not open access
English language In a language other than English

The results of determining the inclusion and exclusion criteria were used to select
relevant articles for a mapping study of trends related to the consumer journey. Relevant
articles discussed the consumer journey in business and marketing with various focuses
and loci. The string used "customer journey" and "consumer journey" interchangeably to
ensure more thorough results. This is significant since the terms describe a consumer
journey that includes every interaction step, whether as a specific customer or as a general
consumer, with a product or service.
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Table 2. Data Search through Scopus, Emerald Insight, and Science Direct

Database Search String Detected
Scopus Search string “consumer journey” or “customer journey’’ 1227
Inclusion 166
Exclusion 1061
Relevant articles 31
Emerald Insight Search string “consumer journey” or “customer journey’’ 148
Inclusion 21
Exclusion 127
Relevant articles 16
Science Direct Search string “consumer journey” 239
Inclusion 21
Exclusion 127
Relevant articles 13

RESULTS AND DISCUSSIONS
Number of Publications per Year

The number of publications was related to the number of articles successfully
published in the predetermined year. From 2013-2023, articles discussing consumer
journey were observed to start increasing in 2019, with a total of 11. During this period,
a total of 60 studies were published. The peak of publications occurred in 2019 and 2022,
each with 11 articles. This increase is attributed to the growing awareness of the
importance of understanding the consumer journey in marketing and business, as well as
technological advancements that facilitate this research. However, there was a decline in
the number of articles published in 2021 and 2023, with 7 articles each year. This decline
may reflect a shift in research focus or other constraints such as the Covid-19 pandemic,
during which consumers underwent many changes, leading to new phenomena that
became more interesting to study in the following years when conditions were more
favorable for conducting research.
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Figure 1. Number of Publications per Year
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Study Country

Studies exploring consumer journeys were carried out in various countries in Asia,
Europe, Africa, and the Americas. Figure 2 showed that the most popular consumer
journey study was carried out in the United States and the United Kingdom (UK), with a
total of 9 articles each. This indicated future studies exploring the topic need to be carried
out in several countries, including Asia, Africa, America, and Australia. Five articles that
were analyzed were not included in Figure 2 because their research locations were
conducted in multiple countries. These include combinations of 1-3 countries such as the
UK and Italy; the UK and Germany; Austria, Germany, and Sweden; the UK and the
United States; and Scotland and Canada.

Figure 2 shows that research on the consumer journey is dominated by the United
States and the United Kingdom, each with 9 articles, while other countries have fewer
articles. These two countries have greater access to support from professional
communities, authorities, government institutions, and large companies in developing
their research, allowing for more comprehensive and in-depth studies (Efimov & Lapteva,
2019), the consumer market in the United States is very large and diverse, making the
consumer journey an interesting subject of study (Gundala & Singh, 2021), while the UK
has a highly influential market in Europe, particularly regarding consumer adoption and
behavior related to global products (Rehman & Rana, 2018).

10

Article Count

Country of Research

Figure 2. Study Country

Study Focus

The focus of this study was related to the outline of the study direction, making it
easier for investigators to determine the topics to be discussed. In the analyzed consumer
journey studies, a total of 14 focus areas were found. Based on Table 3, the study focuses
on discussing channels in the consumer journey was the most popular compared to others,
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followed by technology and touchpoints. One of the main topics from the analysis of
these articles is the dominance of research on consumer journey channels (22 articles),
highlighting the importance of understanding how various marketing channels, both
online and offline, can influence consumers' purchasing decisions during their journey.
The development of digital technology and the diversification of marketing channels have
changed how consumers interact with brands, making research in this area highly relevant
and a popular topic (Shavitt & Barnes, 2020). Additionally, the topic of technology in the
consumer journey (12 articles) underscores the significant role of technology such as
mobile apps, Al, and big data in understanding and influencing consumer behavior.
Technology enables the personalization of consumer experiences, which is crucial in the
context of modern marketing (Ertz et al., 2021).

Table 3. Study Focus

Focus of Study

Article
Count

Consumer journey channel articles by Piriyakul et al. (2022), Sabaityté et al. (2019),
Hajdas et al. (2022), and Shetty et al. (2018), Terho et al. (2022), Hosseini et al. (2018),
Wolny & Charoensuksai (2014), Azemi et al. (2022), Tagashira (2022), (Mikalef et al.
(2023), Garaus & Hudakova (2022), Wagner et al. (2020), Hsia et al. (2020), Nystrom &
Mickelsson (2019), Kakalej¢ik et al. (2020), Wilson-Nash et al. (2020), Ngarmwongnoi
et al. (2020), Hudson & Hudson (2013), Varkaris & Neuhofer (2017), Towers (2017),
Cheng et al., (2018), and Rusthollkarhu et al., (2022).

22

Consumer journey cognitions article by Teichert et al. (2019), which explored the
cognition process of consumer purchasing decisions.

Consumer journey design article by Kuehnl et al. (2019), which discussed the design
of consumer journey design in purchasing products through consumer experience.

Consumer journey factors article by George & Wakefield (2018), exploring the
various influential factors.

Consumer journey goals by Becker et al. (2020), which reported the role of consumer
experience in achieving consumer journey goals.

Consumer journey management by Homburg & Tischer (2023) and Sahhar et al.
(2021).

Consumer journey motivation by Park et al. (2019), which explored consumer
motivation in the consumer journey to buy a product.

Consumer journey pattern by Theopilus et al. (2021), Halvorsrud et al. (2016), Siebert
et al. (2020), and Herhausen et al. (2019), discussing product or service search patterns
by consumers on their travels.

Consumer journey perceptions articles by Cuomo et al. (2021), Kovac (2021), Paluch
& Tuzovic (2019), Lim et al. (2022), and Lynch & Barnes (2020), exploring consumer
perceptions on their journey.

10

Consumer journey technology by Holliday et al. (2015), Lundin & Kindstrém (2023),
Del Bucchia et al. (2021), Rusthollkarhu et al. (2022), Sari & Adinda (2023), Lyu et al.
(2023), de Bellis & Venkataramani Johar (2020), Grewal et al. (2022), Dhiman et al.
(2023), Willems et al. (2019), Kostyk & Sheng (2023), and Tupikovskaja-Omovie &
Tyler (2020), reporting technological innovation in consumer journey.

12

11

Consumer journey touchpoint by Mikolajova & Olsanova (2017), Nichifor et al.
(2021), Yachin (2018), Lemon & Verhoef (2016), Vaghela (2014), and AbedRabbo et
al. (2022), discussing the touchpoints used in consumer journey.

12

Contextual consumer journey by Nakata et al. (2017), stating the application of
consumer journey theory in the medical world.

13

E-consumer journey by Vakulenko et al. (2019), which explored the online customer
journey specifically in e-commerce.

14

Social consumer journey by Hamilton et al. (2021), which discussed social or joint
decision-making in consumer journey.
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Potential future research in this field, based on the analysis of these 60 articles,
includes the use of technology for personalizing the consumer journey, studying cultural,
social, and intergenerational differences in consumer preferences, and conducting
longitudinal studies to understand the evolution of the consumer journey over time.
Mapping these journeys can facilitate the adoption of methods and concepts for
subsequent research. By exploring these topics, future research can provide deeper
insights and help companies develop more effective and sustainable marketing strategies.

Study Locus

Study locus was related to the location or place where the investigation was
conducted. Among the 60 articles analyzed, there were several online and offline sites,
with popular online venues including websites and e-commerce. Based on Figure 3, retail
was the most popular study locus with a total of 17 articles, followed by an online study
location with a total of 8 articles. The dominance of research in the retail sector, with 17
articles, underscores the importance of understanding consumer journey behavior since
this sector represents the direct interaction point between consumers and products/
services. Additionally, research on the online locus ranks second with 8 articles, reflecting
the significance of understanding consumer behavior in the digital world, digital market-
ing strategies, and the influence of social media in the context of digital technology and
e-commerce development. This research can help companies optimize their online
marketing strategies and enhance interaction with consumers through digital platforms
(Ertz et al., 2021).

B2B I 6
Art and Music Festival @3 1
Hotel mm 1
Community Groups e 6
Museums =3 1
Online IS 8
Corporate IInT—— 6
Retaill IS 17
Schools B3 1
University IInnhomaoaeoam 6

Locus of Research

Bank &= 1
Unidentifed I 6
0 5 10 15 20

Article Count

Figure 3. Study Locus

Significant variations in research locus, such as B2B, community groups,
museums, and schools, indicate that each locus offers a unique perspective on the
consumer journey, such as consumer behavior in educational environments or the
dynamics of purchasing decisions between businesses (Thomas et al., 2020).
Furthermore, less explored research loci, such as art and music festivals, hotels, and
banks, each with only one article, highlight substantial opportunities for further research.
Studies in these areas could provide valuable insights into consumer behavior in contexts
different from other loci, focusing on experiences and services (Furquim et al., 2022).
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Future research potential includes innovation in under-researched sectors to enhance
insights and discover new patterns in consumer journeys across various locations.

Study Method

The study method employed was a means of obtaining data by the investigators.
Furthermore, the method was divided into 3 main categories, including qualitative,
quantitative, and mixed (Creswell, 2014). Among the 60 articles analyzed, qualitative
methods are more popular in consumer journey research due to their flexibility and ability
to provide deep insights into consumer behavior and motivations. In the context of the
consumer journey, it is crucial to identify critical consumer touchpoints and marketing
intervention opportunities for companies. This is reinforced by Jervis and Drake (2014),
who explain that qualitative methods are often used to understand consumer behavior and
identify areas of focus for product development. Meyrick (2006) explains that qualitative
research follows principles of transparency and systematicity that can be adjusted to
dynamic research contexts.

Article Count
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Method of Research

o u

Figure 4. Study Method

On the other hand, while quantitative methods are very useful for measuring and
analyzing data on a large scale, they are less suitable for gaining in-depth insights into
individual experiences within the consumer journey. Quantitative research is typically
more structured and may not capture the emotional and contextual nuances of the
consumer journey. However, quantitative methods remain important for testing
hypotheses and generalizing findings to larger populations. Petrescu and Lauer (2017)
state that qualitative methods are essential for understanding complex phenomena that
may not be explained by quantitative methods alone.

Mixed methods combine the strengths of both qualitative and quantitative
approaches, providing a more comprehensive view. However, this approach may require
more resources, time, and expertise, making it less popular among researchers with such
limitations. Almalki (2016) notes that although mixed methods offer positive benefits by
providing both depth and breadth of information, they are often considered to require
more time and resources. Nonetheless, based on the analysis of these articles, mixed
methods have potential for use in future research. They are suitable for analyzing
quantitative research results based on current qualitative findings to generalize the results.
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Data Analysis Methods

The data analysis methods used in the 60 articles analyzed were very diverse and
related to the choice of method used by the study. Furthermore, the data analysis methods
for mixed methods were Eye Tracking (ET), Customer Journey Analysis (CJA), RTA,
Hierarchical Cluster Analysis, and In-depth Interview. Meanwhile, multiple regression,
netnography, panel data analysis, multivariate fractional, latent class analysis, and
ANOVA were used for quantitative methods. The most popular methods for qualitative
study were content analysis and thematic analysis due to the relative complexity with in-
depth results. Other methods used included symbolic analysis, phenomenology,
comparative analysis, Nvivo analysis, NLP (Natural Language Processing), Means-End
Chain, Hierarchical Value Map, and semiosis.

Content analysis and thematic analysis are popular methods in consumer journey
studies due to their simplicity, flexibility, and ability to generate deep and rich insights
into the consumer journey process. Content analysis allows for the systematic
categorization and analysis of texts to identify key themes and patterns, and it can be
applied as a primary method or as a complement to quantitative testing (Vespestad &
Clancy, 2020). Thematic analysis, on the other hand, helps organize and interpret
qualitative data by identifying themes that emerge from the collected data, providing deep
and systematic insights into consumer experiences and perceptions (Thomas & Harden,
2008). Based on the analysis of these articles, both methods are well-suited for studying
consumer behavior because of their flexibility and ability to handle various types of
qualitative and quantitative data.

Study Design

According to Sreejesh et al. (2014), the study design was divided into three main
categories: exploratory, descriptive, and causal. An exploratory design was used to define
and formulate a problem more precisely, look for alternative actions, and gain further
insight. Meanwhile, descriptive design was used to describe the characteristics and
behavior of some report objects and events, while causal design was used to identify
cause-and-effect relationships.

50
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20
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Article Count

12

2
Exploratory Descriptive Causal
Design of Research

Figure 5. Study Design
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This study analyzed 46 articles with an exploratory design being the most popular
because it could provide more in-depth and solution-oriented results to understand the
consumer journey in buying goods or services. The results showed that causal design was
used by 12 articles and descriptive design was employed by 2 articles. Exploratory
research allows researchers to investigate poorly understood phenomena, identify new
patterns, and generate hypotheses for further study. This method is flexible and adaptive,
enabling researchers to adjust their approach based on initial findings (Olawale et al.,
2023). Although causal and descriptive designs are also used, these research designs are
more limited in terms of the depth and flexibility offered compared to exploratory
designs. Therefore, for consumer behavior research, exploratory methods are considered
most suitable due to their ability to uncover new aspects and provide deep insights that
can form the basis for further research and the development of more effective marketing
strategies for companies.

CONCLUSION AND RECOMMENDATIONS

In conclusion, this study provided an overview of the latest information regarding
reports related to the consumer journey. The results showed that there were 60 articles
analyzed between 2013 and 2022, with the trend showing annual fluctuations. The articles
analyzed provided information regarding consumer journey study trends over the past 10
years. Some of this information included the largest number of articles produced in 2019
and 2022 was 11 articles each; the most productive countries producing publications on
the topic were the UK and the United States, and the most popular focus was consumer
journey channels. Furthermore, the most popular locus was retail, the most popular study
method was the qualitative method, the most widely used data analysis method was
content and thematic analyses, and the common design was exploratory.

Based on this explanation, several novelties could be utilized by future studies.
First, consumer journey research requires increased investment and international
collaboration to develop studies in countries where publication rates are less prevalent.
Second, the future of this research includes topics such as technology personalization,
cultural, social, and intergenerational differences, as well as longitudinal studies. Third,
less-explored research loci like art festivals, hotels, and banks present significant
opportunities. Fourth, mixed qualitative and quantitative research methods, as well as
content and thematic analysis methods, are well-suited for consumer journey research due
to their flexibility and depth of analysis. Fifth, exploratory methods are ideal for
uncovering new aspects and developing effective and sustainable marketing strategies.

Limitations

This research only relies on three databases, namely Scopus, ScienceDirect, and
Emerald, to find relevant articles. These sources were chosen because they are known to
provide access to quality research. However, our focus is limited to identifying the topics
discussed in the articles, without delving deeper into the findings of the research.
Identifying research topics can help get a general idea of what is being researched in this
area, without going into too much detail on the specific results of each study. While this
approach allows us to see general trends, it does not dive into each study's specific
contributions or impacts. This choice was made to limit the focus and depth of analysis.
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