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ABSTRACT

Agrowingbodyofacademicandpractitionerliteraturehashighlightedtheroleofconsumerexperience
managementinmaintaininglong-termrelationshipswithconsumers.However,relatedstudiesarestill
divergentandthereislittleempiricalevidenceavailabletosupportthepositiveeffectofconsumer
experiencemanagementonattitudinalandbehaviouralloyalty.Thepresentstudyaimstofillthis
gapbyinvestigatingthedirectandindirectimpactsofconsumerexperienceeffortsonattitudinal
andbehaviouralloyalty.Toconductanempiricalstudy,datawascollectedfromconsumersofthree
servicefirms:health,retail,andwellness.BymeansofAMOS17.0,usingCFAandSEMtechniques,
themeasurementandcomparisonofstructuralmodelswascarriedouttotesttheinvarianceacross
threeservicegroups.Thisarticlehassignificantimplicationsforacademicianswellasmarketersof
servicefirms.
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INTRodUCTIoN

Consumersdonotbuygoodsorservices;rather,theybuythebenefitsandexperiencesthatgoods
andservicesdelivertothem(Grönroos,2001).

Inthelightofabovestatement,managingsuperiorconsumerexperiencesseemstobeanimportant
focusofafirm.ConsumerExperienceManagement(CEM)isemergingasastrongstrategicweapon
tomaintainlong-termrelationshipswiththeprofitableconsumers.Facingnewformsofcompetition,
servicefirmsarestrivinghardtodeliversuperiorconsumerexperiences.Thedeliveryofsuperior
consumerexperienceshasbecomeanimportantconcerntodevelopconsumerloyalty,whichcan
beoneofthecompetitiveadvantagesforafirm(Berry&Carbone,2007;Singh&Saini,2016).A
consumeroftenrecallstheirpastexperiencestomakerepurchasesandspreadpositiveword-of-mouth
publicity(Yi&La,2004;Dhananjayan,2007).

Inserviceindustry,consumersfrequentlyfaceuncertaintyissuesduetointangibility,unawareness,
perishability,andcomplexityinserviceoutputs(Crosby,Evans,&Cowles1990).Priorliterature
suggeststhatconsumer’sevaluation(satisfaction),confidenceandreliability(trust),andenduring
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desiretoattach(commitment)withaserviceproviderinfluencethemtocontinuetheirjourneywith
abrand/firm.Therefore,consumersatisfaction,trust,andcommitmentreflecttheirassessmentabout
thedepthofconsumer-firmrelationship(Crosbyetal.,1990;Hennig-ThurauGwinner,&Gremler,
2002;Gwinner,Gremler,&Bitner,1998).

Thoughtherearelargenumberofstudiesonmanagingconsumerexperiencesandconsumer
loyalty,yetitlacksempiricalsubstantiationtotheimpactofconsumerexperiencemanagementin
buildingconsumerloyalty.ThepresentstudyaimsatinvestigatingtheimpactofCEMonbothforms
ofconsumerloyalty.ThestudyalsoexamineswhetherCEMdirectlyinfluencesloyaltyorthereneeds
tobeapre-requitepsychologicalstateinthetransitionfordevelopingloyalty.

Thispaperhasbeenorganizedasfollows.First,theoreticalbackground,anintegratedconceptual
framework,andrelatedhypotheseshavebeenpresented.Thenextsectionpresentsthemethodology
and reliability/validityofproposedconstructs.Thereafter, the resultsunderConfirmatoryFactor
Analysis(CFA)andStructuralEquationModeling(SEM)usingmultiplegroupanalysisinAMOS17.0
havebeenfollowedbydiscussionandimplications.Finally,limitationsandfutureresearchdirections
havebeendiscussed.

THEoRETICAL BACKGRoUNd ANd HyPoTHESES

Consumer Experience Management
Althoughthesignificanceofconsumerexperiencemanagementiswidelyrecognized,yetresearch
aboutconsumerexperiencemanagementisquitefragmentedandthereisnosingledefinition.Early
studiesonCEMhaveexplainedexperienceontwoperspectives;utilitarianandhedonic(Palmer,
2010).Theutilitarianaspectreferstoconsumer’sperceptionofvaluepropositionintermsoffunctional
benefitswhereas;hedonicaspectpromotesitaspositiveemotionalresponsessuchassurprise,delight,
and excitement (Oliver, Rust, & Varki, 1997). The hedonic definition suggests the significance
ofrelationalvaluesabovethefunctionalvalues(Schmitt,1999).Theresultssuggestthatpositive
experiencescanbederivedfrombothrationalandemotionalvalues.Consumerexperiencescanbe
enhancedbymanagingconsumerinteractionsatvariousdirectandindirecttouchpoints(Verhoefet
al.,2009).TotheauthorssuchasJüttner,Schaffner,Windler,andMaklan(2012),SequentialIncident
LadderingTechnique(SILT)isanewmodetomeasuretheconsumers’serviceexperiences.Theuse
ofSILThighlightsthosecognitiveandemotionalaspectsofconsumerbehaviour,whichmightbe
difficultfortheconsumerstoexpress.WhileauthorsFølstadandKvale(2018)havesuggestedstrong
linksbetweentermscustomerjourneyandcustomerexperience.

Manyotherresearchers(Gentile,Spiller,&Noci,2007;Schmitt,1999;Verhoefetal.,2009)
havequantifiedconsumerexperienceintodifferentcomponentsandproposedaholisticconceptual
framework.Aneffectiveexperiencecanbeinterpretedasaunique,memorable,andsustainable
dealingofabrandwithaconsumer(Pine&Gilmore,1998).Theseexperiences(impressions)can
bemultidimensional(Gentileetal.,2007).BagdareandJain(2013)emphasizedmulti-dimensional
nature of consumer experience into four dimensions; joy, mood, leisure, and distinctive. The
understanding of enjoyable/engaged (joy), pleasant (mood), relaxing/delightful (leisure), and
unique/memorable(distinctive)experiencesaccordingtoconsumer’sperspectiveisessential to
design positive retail consumer experiences. Kim, Cha, Knutson, and Beck (2011) considered
environment,benefits,convenience,accessibility,utility,incentive,andtrustassevenimportant
factorstomeasuresconsumerexperiences.

TheauthorsGarg,Rahman,andQureshi(2014)havedevelopedsector-specific(IndianBanking
sector)scalestomeasuretheconsumerexperiences.Theyhavehighlightedtheconvenience,service-
scape, employees, online functional elements, presence of other customers, online aesthetics,
customization,valueaddition,speed,coreservice,marketing-mix,serviceprocess,onlinehedonic
elements,andcustomerinteractionasimportantfactorstofocusonconsumerexperiences.
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