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ABSTRACT

The goal of this literature review is to determine how customer experience has
been measured in the service sector in relevant marketing literature. Research
articles were attained following a literature search in prominent databases like
Web of Science, EBSCO and Google scholar. After analyzing the articles and

reviewing the customer experience literature, constructs such as customer
journey, customer retention, customer loyalty, and customer satisfaction are
identified. These are specific to the measurement of the customer experience
in services. This paper makes an emphasis on the thematic analysis to identify
factors and to uncover nuanced findings of customer experience in retail
industry.
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Introduction:

In today’s retail service environment, where customers have more control than ever, Customer
Experience (CX) is a key element by which firms differentiate themselves from competitors and
improve customer engagement. This type of service research must help managers to perform better by
developing instruments to understand, achieve, and evaluate customer experience (Bustamante &
Rubio, 2017). (Meyer & Schwager, 2007) defined customer experience as “encompasses every aspect of
a company’s offering — the quality of customer care, of course, but also advertising, packaging, product
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and service features, ease of use, and reliability.” (Schmitt, 1999) was among the first researchers to

illustrate customer experience and recognizes five types of experiences: sensory (sense), affective (feel),
cognitive (think), physical (act), and social-identity (relate) experiences. In study of (Mehrabian &
Russell, 1974), the subjective experience of consumers, especially their pleasure and arousal, is
influenced by a range of retail environmental characteristics.

Customer experience is the whole events experienced by customers in the process before and
after the purchase where companies and customers play a role in creating a customer experience in the
retail industry. Customers now get in touch with business directly or indirectly in various manners and
they are more social in nature (Lemon & Verhoef, 2016). Study conducted by (Grewal et al., 2009)
revealed that keeping them in the next few years will be even more important than making a sale.
(Bagdare & Jain, 2013) mentioned that retail customer experience is a reliable and wvalid
multidimensional construct, explained in four dimensions: leisure, joy, distinctive and mood. (Joshi,
2014) research findings convey a strong message to service providers that since service delivery or
service performance is the major factor affecting customer experience any services, it is very important
that every service providers should stress on perfect service delivery. (Siebert et al., 2020) stated three
contributions to Customer Experience Management (CXM) in his research First, has challenged the
dominance of the smooth journey model. Secondly it has offered an alternate journey model in addition
to theory. Third, it has addressed practical concerns at the nexus of the two journey models. There is
no single way to create a wonderful customer experience journey, every organisation need to find out
their way to manage it whereas at the same time there are various frameworks to support it
(Richardson, 2010).

By means of emotional & perceptual distortion over the time, customer experience overcomes
many problems associated with static, partial measures of service quality (Palmer, 2010). Offering just
products or the services to the customer alone isn’t enough these days. Organizations must provide
their customers with satisfactory experience that would lead to customer delight. Competing on that
dimension means orchestrating all the “clues” that people pick up in the buying process (Berry et al.,
2002). The research carried by (Argo & Dahl, 2020) stresses on the importance of understanding the
factors affecting experience of the modern consumer. Similarly, (Hoffman & Lowitt, 2008) have also
reiterated the fact that researchers should do a study on customer experiences. (Ramanathan et al., 2017)
have defined consumption as a result of the experience which the customer gets after having a series
of interactions of the product or service provided by the organization.

Customer experience management is also focusing on issues such as how and to what extent an
experience-based business can create growth (Lemon & Verhoef, 2016). Survival in today's economic
climate and competitive retail environment requires more than just low prices and innovative products.
To compete effectively, businesses must focus on the customer's shopping experience. To manage a
customer's experience, retailers should firstly understand what actually customer experience means.
Customer experience includes every point of contact at which the customer interacts with the business,
product, or service. Customer experience management represents a business strategy that help to
manage the customer experience better (Grewal et al., 2009)

Each customer can be viewed differently in the customer experience. For example, they can be

Va7 Va7 v Vi

considered as a “consumer”, “user”, “participant”, “co-creator”, “guest” or “actor”. A central notion in
contemporary thinking is that customer experiences are not solely delivered by organizations for
customers. Rather, the experience itself is inexorably linked with the value obtained as perceived by

the individuals involved (McColl-Kennedy et al., 2015).

In the coming future, creating a compelling online environment for web consumers will have
numerous positive consequences for commercial web providers. Online executives noted that creating
a compelling online experience for cyber customers is critical to creating competitive advantage on the
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Internet. Yet, very little is known about the factors that make using the Web a compelling experience

for its users, and of the key consumer behavior outcomes of this compelling experience (Novak et al.,
2000). Additionally, customers’ brand perceptions may influence their customer experience even
(Verhoef et al., 2009).

Methodology

We systematically searched the following specialized database sources: Web of Science and
EBSCOhost. Furthermore Google Scholar searches were performed. Search words and phrases
included customer experience, customer satisfaction, and customer experience in retail. After analyzing
the articles and reviewing the customer experience literature, constructs such as customer journey,
customer retention, customer loyalty, and customer satisfaction are identified. The integrative
approach is used to shape the analysis of literature. Additional papers were apprehended via the
"snowball" method of using the most recent works to find related articles referenced in them. Since
keywords in research papers are not based on standard lists, some of the literature is highly likely to
have been overlooked.

Review Discussions:

Customer Journey: Customer journey management is a new method to providing your customers with
consistent experiences. Although such instances have their roots in customer experience management..
(Argo & Dahl, 2020) found that leading experiential service providers often use customer journey
approaches in service management and design. The customer journey perspective is closely associated
with the use of visualizations, often referred to as customer journey maps (Chauhan & Sarabhai, 2018).

The customer journey map is said to be as a flow type visualization technique where the
visualizations are made at an abstract form and represent the service process across time (Frasquet et
al., 2017; Yi, Youja e& Hoseong, 2003). (Santana et al., 2020) stated that at each stage of customer’s
journeys, customer encounter different types of touch point & information that we process using
different judgment strategies. Relevant numbers might include budgets, price, product attributes,
product counts, product ratings, numbers in brand names, health and nutrition information, financial
information, time-related information, and others. In addition, (Berezan et al., 2016) mentioned in their
study that the choice of a communication channel has a significant impact on the perceived
communication style and information quality.

Customer Retention: Customer retention can be achieved by identifying maximum revenue generating
customers and managing the customer experience for such profitable customers (Joshi, 2014). Success
in maintaining satisfaction levels has come from customer-focused corrective actions including more
frequent customer meetings, improved electronic/print mail communications and the provision of
more friendly financial information (Chauhan & Sarabhai, 2018).

Based on the study conducted by (Sarkar and Pradhan., 2016), customer satisfaction in retail has
recently improved a lot. It appears that the efforts of employees during the height of the downturn
made some contributions to overall customer satisfaction. It is also important to recognize that different
customer segments have different value. (Payne & Holt, 2001) says that all customers are not equal,
some segments may be profitable, some will break even and some will be unprofitable. This is a reason
why increasing customer retention does not always increase profitability. (Argo & Dahl, 2020) found
that the active and passive social influence of the sales force and other shoppers in the retail context can
impact a focal customer's thoughts, feelings, and behaviours. (Connell et al., 2019) revealed product-
related environmental cues drive customer experience on a website, suggesting that customer
experience occurs at the level of the product, as opposed to the website.
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Customer Loyalty: Perceived benefits and loyalty may vary according to purchase intention. Rewards

motivate customers to act to obtain a benefit within the target of their purchase orientation and
influences loyalty positively (Meyer-Waarden et al., 2013). Loyalty programs can force customers to
give up their personal information in favour of benefits they would get in the loyalty program. Today
Marketers use the higher level of benefits available through loyalty programs in return to compensation
to customers for sharing personal information. Customer loyalty programs are always equitably
administered and thoroughly communicated will be perceived as favourable by consumers. (Lacey &
Sneath, 2006) further mentioned that, while critics of loyalty programs are not in favour that marketers
should strive to enhance the value proposition for every customer, the nature of customer loyalty
programs is such that tiered levels of benefits and customer services are created. (Stathopoulou &
Balabanis, 2016) demonstrated the effects of benefits on satisfaction and, indirectly, store loyalty is not
invariant; they are moderated by the luxuriousness of the fashion retailer. (Fe¢ikovéd, 2004) and (Rust &
Zahorik, 1993) mentioned that the customer loyalty remains a topic of great interest for firms as well as
a core element of relationship marketing.

In addition, (Krishnan, 2020) cited that customer loyalty programs collect massive amounts of
data that the company should process and analyses. Fashion gives people an opportunity to satisfy
many emotional and practical needs. Fashion can be used to communicate with other, to develop own
identity and to gain acceptance from other (Mattsson, 2009). Common sense indicates that customers
would prefer to pay the lowest amount for a desired good or service. It's no surprise then that Accenture
research shows that customers’ perception of receiving best prices is near the top of the list of reasons
cited by loyal customers to describe their reason for being loyal. In fact, only location convenience was
more often cited as the key reason for a customer’s behavioral loyalty to a particular retailer (Hoffman
& Lowitt, 2008)

Customer Satisfaction: Because developing a meaningful customer experience leads to customer
satisfaction, which is critical to obtaining competitive advantage, management research has focused on
it. (McColl-Kennedy et al., 2015). Service is the process or activity, the customer*s experience is their
personal interpretation of the service process and their interaction and involvement with it during their
journey or flow through a series of touch points, and how those things make the customers feel (Pareigis
etal., 2011). According to (Vasconcelos et al., 2015), study the dependent variables, such as satisfaction,
behavioural intention, loyalty, word of mouth, and intention of recommendation.

Companies that offer high levels of quality in the service experience achieve important marketing
results, such as customer satisfaction and loyalty. (Grénroos, 2008). In the same manner the empirical
analysis identifies the important and positive role played by service operations in customer satisfaction
levels. When promotions interact well with service operations, the level of customer satisfaction is
significantly affected. After reading the reviews, some potential buyers make a visit to store before
making final decisions and surprisingly, promotional effects do not change their mind (Ramanathan et
al., 2017). (Krishnan, 2020) described that one of the basic elements of modern marketing understanding
is customer satisfaction and businesses can survive as long as they can meet the customer’s needs and
enable customer satisfaction.

Conclusion

Delivering a great customer experience is hugely important for any business. This study
highlights ideas that appear in the customer experience in services literature review. This paper makes
an emphasis on the thematic analysis to identify factors and to uncover nuanced findings of customer
experience in retail industry. Our research brings together works that demonstrate various methods for
measuring customer experience across retail industry.
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