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Abstract: The customer experience (CX) is a concept that has been closely studied by companies in
recent years. This is because it is one of the most important factors in maintaining a competitive
advantage. In addition, it is customers who seek to create an experience that goes beyond the
acquisition of a product. In this article, we present a systematic literature review of the CX in
retail. We reviewed articles published over the last ten years related to (1) the definition of the CX;
(2) dimensions, attributes, and factors that influence the CX in retail; (3) methods used to evaluate
the CX in retail; and (4) potential heuristics to evaluate the CX in general and, in particular, in retail.
We analyzed 67 articles, and the obtained result shows that (1) multiple definitions exist in different
contexts; (2) the dimensions, such as the conceptualization of the CX, vary depending on the context;
(3) the evaluation methods found do not comprehensively evaluate the CX; (4) there is no evidence of
heuristics used to evaluate the CX.

Keywords: customer experience; customer experience evaluation; retail; systematic literature review;
user experience

1. Introduction

Customer experience (CX) is one of the most important factors in the maintenance of a company’s
competitive advantage among its peers. Customers have greater power and influence with companies
and have the means to validate them via websites or social networks, among others. Customers
know more about companies’ products, services, competitors, and prices, and are looking for unique
and memorable experiences that accompany the delivery of systems, products, and services [1].
The relationship between companies and customers exists in various stages ranging from the initial
awareness of a potential customer, through the shopping experience, until after the use of the product
and/or service [2]. CX is a concept traditionally related to the study of marketing and services.
Increasing interest in CX by the Human-Computer Interaction (HCI) community has recently arisen.
CX extends the user experience (UX) concept. The ISO 9241 standard defines UX as “The perceptions
and responses of people, as a result of the anticipated use, of a product, system or service” [3].

In this work, we performed a systematic literature review of research published during the past 10
years (from 2010 to 2020), to identify customer experience definitions, influencing factors, and methods
used to evaluate the context as it is applied to retail. Furthermore, we aimed to determine if heuristics
exist to evaluate this concept. Because our interest in CX is founded in HCI, we focused our systematic
literature review on references indexed in traditional computer science databases.

The results obtained show a large number of definitions that explain the CX in different contexts
with their respective dimensions. In addition, various methods are shown for the evaluation of the CX.
However, many of these are not capable of comprehensively evaluating the CX.
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The article is organized as follows. Section 2 introduces the theoretical background. Section 3
presents the research questions and describes the methodology of the systematic literature review.
Section 4 presents the studies selected, the results obtained, and the answers to the research questions.
Finally, in Section 5, we present the conclusions and future work.

2. Background

The concepts of user experience, heuristic evaluation, customer experience, and retail are briefly
presented below.

2.1. User Experience

Standard ISO 9241-210 defines user experience (UX) as “The perceptions and responses of people,
as a result of the anticipated use, of a product, system or service” [3].

UX is a subjective concept that depends on each person and their experiences. These experiences
can be constructed in different periods of time and can be sporadic or they can accumulate. To explain
the UX in greater depth, in 2004 Morville created a scheme that groups the main factors that must
be considered to create a good user experience, called “the honeycomb model”, which considers a
detailed design of the aspects that comprise the UX [4]. These are:

• Useful: The site must be able to cover a need, in addition to having a real purpose for its
construction. The content is expected to be useful and this is associated with innovative solutions.

• Usable: The site must be simple and easy to use so that its design is familiar and easy to understand;
thus, a site can be used effectively and efficiently to achieve a goal established by the product and
the user.

• Desirable: Image, identity, brand, and other design elements that are used to evoke emotion
and gratitude.

• Valuable: The site must add value for interested users.
• Findable: The information must be easy to find and easy to navigate. If problems arise, the user

should be able to find a solution quickly. The navigation structure must be configured in a way
that makes sense.

• Accessible: The product must be designed so that even people with disabilities can have the same
user experience as others.

• Credible: The products must be reliable so that they fulfill the function for which they
were designed.

UX is a concept that extends the usability concept. Standard ISO 9241-11 defines usability as:
“the extent to which a system, product or service can be used by specified users to achieve specified
goals with effectiveness, efficiency, and satisfaction in a specified context of use” [5].

2.2. Heuristics Evaluation

Heuristics evaluation is an inspection method that consists of a technical analysis carried out
by experts and allows evaluation of the usability of interfaces through a series of criteria known as
usability heuristics. These heuristics can be generic, such as those proposed by Nielsen and Molich [6],
or specific, created to evaluate a specific context, such as the set of eCommerce heuristics [7]. Heuristic
evaluation is commonly used to evaluate usability; however, research has also developed heuristic sets
to evaluate the UX [8,9].

It has also been proposed to extend the horizon of evaluations to target specific aspects of CX [9,10].

2.3. Customer Experience

The customer experience (CX) is a concept that encompasses UX. Several articles exist that explain
this concept from different perspectives, which shows the interest of scholars in this concept. The CX



Appl. Sci. 2020, 10, 7644 3 of 18

is a broad concept that encompasses both customers and companies and includes the physical and
emotional experiences of customers when interacting with products, systems, and services. This occurs
during all of the stages experienced by the customer [11]. The CX is a subjective concept because it
involves the opinions of the customers until the post-consumption stage [12–15].

To better understand the role of the CX, all of the stages experienced by the customer need to be
considered, in addition to the different types of experiences that accompany the interactions with a
service provider at different touchpoints [16,17]. These stages and types of experiences constitute what
is known as the customer’s lifecycle, which is made up of four phases [18–20]:

• Acquisition phase: This begins when the customer feels the need to purchase a new product/service.
The customer evaluates all of the options available and evaluates which best meets his needs.

• Loyalty phase: This is the maximum value that is reached when the product or service is used.
The customer is fully aware of the product purchased and its brand. This awareness manifests
itself through the continuous purchases of a brand, product, or service, thus establishing an
emotional bond between the customer and company.

• Reactivation phase: This occurs when the customer decreases the intensity of use of the product
or service, which leads to distancing the customer from the brand. During this phase, customers
can be attracted to the competition.

• Winning back phase: This is the process of reconquering users who used to be customers.
The main objective is to generate value for the former customer through actions that the company
considers relevant.

Because CX is a broad concept, it is necessary to specify the dimensions required to delve into this
topic. Various dimensions exist, each of which is designed to explain a specific context. For this article
we consider the dimensions proposed by Gentile et al. [21] in the retail area:

• Sensorial component: Focused on stimulating or affecting the senses (that is, sight, hearing, touch,
taste, and smell) to awaken various sensations in people. A good example of this component is
the Lush store.

• Emotional component: Involves the affective system, which generates moods, feelings, and
emotions in people. A good example is the Kinder Surprise.

• Cognitive component: Involves the mental processes of a person, in addition to conscious thoughts.
A good example is the Barbie doll.

• Pragmatic component: This occurs when a person undertakes a practical act. This component
includes the concept of usability, which covers all stages of the product life cycle.

• Lifestyle component: Relates to the values and beliefs of people through the adoption of lifestyles
and behaviors. A good example is the consumption of products without a logo.

• Relational component: Involves a person, beyond their social context, their relationship with
others, or their ideal self. A good example of this is haute couture products.

2.4. Retail

The retail concept is defined as “the set of activities that markets products or services to final
consumers for their own personal or household use. It does this by organizing their availability on a
relatively large scale and supplying them to consumers on a relatively small scale” [22]; that is, it is a
transaction of goods or services, between the seller and the end-user, that are used to satisfy the needs
of individuals.

Examples of retail stores at which customers can buy products for immediate use or consumption
are [23]:

• Department stores: Offers various types of products to future customers in one place. Department
stores offer a wide range of options to customers, so a large number of needs can be met in
one place.
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• Discount stores: Offers a wide variety of products to customers, but at a reduced price. Discount
stores generally offer a limited range of products and the quality may be lower than that of a
department store.

• Supermarkets: Generally sell food products and household items. In a supermarket, the products
are stored by departments to capture the attention of customers so that they can freely choose
according to their choice and need.

• Warehouse stores: Sells a limited stock of products in bulk at a discount rate. In general, this type
of store is not concerned with the store interior and the products are not displayed as neatly as in
the previous store types.

• Mom and pop stores: Small shops run by their owners that are designed to meet the daily needs
of customers living in the surrounding area. In general, they offer products that cover the basic
needs of a family.

• Specialty stores: Stores that specialize in a particular product, that is, only selective items of a
particular brand are sold. These types of stores are focused on high customer satisfaction.

3. Research Method

To carry out a systematic review of the literature, it is necessary to define a research methodology.
According to Kitchenham [24], this includes three main phases:

1. Review planning, which includes research questions and a review of protocols to follow.
2. Carrying out the review, which includes the selection of articles and the verification of their

quality, in addition to the extraction and synthesis of data.
3. Inform about the review, through a report that presents the results obtained.

We defined the review protocol for this systematic literature review as follows: research questions,
data source, search strategy, selection criteria, study quality, data extraction, and data synthesis.

3.1. Research Questions

We oriented a systematic literature review to the following topics: (1) the definition of customer
experience in retail; (2) dimensions, attributes, and factors that influence the customer experience in
retail; (3) methods that evaluate the customer experience in retail; and (4) whether heuristics exist to
evaluate the customer experience in general and, in particular, in retail. In Table 1, we present the four
research questions defined for our work.

Table 1. Research questions defined in this work.

ID Research Questions

RQ1 What is the customer experience in retail?
RQ2 What dimensions/attributes/factors influence customer experience in retail?
RQ3 What are the methods to evaluate customer experience in retail?
RQ4 Are there heuristics to evaluate the customer experience in general/particular in retail?

3.2. Data Source

The following electronic databases were selected to search for scientific articles: ScienceDirect,
Scopus, Springer Link, ACM Digital Library, and IEEE Xplore Digital Library. ScienceDirect, Scopus, and
Springer Link are general databases, including references from all areas of knowledge. ACM Digital
Library and IEEE Xplore Digital Library include references mainly related to Computer Science
(including HCI). We aimed to provide a broader view of the CX, not limited to Service Science and HCI.
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3.3. Search Strategy

The scientific articles collected have information related to the questions defined in Table 1.
For this purpose, the following search string was used: (“customer experience” OR “consumer
experience”) AND (retail OR retailing). This covers all of the main concepts of this research.

In all databases search for occurrences was made in titles, abstracts, and keywords. This led
to 898 articles. When also searching for occurrences in articles’ full, the number of articles multiply
approximately by 10; such amount of references is unmanageable.

3.4. Selection Criteria

To address the search and selection of scientific articles, we defined inclusion and exclusion criteria.
The selection of articles was made according to the following criteria:

• Articles that document and focus on CX.
• Articles that document business to consumer (B2C) experiences.
• Articles related to the retail experience.
• Articles published between 2010 and 2020.
• Articles written in English.

We excluded those articles that:

• Refer to CX in general and are not related to the retail area.
• Document experiences related to business to business (B2B), consumer to business (C2B) or

consumer to consumer (C2C).

3.5. Data Extraction

The information extracted from all of the selected articles was as follows:

• Year of publication and authors.
• Journal and type of scientific article.

For articles related to the study of the customer experience in retail, the following information
was considered:

• Studies on customer experience, both in specific and general areas.
• Definitions of customer experience given in articles (own or external).

For the articles related to dimensions/attributes/factors of the customer experience in retail, the
following information was considered:

• Areas covered in the dimensions proposed in each of the articles.
• Dimension and subdimension identified in the articles.

For articles related to the methods of customer experience in retail, the following information was
considered:

• Type and detail of method used to evaluate CX.
• Design and objective of the instrument used to evaluate CX.
• Detail of the data obtained in each of the methods.
• Usability, UX, or CX evaluation heuristics.

3.6. Data Synthesis

We grouped each of the articles into different appendices ( Appendices A–C). The articles found
were associated as follows: Appendix A—articles on the definition of CX (RQ1); Appendix B—articles
on dimensions/attributes/factors influencing CX (RQ2); Appendix C—articles analyzing the involved
CX evaluation methods (RQ3 and RQ4).
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4. Results

4.1. Study Selection

This work includes scientific articles found in ScienceDirect, Scopus, Springer Link, ACM Digital
Library, and IEEE Xplore Digital Library. Figure 1 documents the results obtained in the article
selection process.
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We carried out the article selection process and we obtained 898 articles in the first step of the
research. After applying the inclusion criteria and eliminating duplicate articles, 67 articles were
identified as relevant for the current review. This process was carried out using the different selection
options provided by the electronic databases, or through a manual review in the case of Springer Link
because no additional filters could be applied.

Figure 2 shows the percentage of articles available in each of the databases consulted. We can
observe that the largest number of articles was found in the Scopus (32.84% of 67) followed by Springer
Link (29.85% of 67), and Science Direct (28.36% of 67) databases. The lowest number was found in
ACM DL (5.97% of 67) and IEEE Xplore (2.99% of 67) databases.
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4.2. Data Source

The 67 selected articles were published within a period of 10 years, between 2010 and 2020
(until April 2020). Figure 3 shows the number of articles published per year within the 10-year period
considered in this review. Seventeen of these articles were published in the first 5 years, whereas 50
articles were published in the latter 5-year period, indicating the considerable increase in scientific
interest in studies on CX.
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4.3. What Is the Customer Experience in Retail?

More than 50% of the selected articles seek to answer this research question. We consider that
the customer experience is a broad concept that can be studied from different perspectives; thus,
its conceptualization depends on the adopted approach and point of view [25].

The study of this concept can determine the success of a company [21]. This experience plays
an important role in maintaining a competitive advantage among a company’s peers, in addition
to influencing customer preferences, which translates into generating an impact on the customer’s
purchase decision [26].

Due to the considerable increase in digitization and the resulting increase in internet purchases,
it is expected that customers will choose to rely increasingly on external information sources [27],
in addition to considering online channels to satisfy their needs.

Next, three of the definitions most cited by those seeking to define the CX are established (for details
see Appendix A).

In Gentile et al. (2007) [21], it is noted that the CX is strictly personal at different levels and
involves both the customer, the product, and the company that offers it [28–37].

In Meyer and Schwager (2007) [38], it is established that the CX is totally internal and subjective,
and is generated through different points of contact with the company [28,29,31,32,34,35,39–44].
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Verhoef et al. (2009) [45] explains that the CX includes various responses that a customer may
have when interacting with a company. The authors comment that the experience is generated by
all of the elements delivered by the company (both those that it can control and those that it cannot).
This experience covers all the phases that the customer can go through in the different channels offered
by the company [28–30,32–37,46–49].

The previous research confirms that, conceptually, the CX is holistic and multidimensional.
Customers have different experiences, ranging from the first contact to the subsequent consumption of
the product or service [5,45], and these can be presented by interacting through the multiple channels
offered by companies. These experiences can be good or bad, and mark the relationship generated
between the customer and the company. Today, customers seek more than the mere acquisition of
products and services; they also seek to have memorable experiences, for which they are willing to
pay [50]. In addition, regardless of the channel chosen by the customer, the experience received by the
company must be the same for all. The only concern of the customer is to satisfy their needs or desires,
without worrying about the channel through which they will interact with the company [51].

From the perspective of experience, consumption is not only limited to the time of purchase,
but includes all activities before, during, and after the purchase. Thus, all activities that may affect
decisions and activities in the future are included [20]. This experience covers all of the stages
experienced by the customer.

The CX must be continually developed. Maya Angelou said: “People will forget what you
said, they will forget what you did, but people will never forget how you made them feel” [52].
This means that delivering good customer experiences is vital because it is the basis of customer loyalty
with companies.

Based on the information collected and the answers to the initial question of this research, it can
be said that the CX has multiple definitions and that these depend on the context in which the CX is
generated. The following definition that encompasses various aspects of the customer experience can
be considered:

“The customer experience construct is holistic in nature and involves the customer’s cognitive,
affective, emotional, social, and physical responses to the retailer (Verhoef et al. 2009). This experience
is strictly individual (Gentile et al. 2007) and corresponds to an internal and subjective response
that customers have of any direct or indirect contact with a company (Meyer and Schwager, 2007).
This experience is created not only by those elements which the retailer can control (e.g., service
interface, retail atmosphere, assortment, price) but also by elements that are outside of the retailer’s
control e.g., the influence of others, purpose of shopping). Additionally, the customer experience
encompasses the total experience, including the search, purchase, consumption, and after-sale phases
of the experience and may involve multiple retail channels (Verhoef et al. 2009)”.

4.4. What Dimensions/Attributes/Factors Influence Customer Experience in Retail?

Given the nature of the question and the research conducted, it can be noted that multiple
dimensions can influence the CX. The labels attached to these classifications depend exclusively on
the author who proposes them. Thus, it is possible to find in the literature, as factors, attributes that
influence the experience. In the same way that the previous question depends on the context in which
the experience is studied, the dimensions that are used are important.

It is useful to conceptualize the experiences received by customers through the dimensions that
they go through. These dimensions can be included in various components that can affect the CX,
depending on the context of the customer.

The importance of studying the dimensions that affect the experience of the customer extends
beyond an understanding of each of these separately; rather, the dimensions should be studied
together, and the interrelationships between the variables that can affect the shopping experience
should be examined.
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Given the large number of dimensions found, those most relevant to this research are arranged in
Appendix B. Two of the most cited authors mentioned in the articles studied propose dimensions that
influence the CX and are considered relevant for this research.

In Gentile et al. (2007) [21], the conceptualization of the components of the CX based on two
articles is established [14,53]. The authors established six experiential components (sensory, emotional,
cognitive, pragmatic, lifestyle, and relational) that explain the multidimensional structure of the CX. It is
highlighted that the components are part of a whole, so when studying the CX, all possible interactions
between the components must be considered to exploit the effects of their joint work [28,30,31,49,54,55].

Verhoef et al. (2009) [45] establish that the CX involves several responses (cognitive, affective,
emotional, social, and physical). These responses are considered dimensions. This research establishes,
unlike that of other authors, dimensions that may be beyond the control of the retailer (including the
influence of others and purchase purpose), which were not previously considered. We highlight that
the proposed dimensions can be present in all of the purchase phases [30,39,47,54–56].

As previously mentioned, and based on the research conducted, it can be concluded that the
two authors mentioned above present a greater number of references compared to other authors who
propose dimensions capable of influencing the CX.

We also highlight that the dimensions proposed by both authors can be considered in the study of
the CX in retail. However, the specific context in which it will be applied must be clear to obtain the
maximum benefit.

4.5. What Methods Are Used to Evaluate Customer Experience in Retail?

Most companies continually seek to establish a framework that allows studying and establishing
methods of evaluating customer experience, particularly in retail. Thus, it is important to know the
opinions of customers because they are the basis of the success of companies.

One of the oldest and most widely used evaluation methods is that of Parasuraman (1988), who
created the SERVQUAL multidimensional scale (21 dimensions), which seeks to measure the quality of
service delivered by a company. Due to its importance in the service sector, various adaptations have
been made to assess quality in specific contexts (e.g., WEBQUAL and SITEQUAL) [56].

Another method used to date was proposed by Brooke (1996) and corresponds to the System
Usability Scale (SUS) (10 items), which seeks to measure the perceived usability of products and
websites [57]. This research topic continues to grow due to the number of new evaluation methods
that have been created to measure the CX in the service sector.

In the reviewed research, several authors noted the EXQ method to evaluate the customer service
experience. EXQ is a multiple-item scale (19 items) proposed by Klaus and Maklan (2012) [58].

The preceding paragraphs note three of the methods used to evaluate the CX (see Appendix C).
As was the case for the previous questions, each of the methods corresponds to a specific connection.
However, if necessary, it is possible to adapt these methods to the context of each company.

The current increase in digitization presents a challenge to establish an evaluation method that
can assess the omnichannel delivery of services. A gap is evident when seeking to evaluate the CX
in all its aspects and in a comprehensive manner. However, it is necessary, first, to find a means to
evaluate the CX holistically, and second, that this evaluation method provides inputs that serve to
improve each aspect of the experiences.

4.6. Do Heuristics Exist to Evaluate the CX in General and in Particular in Retail?

Based on the research carried out, none of the 67 articles reviewed mentioned heuristics to evaluate
the CX. However, as a result of the investigation of additional sources of information, we detected
heuristics that evaluate usability and the UX.

Although the UX and CX are related concepts, it is not possible to evaluate the CX with heuristics
that were designed to evaluate usability or the UX [7,9]. However, some CX aspects could be evaluated
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based on usability/UX heuristics. Moreover, such heuristics could be used as a baseline to define
CX heuristics.

5. Conclusions

Today, more companies are interested in the manner in which they offer their products, systems,
and/or services to their customers. Thus, companies strive to provide a better experience to understand
and provide products and services designed for their customers.

Most companies are concerned with meeting new trends, that is, considering the customer as
an influencing factor in their decisions. Thus, the customer is not considered to be a concern, but to
provide a benefit, which allows the company to position itself and be recognized in the market.

Currently, the customer is not just a customer but also participates in the decisions made in
companies. Thus, the use of the CX concept is increasing. In general terms, this concept refers to all of
the interactions that the customer has with a company that occurs within the customer’s life cycle, and
in various phases during the customer’s journey.

The article seeks to discover information about the CX in retail from an HCI perspective.
This expands the scope of the previous research which was focused on the UX.

Interest in studying the CX has increased over time. However, because it is a relatively extensive
concept, in the current paper, we focused on retail because this is an area in which we work and in
which we seek to establish mechanisms that allow us to better understand customers.

Given these considerations, a systematic review of the literature on the CX in retail was carried out
from the HCI perspective, in which definitions, dimensions, and evaluation methods were identified.
Furthermore, a search for potential heuristics related to the CX was also conducted. This review
focused on retail, thus helping to establish a mechanism that allows the CX to be evaluated in this
specific context.

The reviewed research shows that multiple definitions exist that contextualize CX, both from a
general point of view and focused directly on the services sector. Based on these definitions, various
dimensions have identified that influence the CX. However, this influence depends on the context in
which the most appropriate dimension is applied to study CX in retail. Currently, several methods exist
that allow evaluation of a part of the CX; that is, no methods were found that evaluate the experience
integrally. No evidence of heuristics to evaluate the CX was found and further exploration is required
on this topic. However, heuristics were found that evaluate usability and UX. This finding represents
a contribution to the evaluation of part of the CX but also does not constitute an evaluation of the
concept in an integral way.

As previously mentioned, the results obtained from this review show the trends of the previous
10 years. It should be noted that although the article does not seek to establish a theoretical model,
it can help establish a basis for future research, both conceptually and in the evaluation of the CX.
Based on this and according to the information collected in this systematic review of the literature, in
future work, it is expected that a set of heuristics will be established that is based on the CX concept, its
dimensions, and the evaluation methods used in other studies.
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Appendix A

This appendix shows the list of articles with their authors, domain, and the important aspects
of the definition of the CX related to research question 1 (RQ1), including all articles that discuss
these definitions.

Table A1. Definition of customer experience.

Authors Domain Definition References

Holbrook and
Hirschman (1982) [59] Consumption experience

“The experience is defined as complete events
experienced by a person, often affecting emotions,
occurs when the interaction takes place through

the stimulation of consumed goods and services”.

[32,34,42,48,60–63]

Carbone and Haeckel
(1994) [64] Service sector

“Experience is a ‘takeaway’ impression formed by
people’s encounters with products, services, and
businesses-a perception produced when humans

consolidate sensory information”.

[32]

Pine and Gilmore
(1998) [50] Experiential marketing

“As the sum total of feelings, perceptions, and
attitudes formed throughout the decision-making
process and the consumption chain, which implies

an integrated series of interactions with people,
objects, processes, and environment”.

[34,36,37,42,48,61,65,66]

Schmitt (1999) [14] Experiential marketing

“Experiences involve the entire living being. They
often result from direct observation and/or

participating in the event whether they are real,
dreamlike or virtual”.

[26,34,36,48,66]

Shaw and Ivens
(2002) [67] Service sector

“The customer experience is a blend of a
company’s physical performance and the emotions

evoked, intuitively measured against customer
expectations across all moments of contact”.

[36,42]

Poulsson and Kale
(2004) [68] Experiential marketing

“An engaging act of co-creation between a
provider and a consumer wherein the consumer

perceives value in the encounter and in the
subsequent memory of that encounter”.

[66]

Gentile et al. (2007) [21] Experiential marketing

“The customer experience originates from a set of
interactions between a customer and a product, a

company, or part of its organization, which
provoke a reaction. This experience is strictly

individual and implies the customer’s involvement
at different levels (rational, emotional, sensorial,

physical, and spiritual)”.

[28–37]

Meyer and Schwager
(2007) [38] Service sector

“The internal and subjective response that
customers have any direct or indirect contact with
a company. Direct contact generally occurs in the
course of purchase, use, and service and is usually

initiated by the customer. Indirect contact most
often involves unplanned encounters with

representatives of a company’s products, services,
or brands and takes the form of word-of-mouth

recommendations or criticisms, advertising, news
reports, and reviews”.

[28,29,31,32,34,35,39–44]

Verhoef et al. (2009) [45] Retail environment

“The customer experience construct is holistic in
nature and involves the customer’s cognitive,

affective, emotional, social and physical responses
to the retailer. This experience is created not only
by those elements which the retailer can control

(e.g., service interface, retail atmosphere,
assortment, price) but also by elements that are

outside of the retailer’s control (e.g., the influence
of others, purpose of shopping). Additionally, the

customer experience encompasses the total
experience, including the search, purchase,
consumption, and after-sale phases of the

experience and may involve multiple
retail channels”.

[28–30,32–37,46–49]

Grewal et al. (2009) [69] Retail environment
“Customer experience includes every point of

contact at which the customer interacts with the
business, product, or service”.

[28,37,46]
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Table A1. Cont.

Authors Domain Definition References

Brakus et al. (2009) [70] Experiential marketing

“Experiences arise in a variety of settings. Most
experiences occur directly when consumers shop,
buy, and consume products. Experiences can also
occur indirectly for example, when consumers are

exposed to advertising and marketing
communications, including Web sites”.

[37]

Walter et al. (2010) [71] Service sector

“Customer experience is defined as the customer’s
direct and indirect experience of the service

process, the organization, the facilities, and how
the customer interacts with the service firm’s

representatives and other customers”.

[72]

Rose et al. (2011) [5] Retail environment

“Online customer experience to be a psychological
state, manifested as a subjective response to the

e-retailers website. The customer engages in
cognitive and affective processing of incoming

sensory information from the website, the result of
which is the formation of an impression in the

memory. A number of antecedent conditions will
influence the cognitive and affective state of the

customer”.

[40,46,73]

Lemke et.al. (2011) [28] Service sector

“Customer experience as the customer’s subjective
response to the holistic direct and indirect
encounter with the firm, including but not
necessarily limited to the communication
encounter, the service encounter, and the

consumption encounter”.

[31,37,46]

Klaus and Maklan
(2013) [74] Experiential marketing

“Customer experience: the customer’s cognitive
and affective assessment of all direct and indirect

encounters with the firm relating to their
purchasing behavior”.

[29,36,40,73,75]

Lemon and Verhoef
(2016) [27] Experiential marketing

“Customer experience is a multidimensional
construct focusing on a customer’s cognitive,
emotional, behavioral, sensorial, and social
responses to a firm’s offerings during the

customer’s entire purchase journey”.

[32,46,76–78]

Zhao and Deng
(2020) [79] Retail environment

“Customer experience is the feeling of consumers
in the shopping process affected by retailer’

services, shopping environment, product price and
quality”.

[79]

Appendix B

This appendix shows the list of articles with their authors, domain, and dimensions of the CX
related to research question 2 (RQ2), including all articles that discuss these dimensions.

Table A2. Dimension of customer experience.

Authors Domain Dimension References

Pine and Gilmore
(1998) [50] Experiential marketing

Entertainment experience
Education experience

Recluse experience
Aesthetic experience

[79]

Schmitt (1999) [14] Experiential marketing

Sensory (Sense)
Affective (Feel)

Cognitive (Think)
Physical (Act)

Social-identity (Relate)

[36,55,72]
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Table A2. Cont.

Authors Domain Dimension References

Jones (1999) [80] Service sector

Personnel
Service elements

Selection
Price

Design
Display
Layout

Atmospherics
Social aspects

Tasks
The purchase

Time
Mood/state of being

[60]

Fornerino et al.
(2006) [53] Service sector

Perceptual-sensorial
Emotional

Physical-behavior
Social

Cognitive

[30]

Gentile et al. (2007) [21] Experiential marketing

Sensorial
Emotional
Cognitive
Pragmatic
Lifestyle

Relational

[28,30,31,49,54,55]

Verhoef et al. (2009) [45] Retail environment

Cognitive
Affective

Emotional
Social

Physical

[39,55,60,76,81,82]

Puccinelli et al.
(2009) [83] Retail environment

Goal schemas and information processing
Memory

Involvement
Attitudes

Affect
Atmospherics

Attributions and choices

[32,81]

Brakus et al. (2009) [70] Experiential marketing

Sensory
Affective

Intellectual
Behavioral

Social

[84]

Grewal et al. (2009) [69] Retail environment

Promotion
Price

Merchandise
Supply chain

Location

[60,79,81,82]

Schmitt (2011) [85] Experiential marketing

Sensory-affective
Cognitive intellectual

Behavior
Action-oriented

[35,79]

Ismail (2001) [86] Experiential marketing

Store environment
Service interfaces
Store atmosphere

Service quality
Price

[60,82]

Lemon and Verhoef
(2016) [27] Experiential marketing

Cognitive
Emotional
Behavioral
Sensorial

Social

[66]

Zhao and Deng
(2020) [79] Retail environment

Functional experience
Emotional experience
Seamless experience

[79]
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Appendix C

This appendix shows the list of articles with their authors, domain, and evaluation methods of the
CX related to research question 3 (RQ3), including all articles that discuss these methods.

Table A3. Evaluation methods of customer experience.

Authors Domain Methods References

Parasuraman et al. (1988) [56] Service sector SERVQUAL [39]
Brooke (1996) [57] Service sector System Usability Scale (SUS) [87]

Yoo and Donthu (2021) [88] Service sector SiteQual [39]
Bagdare and Roy (2007) [89] Service sector Visualscape [89]

Loiacono et al. (2007) [90] Service sector WebQual [39]

Finstad (2010) [91] Service sector Usability Metric for User
Experience (UMUX) [87]

Kim et al. (2011) [92] Service sector Customer Experience Index (CEI) [42,75]
Klaus and Maklan (2012) [58] Financial environments EXQ: a multiple-item scale [7,33,41,42,75,82]

Al sokkar and Lai-Chong (2013) [93] Service sector EUX-DM: Episodic UX Model on
Decision-Making [93]

Nasution et al. (2014) [33] Experientialmarketing Customer Experience Framework (CEF) [33]

Sauro (2015) [87] Service sector Standardized User Experience Percentile
Rank (SUPR-Q) [87]

Vakulenko et al. (2019) [62] Service sector Questionnaire (27 items) [62]
Shi et al. (2020) [94] Service sector Scale for omnichannel experience (22 items) [94]
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