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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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Schmitt(1999)explainedconsumerexperienceonfivedimensions;sense,feel,think,act,and
relate.Sensorialcomponentcanbeunderstoodintermsofpleasantexperiencescreatedbyseeing,
hearing,touching,tasting,andsmellingsenses.Thefeelcomponentcomprisesofpositiveandnegative
emotionsgeneratedduringconsumer’scontactwithafirm/brand.Thethinkcomponentdealswith
consumers’contactwithafirm/brandinordertoavailtherealbenefits.Then,actcomponentsignifies
afirm’sresponsetoaccommodatesamevaluesystemwhattheconsumerdesires.Therelatecomponent
dealswithinstigationofsocialbonding.Concurrently,acknowledgingtheimportanceofpracticality,
pragmaticcomponentdealswithconsumerreactionswitheffectfromprevailingcircumstances.It
canberelatedtoaconsumer’sinteractionwithanenvironmentatfirm’spremises(Gentileetal.,
2007;Blatterbee&Koskinen,2005).Thus,itcanbededucedthatconsumerexperienceisholistic
innatureandconsistsoffunctional,affective,sensorial,lifestyle,social,andpragmaticcomponents.
Thefirmsshouldconcentrateondeepconsumerinsightstodeliverholisticserviceexperiencein
thewaysthatthesepositivelyhandlebothcognitiveandaffectiveaspectsofexperience(Verhoef&
Lemon,2013;Roy,2018).

Consumer Loyalty
Consumerloyaltyisimportantasithelpsafirmtodevelopastrongconsumerbasethatdoespositive
word-of-mouthpublicityandcreatesmorerecommendations.Loyalconsumersresistotherseller
promotionsandlessprice-sensitiveincomparisontootherconsumertypes(Dick&Basu,1994;
Jensen & Hensen, 2006; Oderkerken-Schroder Wulf, & Schumacher, 2003; Reynolds & Beatty,
1999).Customersliketospendmoretoavailthebenefitspromisedinattractiverewardmessages
(Ku,Yang,&Chang,2018).TotheauthorssuchasNunes,Bellin,Lee,andSchunck(2013),afirm’s
understandingaboutconsumerbehaviourisessentialtodelivernon-stopconsumerexperiencefor
establishingdifferenttypesofloyalty:emotionalloyalty,inertia-basedloyalty,conditionalloyalty,
andtruedealchasingloyalty.

Generally speaking, there are two different concepts of consumer loyalty; behavioural and
attitudinal(Jacoby&Chestnet,1978).Frombehaviouralperspective,consumerloyaltycanbeviewed
asarepeatpurchaseofproduct/brandoveraperiodoftime(Cunningham,1956).Behaviouralloyalty
canbemeasuredwithconsumerrevisitfrequencyatasinglefirm(Ehrenberg,1964),switchinginterests
ofaconsumer(Javalgi&Moberg,1997),consumers’revisitintentions(Trucker,1964),spending
onspecificservices,andconsumer’ssensitivitytoprevailingsituationalfactors(Mellens,Dekimpe,
&Steenkamp,1996;Hart,Smith,Sparks,&Tzokas,1999).However,behaviouralloyaltycanbe
constrainedbyvarioussituational,individual,andsocio-culturalfactors(Oliver,1999).

Incontrast,attitudinalloyaltycanbeunderstoodasconsumer’sstrongpositiveattitudetowards
abrand/firm(Amine,1998).Thismightbeduetouniquevaluepropositionofaservicefirm(Jacoby
&Chestnet,1978).Inotherwords,aconsumer’spositiveattitudehasbeendefinedtomeasurehis
orherpsychologicalattachmentandpromotiontowardsafirm(Chaudhuri&Holbrook,2001).The
attitudinalloyaltycanbemeasuredbyconsumer’sawarenessabouttheexclusivefeaturesofabrand/
firm(Jacoby&Chestnet,1978),consumer’sperceptiontowardsabrand(Fishbein&Ajzen,1975),
consumer’swillingness for the references, andpositiveword-of-mouthpublicity (Rundle-Thiele,
2005;Zeithaml,Berry,&Parasuraman,1996).Theattitudinalaspectofconsumerloyaltyisfocused
toknowthereasonsforbuyingproducts/servicesagainandagainfromthesameserviceprovider.
Theattentiontobothformsofconsumerloyaltyisimportanttodefinetheconceptoftrueloyalty
(Jacoby,1971;Dick&Basu,1994).

Consumer Experience Management to Consumer Loyalty (direct Approach)
CEMisastrategicweaponinthefirms’handstodifferentiatethemselvesfromotherbusinessfirms
(Shaw&Ivens,2005;Jain,Agaja,&Bagdare,2017).Consumerexperiencemanagementpromises
todeliverpositiveexperiencesinordertogaintheloyalconsumers.Experiencescreatememories
andmemoriesinfluenceconsumersintheirbuyingdecisions.Consumersbecomepromotersofa
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firmwhentheyexperiencepositiveinteractionswithafirmatalltouchpoints.Aseriesofpositive
interactionsensuresconsumers toreceivepositiveoutputs infuture,whichmayfurthermotivate
themtoloyaltoabrand.Incomparisontocognitive,emotionalcomponenthasmorepositiveeffect
onconsumer’srepurchaseintentions(Fournier,1998;Arnould&Price,1993;Price,Arnould,&
Deibler,1995;Yu&Dean,2001).

Withtheincreaseinconsumertouchpointsatstores,call-centers,andonlinemediaetc.,marketers’
needstosearchfornewwaystoenhanceconsumerexperiences(Gentileetal.,2007).

ChidleyandPritchard(2014)foundthatemployeesofafirmactasfacilitatorindesigningunique
consumervalueinordertodeliverpositiveexperiences.Consumersinteractwithemployees,and
theseinteractionsaffectconsumerbehaviour.Theemployeeengagementandteamperformancemake
majorcontributionstogeneratetheconsumervalue.Poorservicebyemployeesis theprominent
reasonofconsumerdissatisfactionanddisloyalty.Itmightcompelthemanufacturingandservice
firmstoperformexcellentlyonconsumerexpectations(Zineldin,2006)andtotaketheiropinionsin
designingsuperiorexperiences(McColl-Kennedy,Cheung,&Ferrier,2015).

Listeningtoconsumersismoreimportantthanjustcommunicatingthemaboutsellingoffers.The
interactionsthatlackedindeliveringhighservicequalitydonotmatureintolong-termrelationships
(Dixon,Freeman,Toman,2010;Komunda&Osarenkhoe,2012;Duggal&Verma,2017).Insome
industriessuchasfinancialservices,co-creationprovidesdifferentiatedvaluetoconsumers(Ponsignon
Klaus,&Maull,2015).Thedesigningofexperiencesbyconsumerperspectiveexplainsthatservice
experiencesarecollaborativeeffortsoffirmsandconsumers(Springer,Azzarello,&Melton,2011).

The IBM consumer experiences study (2005) argued that the growth of a firm depends
upontheireffortstocreatesuperiorconsumerexperiences.It is importanttounderstandthat
CEM implementation is a collective programme that depends upon the integrated efforts of
everyfunctionaldepartmentofa firm.Firmsneed tobeconsistent,personal,andoptimal in
designingconsumerexperiencetoincreasetheconsumerloyalty(CreativeVirtual-Consumer
ExperienceManagement,2012).Theunderstandingofconsumer’sneedofgratificationcanhelp
afirmtocreatesuperiorconsumerexperiences.Itrequiresfirms’successfuleffortstodeliver
serviceoutputsthroughanarrayofhumanresourcesmanagementpractices,useofinformation
technology,andpersonalizationefforts(Schneider&Brown,1999).

Thedesigningandeffectivemanagementofinteractivevoiceresponse(IVR)technologiesis
necessarytodeliverconsumerdelight(Angel-ConsumerExperienceManagement,2012).Consumer
experienceshavebeenfound tohavesignificanteffectoncustomerdelight (Dhananjayan,2007;
Schneider&Brown,1999).Afirm’seffortstosurpriseaconsumerinapositivewaydevelopconsumer
delight(Oliveretal.,1997)andconsumerdelightpromotestrueloyalty(Keininghametal.2001;
Schneider&Brown,1999).Consumerdelightcanfacilitatetheincreaseof‘apostle’consumersina
servicefirm.Apostleconsumersaretheloyalconsumersofaservicefirmintermsofmorerevisit
frequencyandpositiveword-of-mouthpublicity(SchneiderandBrown,1999).Astudyconductedby
OgilvyLoyaltyIndex(2005)statesthatmajorityoffirmshavebeenreportedwiththeimprovements
inconsumerretentionandcross-sellingaswellasup-sellingactivitieswiththeexecutionofCEM
programs(IBM,2005).

Satisfaction, Trust, and Commitment as Mediators
Previousstudiesinmarketingliteraturehaverecognizedsatisfaction(Oliver,1997;Brunner,Stöcklin&
Opwis,2008),trust,andcommitment(Morgan&Hunt,1994)asanessentialaspectofarelationship.
It indicates that the consumers relishing positive experiences may show their satisfaction, trust,
commitment,andfinallyloyaltytowardabrand/firm.Inotherwords,itisassumedthatconsumer
experiencemanagementislikelytocreatesatisfaction,trust,andcommitmentinordertodevelop
trueconsumerloyalty.Tounderstandthelinkofconsumerexperiencestoconsumerloyalty,it is
importanttodiscusstherelatedconstructsindetail.
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Satisfaction as a Mediator in CEM-CL Link (Indirect Approach)
Satisfaction iscustomer’semotionalstateofmindresultingfromtheirdealingswitha firmover
time(Crosbyetal.,1990).Consumersatisfactionappearstoconsistofbothcognitiveandaffective
dimensions (Roest & Pieters, 1997). Cognitive satisfaction deals consumer appraisal of service
performance(Danaher&Haddrell,1996)while theaffectivebaseaimsatconsumer’semotional
attachmentwithafirmorfirm’srepresentatives(Wrestbook&Oliver,1991).In1980s,Oliverdefined
satisfactionasafunctionofacognitivecomparisonofexpectationspriortoconsumptionwiththe
actualexperience.Latelyin1993,Oliverdefinedsatisfactiononthebasisoftransactionperspective
asanaffectivereactiontothemost-recentexperiencewithafirm.AccordingtoAnderson,Claes,
andLehman(1994),satisfactionisconsumer’saffectiveresponseresultingfromanoverallevaluation
ofserviceexperience.Marketingpractitionershaveconsideredconsumer’scognitiveandaffective
satisfactionby transaction-specificandoverallperspectives.Bothcognitiveandaffectiveaspects
ofbehaviourareessentialtoenlightentheoverallconstruct(Yu&Dean,2001).Incomparisonto
transaction,overallsatisfactionhasmorepositiveeffectonconsumerloyalty(Fornelletal.,1996)
specificallyinbehaviouralform(Jones&Suh,2000).

Customersatisfactionmediatestheeffectofrelationalvaluesonloyalty(Wang,Lo,Chi,Yang,
2004). Firms are encouraged to keep strong relational bonds with their consumers to maintain
consumersatisfaction(Mithas,Krishnan,&Fornell,2005).Theinfluenceofsatisfactiononloyalty
hasbeenprovedbymanyresearchers(Minarti&Segro,2014;Colgate&Stewart1998;Hocutt1998;
Lai,Griffin,&Babin,2009;EshghiHaughton,&Topi,2007;Gerpott,Rams,&Schindler,2001).
Therelevanceofsatisfactionandloyaltyismoresignificantinthecompetitivebusinessenvironment
whereproductsarelessdifferentiated,andconsumerisfacingverylowswitchingcost.Thesmall
changeinsatisfactionlevelleadstogreaterchangeinloyalty.Thenecessitytodifferentiatesatisfied
customersfromtotallysatisfiedconsumersisbasedonsegmentingveryloyalconsumersfromneutral
oneswhocaneasilyshifttootherproviders(Jones&Sasser,1995).

Singh(2015)emphasizesthatconsumers’perceivedvaluemediatestheeffectofperceivedimage
onconsumersatisfaction.Concerningtherelationshipbetweenservicequalityandsatisfaction,several
authorssuggeststhatservicequalityhaspositiveimpactonconsumersatisfaction(Lonial&Raju,
2015;Baisya&Sarkar,2004;Moreira&Silva,2015)andsatisfactionultimatelydrivesconsumer
loyalty(Lonial&Raju,2015).

Trust as a Mediator in CEM-CL Link (Indirect Approach)
Trustisonepartybeliefandwillingnesstorelyonotherpartywithanassurance(Moorman,Zaltman,
& Deshpande,1992; Garbarino & Johnson, 1999). According to Morgan and Hunt (1994), trust
existswhenonepartyhasconfidenceonotherpartner’sreliabilityandintegrity.Trustinconsumer
relationshipsdoesnotsimplyexistbutdevelopsovertime(Delgado-Ballester&Munuera-Aleman,
2001).Trust ensures the feelingofconfidenceamongconsumers towards firms’positive selling
interests(Kumra&Mittal,2004).Trustcapturesthebeliefthatanexchangepartyisbenevolentand
honest(Grayson,Johnson,&Chen,2008).Confidence,reliability(MorganandHunt,1994),and
positivefutureintentions(Garbarino&Johnson,1999)arebasicaspectsoftrust.

TotheauthorssuchasMoreiraandSilva(2015),buyer-sellerrelationshipsexistthroughtrust.
Abuyer’sabilitytodevelopconsumer’strustisessentialtodeveloppositiveattitudetowardsafirm
(Akroush&Al-Debei,2015)whichinfurtherensurespositivebuyinginterests.Tomanagethelong-
termconsumerrelationships,firmsshouldextendtheirsatisfactionprogrammeswithsomereliable
activitiestobuildbrandtrust(Delgado-Ballester&Munuera-Aleman,2001).Itcanbeenhancedby
providingpositivebrandexperiencestoconsumersatthetimeofsearch,shop,andconsumption.
Positivememorablebrandexperiencesmakesasignificanteffectonconsumer’strust(Sahin,Zehir,&
Kitapci,2011).Consumer’strustonbrandhasasignificanteffectonbrandloyalty(Delgado-Ballester
&Munuera-Aleman,2001;Chaudhri&Holbrook,2001;Morgun&Hunt,1994;Moormanetal.,
1992;Lau&Sook,1999).Thepositiveimpactoftrustonconsumer’sfuturebuyingintentionshas
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beenempiricallyprovedinpreviousstudies(Moreira&Silva,2015;Garbarino&Johnson,1999;
Ndubisi,2007).Thus,wecananalyzetheimpactofCEMonconsumerloyaltythroughtrust.

Commitment as a Mediator in CEM-CL Link (Indirect Approach)
Commitmentcanbedefinedasanimplicitorexplicitpledgeofcontinuitybetweenrelationalpartners
(Dwyer,Schurr,&Oh,1987). Itcanbeunderstoodasoneparty’senduringdesire tomaintaina
valuedrelationshipwithotherparty(Moormanetal.,1992;Morgan&Hunt,1994).Commitment
isamultidimensionalconcept(Fullerton,2003).Commitmentisacentralconstructinrelationship
marketing(Morgan&Hunt,1994)andincludesbothaffectiveandcalculativecomponents.Affective
commitmentemphasizesconsumer’sbenevolenceandaffiliationtoabrand/firm(Fullerton,2003).
Theaffectivecomponentrepresentsconsumer’spsychologicalattachmentwithaserviceorbrandon
idealimagephilosophy(Gundlach,Achrol,&Mentzer,1995).Calculativecommitmentemphasizes
consumer’scommitment tofirmduetorationalmotives(Allen&Meyer,1999).Inotherway, it
representsconsumerbindingtoafirmduetohighswitchingcosts,dependencyandlackofoptions
(Fullerton,2003;Bebdapudi&Berry,1997;Gundlachetal.,1995;Wetzels,Ruyter,&Brigelen,
1998).Consumerexperiencebothaffectiveandcalculativecommitmentinarelationship.Affective
component,incomparisontocalculativehasbeenfoundtohaveamorepositiveimpactonattitudinal
loyalty(Fullerton,2003).

Firm-clientrelationshipstrengthdependsupontheconsumers’commitmenttoafirm(Wang
etal.,2004).Inmarketingliterature,commitmenthasshowntobestronglyandpositivelylinked
withconsumerretention,positiveword-of-mouthpublicity,advocacy,andpositiverevisitintentions
(Moormanetal.,1993;Morgan&Hunt,1994;Gundlachetal.,1995).Itisreasonabletosaythata
consumerwhofeelscommittedwithaservicefirm,willpositivelypromotethebrandtootherpotential
consumers(Fullerton,2003;Gundlachetal.,1995).Moreover,thiswouldencouragethemtoaccept
short-termsacrificesinadesiretomaintainlong-termrelationships(MorganandHunt,1994).In
otherwords,committedconsumersoverlooktheirdissatisfactionbecauseofwideleveloftolerance
(Wu,2011).Alongitudinalstudyonfinancialserviceconsumersconfirmstheeffectofthreeforms
of commitment (emotional, rational, and moral) on consumer loyalty. Consumers differ in their
perceptiontoformcommitmenttodeveloptrueloyalty(Lariviereetal.,2014).Commitmentshows
consumers’obligationandclosenesstotheserviceprovider irrespectiveofrelationshipduration.
Consumerscanbenoviceandexperienced,buttheirreactiontoloyaltytowardstheserviceprovider
viacommitmentwouldnotchange(Dagger&O’Brien,2010).Thus,weproposecommitmentasa
mediatorinlinkofCEMtoCL.

In summary, understanding and delivering positive experiences is increasingly important to
sustaintrueconsumerloyalty.Similarly,satisfaction,trust,andcommitmentarethreetransitionstages
thatexistwhenaconsumerhavepositiveexperienceswithafirm.Basedondiscussionandliterature
review,thisresearchisdesignedtoachievethefollowingobjectives:

1. Toexaminethedirectandindirectinfluenceofconsumerexperienceeffortsontwoformsof
consumerloyalty;attitudinalandbehavioural;

2. Toidentifytheprominentcomponentsofsatisfaction,trust,andcommitmentthatarehighly
stimulatedbyconsumerexperienceefforts.

Thebasicmodelforthisresearchisproposedwithandwithoutmediators(Satisfaction,Trust,
andCommitment)inFigure1andthenumberofhypotheseshavebeendeveloped:

H1:Thefirm’sconsumerexperienceeffortshaveapositiveeffectonsatisfaction.
H2:Thefirm’sconsumerexperienceeffortshaveapositiveeffectontrust.
H3:Thefirm’sconsumerexperienceeffortshaveapositiveeffectoncommitment.
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H4:Satisfactionhasdirectandpositiveeffectonattitudinalloyalty.
H5:Satisfactionhasdirectandpositiveeffectonbehvaiouralloyalty.
H6:Trusthasdirectandpositiveeffectonattitudinalloyalty.
H7:Trusthasdirectandpositiveeffectonbehaviouralloyalty.
H8:Commitmenthasdirectandpositiveeffectonattitudinalloyalty.
H9:Commitmenthasdirectandpositiveeffectonbehaviouralloyalty.
H10:Thefirm’sconsumerexperienceeffortshaveapositiveeffectonattitudinalloyalty.
H11:Thefirm’sconsumerexperienceeffortshaveapositiveeffectonbehaviouralloyalty.

RESEARCH METHodoLoGy

data Collection and Sampling
Thedatahavebeencollectedfromconsumersof threeservicefirms;Health(HealthClinicsand
Hospitals),Retail(ConvenienceStores),andWellness(BeautySalonsandGym/FitnessCenters).
Thepresentstudyhasbeenconductedinfivemajorcities(Amritsar,Ludhiana,Jalandhar,Patiala,
andChandigarh)ofthenorthernregionofIndia.Theseriesofactionshavebeencarriedouttoobtain
thedatanecessarytoconductaconsumersurvey.First,theserviceprovidersineachsectorhavebeen
randomlyselectedfromtheonlinedirectories;www.justdial.comandwww.yellowpages.com.The
selectionofserviceproviderhasbeendoneonthecriteriaofsecuringaminimumone-yearservice
firm’sestablishmentandfeasibilitytocontactconsumers.Intotal,thelistofserviceprovidersfor
fieldsurveyconsist28healthclinics/hospitals,16beauty-salons/fitnesscentersand40convenience
stores.Thereafter,amongthepresentconsumersateachservicelocation,judgmentsamplingwas
performedtodecidetherepresentativesample.Primarily,respondentshavebeenaskedtoparticipate
intheconsumers’survey.Initially,866insumhavebeencontactedtojoininconsumersurvey.On
thebasisofconsumerconsentforparticipation,atelephonicorpersonalcontacthadbeenestablished
todecidethetimeandplaceformeeting.Thefollow-upcontacthadresultedintotheassentgiven
by 656 respondents in total. The response rate of respondents in initial stage was 75.7 percent.
Thereafter,600(200ineachsector)validentriesintotalhavebeenfinalizedforfurtherprocessing
with91.4percentusableresponserate.Aself-administratedquestionnairehasbeenusedtorecord
therespondents’opinion.Insomecases,in-depthinterviewshavebeenconductedforthesuccessful
completionofconsumersurvey.

ThesamplehasbeendrawnfromtheurbanIndia.Withachangeinthelevelofurbanizationin
India25.7percentin1991to27.82percentin2001andto31.14percentin2011,sampleofurban
consumersproposesthetruerepresentationofpopulation.TheCensusofIndiain2011definesurban

Figure 1. The proposed model shows direct and indirect links of consumer experience efforts with customer loyalty

http://www.justd
http://www.y


International Journal of Asian Business and Information Management
Volume 11 • Issue 1 • January-March 2020

28

Indiaintocensusandstatutorytownsonthebasisofcertainguidelines.Thecensustownsdefinedas
(a)allplaceswithamunicipality,corporation,cantonmentboardornotifiedtownareacommittee,
etc.Whilestatutorytownsaredefinedas(b)allotherplaceswhichsatisfythefollowingcriteria:(i)
aminimumpopulationof5,000(ii)atleast75percentofmaleworkingpopulationengagedinnon-
agriculturalpursuits;and(iii)adensityofpopulationofatleast400personspersquarekilometer.
Asperthecensusstudyin2011,PunjabisoneofthetopfiveurbanizedstatesofIndia.Theselected
citiesforsamplesurveyincludefourcensustownsofPunjabandaunionterritory.In2011,proportion
ofurbanpopulationtototalpopulationinthetopfivedistrictsincludesLudhiana(59.14%),Amritsar
(53.64%), Jalandhar (53.18%), and Patiala (40.27%). The union territory Chandigarh has been
witnessed97.25%urbanizationlevel.

Health,wellness,andretailsectorshavegrownatrapidrateinlastfiveyears,drivenbydemand
ofurbanconsumersfornecessityandluxuriousgoods.TheIndianurbanmarket isshowingvast
potentialgrowthinhealth,retail,andwellnessservicesduetochangingdemographicprofilesof
customers.Theincreaseofpopulationriseofdiseases,risingincomelevels,andmedicaltourism
aretheprominentreasonsforexpansionofhealthsectorinIndia.Thismayincreasethebusiness
firms’investmentintereststoexpandinurbansectorswithmulti-specialtyhospitals(suchasFortis,
Appollo,Max,Lilavatiandmanymore)andspecializedclinicsbyqualifieddoctors.Inwellness
sector,thebeautysalons(likeLakme,VLCC,ShahnazHussain,JawedHabib,Naturalsandother
smallplayers)andgymschains(likeGold,Burn,Talwalkarsandothersmallplayers)arefinding
growthpotentialduetoincreaseofincome,awareness,andcautiousnessofconsumerstolooksmart
andfit.Theincreasingdensityinpopulation,upsurgeinconsumptionofconveniencegoods,changing
consumerlifestyle,multiplicityofbrands,andconsumerawarenessabouttheavailabilityofbrands
havebeensomeprominentreasonsforemergingretailservices.Thebrickandmortarstoresinurban
locationsattractlargeno.ofconsumersinretailing.

ThedemographicprofileofthesampleisshowninTable1.

Table 1. Sample profile

Subject
Percent

Health Retail Wellness

Gender

Male 44 52 42

Female 56 48 58

Total 100 100 100

Age (Years)

Upto25 41 36 44

26-40 25.5 14 28

41-55 14.5 35 13

Above55 19 15 15

Total 100 100 100

Education

LessthanGraduation 5 8 7

Graduation 53 52 56

Post-graduation 16 20 26

Professionaldegree 26 20 11

Total 100 100 100

Source: Own
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Present Scenario of Three Service Sectors
Health Services in India
Indianhealthcareindustryisgrowingatafastpaceduetoitsstrengtheninginservices,coverage,
employability,andmoreinvestmentbypublicandprivateplayers(ISSHCIreport,2014).Thehealth
caresectorisexpectedtogrowatseventeenpercentCompoundAnnualGrowthRate(CAGR)during
2008-2020andspendingfourpercentofgrossdomesticproduct in2015.TheIndianhealthcare
industrycompriseshospitals,pharmaceuticals,diagnostics,medicalinsurance,andmedicalequipment/
suppliesisexpectedtoreachatUSD160billionin2017andUSD280billionin2020.Theprivate
sectorhasbeenaccountedseventy-twopercentshareintotalhealthcarespending(IBEF,2015).The
emergenceofprivateplayershasledtomoreprofessionalism.Thecompetitioninhealthsector(ISSHCI
report,2014)andmedicaltourismhasbeenincreasedmanifold(IndianHealthcareSector,2012).

Retail Services in India
Indiaisfifthlargestretailmarketglobally(IBEF,2015).Ithasbeenwitnessedwithsignificantrevenue
generationin2009(USD16billion)and2012(USD42billion)andisexpectedtoreachUSD95billion
in2019(KPMG,2014).Withthethirteenmillionretailoutlets(in2014)inmajorcities,metros,
Tier-IIandTier-IIIcities,Indianretailisexpandingintobothorganizedandunorganizedsegments.
Despitethetremendousgrowth,Indianretailindustryislargelyfragmented,andninety-twopercent
businessisstillremainedintheunorganizedsegmentsuchassingle-ownedandlow-costretailshops
suchaskiranashops,family-runmomandpopstores,residential/cornerstores,andstreetvendors
(IBEF,2015).Toimprovisetheretailstructure,Indiangovernmentisliberalizingtheforeigndirect
investment(FDI)normslikeallowingfifty-onepercentFDIinmulti-brandretailandhundredper
centinsinglebrandretail.SeveralprivateplayerssuchasRelianceFresh,Easyday,andMorefor
Uareperformingverywellwiththeirprivatelabelsinconveniencestorecategory(KPMG,2014).

Wellness Services in India
Wellnesscoverswiderangeofservicesfrombeautycaretotherapiestofitnessandslimmingsolutions
(PWC-FICCIreport,2012).InIndia,wellnessserviceshavetakenupmulti-dimensionalfocusthat
emergesasabouttheindividual’sdesireforsocialacceptance,uniquenessandcollectivewelfare.For
mostIndianconsumers,wellnessisemergingasanecessityratherthanaluxury.Wellnesssectorin
Indiahasbeengrowingconstantlyovertheyears,andpresently,itissettoachievenineteenpercent
CAGR.Interestingly,bothorganizedandunorganizedsegmentsinwellnessindustryareexpectedto
makeequalcontributioninCAGR.TheexpectedCAGRinbeauty(twenty-threepercentinorganized
andfifteenpercentinunorganized),fitness(twenty-twopercentinorganizedandfifteenpercentin
unorganized),andslimming(twentyninepercentinorganizedandsixteenpercentinunorganized)
ensuresthegoodprospectsofwellnessindustry(NSDCReport,2015).

Measures
All the six constructs; consumer experience efforts, satisfaction, trust, commitment, attitudinal
loyalty,andbehaviouralloyaltyhavebeenassessedwithmulti-itemsanda7-pointscaleby1-strongly
disagree to7-stronglyagree.The identificationandrefinementofmeasurement itemshavebeen
done throughapilot study.The consumer experience efforts havebeenmeasuredby twenty-six
itemsmeasuring,functional,affective,sensorial,social, lifestyle,andpragmaticdimensions.The
experienceitemshavebeendesignedinreferencetoGentileetal.(2007),Verhoefetal.(2009),and
Schmitt(1999).Forthemeasurementofsatisfaction,fiveitemsofcognitive,emotional,overall,and
relativesatisfactionhavebeendesignedinreferencetothestudiesconductedbyOliver(1999)and
Garbarino&Johnson(1999).Themeasurementoftrustcomponentincludesfiveitemsonconfidence
andreliabilityparametersfromMorganandHunt(1994)andGarbarino&Johnson(1999).Sixitems
ofcommitment,affectiveandcalculativecomponentsinreferencetothestudiesconductedbyMorgan
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andHunt(1994),Gundlachetal.(1995)andGarbarinoandJohnson(1999)havebeenused.The
loyaltyconstructhasbeendesignedwithsixitemsofattitudinalloyaltyandfouritemsofbehavioural
loyalty.ThestudiesconductedbyJacoby(1971),Zeithamletal.(1996),JacobyandChestnut(1978),
JavalgiandMoberg(1997),andTrucker(1964)havebeenreferredtodesigntheloyaltyitems.The
appendixprovidesadetailedlistofitems.

Statistical Methods
The data have been analyzed using CFA and SEM techniques in AMOS17.0 according to the
procedures developed by Hair, Anderson, Tatham, and Black (1998). The measures used in the
studyhavebeenanalyzedthroughCFA.ThetestingofhypotheseshasbeenperformedbySEM.
Tomeasurethevarianceacrossthreeservices’sample,boththetechniqueshavebeenassessedin
multiplegroupanalysisinCFAandSEM.SecondgenerationtechniquessuchasCFAandSEMhave
beenchosenoverotherfirst-generationtechniques(PrincipalComponentsAnalysis,FactorAnalysis,
RegressionAnalysis)becauseofsomesubstantialadvantages.Thesetechniqueshavecapacityto
comparecomplexmodelsandreducemeasurementerrorwithcheckofover-identifiedandunder-
identifiedmodels(Hairetal.,1998).Thefirst-generationtechniquespecificallymultipleregression
analysisishighlyaffectedbytheerrorofinterpretationduetomulticollinearityandmisspecification
(Finkelstein&Boyd,1998).

Reliability and Validity
Reliabilityofthescalewascheckedtotesttheextentofconsistency.Thevalidityofscalewastested
intermsofrightmeasurementswithreferencetoconstruct.TheCFAmodelhasgiventheoutputof
certainreliabilityindexes;compositereliabilityandregressionweightsofmanifestvariablesineach
construct.Thecompositereliabilityindexhasbeenusedtochecktheoverallreliabilityofvaried
indicatorsandtheirrelationshipwithsameconstruct.Thecompositereliabilityofalltheconstructs
acrossthreeservicetypeshasbeenfoundgreaterthan0.6inaccordancetotherecommendationsby
BagozziandYi(1988).TheCFAmodelofsixconstructswithmanifestvariablesacrossthreeservices
havebeenconsideredsignificantas0.4orabove(Bagozzi&Baumgartner,1994).

Thecontentvalidityofthescalehasbeenassessedthroughreviewofliterature,expertopinions,
andsubjects’opinionsinthepilotstudy.Nexttheconvergentvaliditysuggeststhatallindicators
convergenceintheirrespectiveconstructsonly(Hairetal.,2010).Tosupporttheconvergentvalidity,
averagevarianceextracted(AVE)ofallconstructshavebeenacceptedaboveminimumvalue0.5
recommendedbyFornell&Lacker(1981).Inaddition,asshowninTable3,allAVEvalueswere
greaterthanthesquareoftheinter-constructcorrelationsoftherespectiveconstructs,indicatingthat
allindicatorsinconstructarebothconceptuallyandempiricallydistinctfromeachother(Fornell
&Larcker,1981).Theinsignificantmanifestvariableshavebeenremovedtodrivethecomposite
reliabilityandvalidityofproposedconstructs.ThecompositereliabilityandAVEscoreshavebeen
showninTable2.

Results
Toprovideastrongtestofthismodel,wehavecomparedthreedatasamplesthroughmultiplegroup
analysis in CFA and SEM in AMOS 17.0. The invariances tests results have been presented to
analyzethedifferencesbetweenselectedsamples.Themeasurementmodelconfirmsthereliability
andvalidityofproposedconstructsaswellasindicators.Afterwards,structuralmodelresultshave
beenconsideredtotestthehypotheses.

Results of Invariances Tests
Theinvariancestestshavebeenperformedbycomparisonofseveralmodels;base(x),measurement
weights(y),andstructuralweights(z).Thebasemodeldepictstheindependenceofeachsample.
Whilemeasurementweightsmodelproposes theequalityof factor loadingsacross three service
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samples.Thestructuralmodelrepresentstheequalityamongstructuralrelationshipsinadditionto
equivalenceamongfactorloadings.Thecomparisonbetweenthebasemodelandtwonestedmodels
havebeendonebyChi-squaredifferencetest,RMSEAandPCFI.

Thefitindicesofthreemodelsareasfollows:Modelx:CIMIN/DF=1.821,RMSEA=0.36,
PCFI=.677;Modely:CIMIN/DF=1.91,RMSEA=0.47,PCFI=.572;Modelz:CIMIN/DF=
2.061,RMSEA=0.51,PCFI=0.581.OnthebasisofChi-squaredifference,modelyandmodelz
havebeenfoundinsignificant.TheRMSEA(0.036)andPCFI(0.677)valuesinmodelxhavebetter
fitthanmodelyandz.Thus,basemodel(x)hasbeenchosen.Insum,modelxhasbeensupported
withconfirmedfitindicesadvocatedbyBunch(2008).Itindicatesthateachsamplehasdifferential
preferencestoidentifythemeasurementandstructuralrelationships.Thedifferenceinmeasurement
itemshasbeen reportedunderCFAresults, and the structural relationshipsvarianceshavebeen
discussedinSEMresults.

CFA Results
The CFA results have been presented in Table 4. The CFA results have been assessed by and
standardized(SRW)estimatesatfivepercentlevelofsignificance.Accordingtotherecommendations
ofBagozziandBaumgartner (1994),astandardizedestimateofeach indicator isdesirable tobe
morethan0.4.

AsshownintheTable4,largenumberofproposedindicatorsinCFAexceededtherecommended
threshold of 0.4. In the health sector, all the items are significant except Social Experience by
Friendship(CE17:β=0.088,p>.05)andPragmaticExperiencebyFirm’sInvolvement(CE25:β
=0.256,p>.05),andCalculativeCommitment(C2:β=0.049,p>.05).Thewellnesssectorresults
indicatedtheinsignificanceofSocialExperiencebyFriendship(CE17:β=0.042,p>.05),Lifestyle
ExperiencebyValuesandBeliefs(CE18:β=0.159,p>.05),LifestyleExperiencebySuitability
(CE19:β=0.104,p>.05)andCalculativeCommitment(C2:β=0.303,p>.05)whileallother
itemssupportthemodel.Whileinretailsector,merelySocialExperiencebyFriendship(CE17:β=
0.086,p>.05),PragmaticExperiencebyFirm’sInvolvement(CE25:β=0.093,P>.05),Pragmatic
ExperiencebyFeedbackProcess(CE26:β=0.27,p>.05),andCalculativeCommitment(C2:β=
0.037,p>.05)havebeenfoundinsignificant.

Theimportanceofmediatingvariables(indicators)variesacross threeservicecategories. In
allthreeservicecategories,cognitivesatisfactionfromstaff’scompetence(S2,Health:β=0.932:
Retail:β=0.932,p<.05;Wellness:β=0.875,p<.05),emotionalsatisfaction(S3,Health:β=
0.931,P<.05;Retail:β=0.943,p<.05;Wellness:β=0.881,p<.05),andoverallsatisfaction
(S4,Health:β=0.902,p<.05;Retail:β=0.925,p<.05;Wellness:β=0.878,p<.05)havebeen
foundsupremeelementsofsatisfaction.

Table 2. Composite Reliability (CR) and Average Variance Extracted (AVE) values across three services

Constructs
Health Retail Wellness

CR AVE CR AVE CR AVE

Consumerexperience
efforts 0.9 0.5 0.9 0.5 0.9 0.5

Satisfaction 0.9 0.8 0.9 0.8 0.9 0.7

Trust 0.8 0.7 0.8 0.7 0.8 0.7

Commitment 0.8 0.5 0.8 0.5 0.8 0.6

Attitudinalloyalty 0.9 0.7 0.8 0.6 0.9 0.7

BehaviouralLoyalty 0.8 0.6 0.7 0.6 0.7 0.6

Source: Own
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Onthetrustscale,confidencetogetconsistentquality(T1,Health:β=0.865,p<.05;Wellness:
β=0.850,p<.05),confidencetogetcaringattitude(T2,Health:β=0.910,p<.05;Wellness:β=
0.885,P<.05)andreliablestaff(T3,Health:β=0.889,p<.05;Wellness:β=0.887,p<.05)have
beenfoundhighlysignificantinhealthandwellnesssectors.Inretailservices,trustelementssuchas
reliabilityforfuturedealings(T4,Retail:β=0.882,p<.05),confidencetogetcaringattitude(T2,
Retail:β=0.843,p<.05),andreliablestaff(T3,Retail:β=0.846,p<.05)havebeenfoundsupreme.

Table 3. Discriminant validity

Health Services

Constructs Customer 
Experience Satisfaction Trust Commitment Attitudinal 

Loyalty
Behavioural 

Loyalty

Customer
Experience 0.5

Satisfaction 0.079 0.8

Trust 0.085 0.181 0.7

Commitment 0.067 0.221 0.151 0.5

Attitudinal
Loyalty 0.046 0.17 0.143 0.035 0.7

Behavioural
Loyalty 0.055 0.34 0.112 0.116 0.456 0.6

Retail Services

Constructs Customer 
Experience Satisfaction Trust Commitment Attitudinal 

Loyalty
Behavioural 

Loyalty

Customer
Experience 0.5

Satisfaction 0.085 0.8

Trust 0.093 0.213 0.7

Commitment 0.081 0.202 0.322 0.5

Attitudinal
Loyalty 0.067 0.244 0.245 0.156 0.6

Behavioural
Loyalty 0.087 0.312 0.203 0.178 0.345 0.6

Wellness Services

Constructs Customer 
Experience Satisfaction Trust Commitment Attitudinal 

Loyalty
Behavioural 

Loyalty

Customer
Experience 0.5

Satisfaction 0.065 0.7

Trust 0.076 0.130 0.7

Commitment 0.086 0.276 0.421 0.6

Attitudinal
Loyalty 0.055 0.245 0.32 0.340 0.7

Behavioural
Loyalty 0.076 0.310 0.117 0.256 0.266 0.6

Note: Source: Own *AVE values in the diagonal and squared correlations off-diagonal.
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Table 4. Measurement model results across three services

Construct Item 
Label Statement Description

Health Retail Wellness

β β β

Consumer
Experience
Efforts(CE)

CE1 FunctionalExperiencebyPurpose 0.767 0.62 0.614

CE2 FunctionalExperiencebyQuality 0.792 0.613 0.761

CE3 FunctionalExperiencebyWide-variety 0.625 0.703 0.675

CE4 FunctionalExperiencebyValue 0.775 0.645 0.692

CE5 AffectiveExperiencebySkilledServices 0.756 0.582 0.771

CE6 AffectiveExperiencebyPersonalizedDealings 0.777 0.728 0.815

CE7 AffectiveExperiencebyFeelGoodfactor 0.789 0.785 0.687

CE8 AffectiveExperiencebyPleasantSurprises 0.677 0.823 0.675

CE9 AffectiveExperiencebyFamiliarity 0.736 0.812 0.734

CE10 SensorialExperiencebyWelcome 0.685 0.672 0.671

CE11 SensorialExperiencebyCleanliness 0.728 0.771 0.649

CE12 SensorialExperiencebyInterior 0.626 0.491 0.852

CE13 SensorialExperiencebyDress 0.824 0.656 0.667

CE14 SensorialExperiencebyMusic 0.725 0.725 0.656

CE15 SensorialExperiencebyFragrance 0.82 0.835 0.882

CE16 SocialExperiencebyGoodImpressiononOthers 0.476 0.762 0.621

CE17 SocialExperiencebyFriendship 0.088 0.042 0.086

CE18 LifestyleExperiencebyValuesandbeliefs 0.44 0.728 0.159

CE19 LifestyleExperiencebySuitability 0.588 0.724 0.104

CE20 PragmaticExperiencebyUnderstandingofOffers 0.577 0.759 0.488

CE21 PragmaticExperiencebyPlace 0.807 0.766 0.635

CE22 PragmaticExperiencebyHandlingofOperations 0.725 0.586 0.553

CE23 PragmaticExperiencebyDealingswithStaff 0.748 0.688 0.766

CE24 PragmaticExperiencebyComplaintManagementProcesses 0.739 0.76 0.672

CE25 PragmaticExperiencebyFirm’sInvolvement 0.256 0.093 0.688

CE26 PragmaticExperiencebyFeedbackProcess 0.65 0.27 0.761

Satisfaction
(S)

S1 CognitiveSatisfactionintermsofPerformance 0.835 0.85 0.826

S2 CognitiveSatisfactionintermsofStaff’sCompetence 0.932 0.932 0.875

S3 EmotionalSatisfaction 0.931 0.943 0.881

S4 OverallSatisfaction 0.902 0.925 0.878

S5 RelativeSatisfaction 0.885 0.854 0.851

Trust(T)

T1 ConfidencetogetConsistentQuality 0.865 0.7 0.850

T2 ConfidencetogetCaringAttitude 0.910 0.843 0.885

T3 ReliableStaff 0.889 0.846 0.887

T4 ReliableforFutureDealings 0.823 0.882 0.812

T5 PositiveFutureIntentions 0.81 0.823 0.784

continued on following page
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Forcommitment,positivetofirm’sgrowth(C5,Health:β=0.885,p<.05),mutualtrust-based
commitment(C6,Health:β=0.839,p<.05),andsenseofbeingaproudconsumer(C3,Health:β=
0.687,p<.05)havebeenscoredhighestinhealthsector.Theretailsectorresultshabebeenreported
withthesuperiorityoffollowingindicators;positivetofirm’sgrowth(C5,Retail:β=077,p<.05),
senseofbeingaproudconsumer(C3,Retail:β=0.74,p<.05),andsacrificesbasedcommitment
(C1,Retail:β=0.756,p<.05).Inwellnesssector,senseofbeingaproudconsumer(C4,Wellness:
β=0.852,p<.05),senseofbelongingness(C3,Wellness:β=0.828,p<.05),andsacrifices-based
commitment(C1,Wellness:β=0.735,p<.05)havebeenfoundsupreme.

SEM Results
TheresultsoftheSEManalysishavebeenreportedintheTable5andFigure2,whichsupportH1
(Health:β=0.287;Retail:β=0.180;Wellness:β=0.201,p<.05),H2(Health:β=0.327;Retail:
β=0.310;Wellness:β=0.372,p<.05),andH3(Health:β=0.326,p<.05;Retail:β=0.285,p
<.05;Wellness:β=0.301,p<.05)inthreeservicesectors.Theseresultssupportthehypotheses
(H1,H2,&H3)thatconsumerexperienceeffortshaveapositiveimpactonsatisfaction,trust,and
commitment.Thepositive/directrelationshipbetweensatisfactionandattitudinalloyalty(H4;Health:
β=0.086;Retail:β=0.051;Wellness:β=0.061,p>.05)failedtoreachatthesignificantlevelin
threeservicescategories.However,thepositiveimpactofconsumersatisfactiononbehaviouralloyalty
hasbeenacceptedinhealthandwellnesssectorsonly(H5;Health:β=0.143;Wellness:β=0.189,
p<.05)andhasbeenrejectedintheretailsector(H5;Retail:β=-0.004,p>.05).Itindicatesthat
satisfactionispositivetogenerateonlyonetypeofconsumerloyalty,i.e.behaviouralloyaltywhile
inretail,itisinconsistenttoachieveeventhissingleformofloyalty.

Table 4. Continued

Construct Item 
Label Statement Description

Health Retail Wellness

β β β

Commitment
(C)

C1 SacrificesbasedCommitment 0.639 0.756 0.735

C2 CalculativeCommitment 0.049 0.037 0.303

C3 SenseofBelongingness 0.687 0.744 0.828

C4 BeingaProudConsumer 0.544 0.765 0.852

C5 PositivetoFirm’sGrowth 0.885 0.77 0.7

C6 MutualTrustBasedCommitment 0.839 0.622 0.725

Attitudinal
Loyalty(AL)

AL1 WordofMouthPublicity 0.672 0.626 0.713

AL2 RecommendationstoOthers 0.805 0.881 0.869

AL3 WillingnesstobeaLoyalConsumer 0.901 0.874 0.862

AL4 FirstChoice 0.926 0.773 0.871

AL5 IgnorancetootherSellerCommercials 0.924 0.766 0.865

AL6 ToUnderstandtheReasonsofPreference 0.827 0.717 0.873

Behavioural
Loyalty(BL)

BL1 FrequentBuyer 0.852 0.794 0.853

BL2 IntentionstoRebuy 0.678 0.521 0.815

BL3 PriceInsensitivity 0.908 0.826 0.756

BL4 SwitchingIntentions 0.651 0.873 0.641

Note: Source: CFA-AMOS model output result
Standardized (β values) regression weights (significant at five percent level of significance) extracted from CFA-AMOS output.
** parameter fixed at 1.0 in the Amos measurement model.
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TheH6proposingpositiverelationshipbetweentrustandattitudinalloyalty(Health:β=0.19,p
<.05;Retail:β=0.221;Wellness:β=0.205,p<.05)hasbeenacceptedinallthreeservicesectors.
Althoughtherelationshipbetweentrustandbehaviouralloyalty(H7,Health:β=-0.024;Retail:β=
0.48;Wellness:β=-0.001,p>.05)hasbeenrejectedinallthreeservices.Thus,trusthasapositive
impactononlyoneformofconsumerloyaltyi.e.attitudinalloyalty.

Subsequently,H8(Health:β=0.249;Retail:β=0.272;Wellness:β=0.291,p<.05)andH9
(Health:β=0.197,p<.05;Retail:β=0.188,p<.05;Wellness:β=0.201,p<.05)proposing

Table 5. Hypotheses and structural model path coefficients across three services

Hypotheses
Sectors Health Retail Wellness

Structural Paths β β β

H1 CE→S 0.287* 0.180* 0.201*

H2 CE→T 0.327* 0.310* 0.372*

H3 CE→C 0.326* 0.285* 0.301*

H4 S→AL 0.086 0.051 0.061

H5 S→BL 0.143* -0.004 0.189*

H6 T→AL 0.19* 0.221* 0.205*

H7 T→BL -0.024 0.083 -0.005

H8 C→AL 0.249* 0.272* 0.291*

H9 C→BL 0.197* 0.188* 0.201*

H10 CE→AL 0.006 0.031 -0.030

H11 CE→BL -0.055 -0.038 -0.048

Note: Source: SEM-AMOS model output results
Standardized regression weights (β values) extracted from SEM-AMOS output.
* Significant at p< .05.

Figure 2. The proposed model shows significant and insignificant results of consumer experience efforts to consumer loyalty
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positiveanddirectimpactofcommitmentonattitudinalloyaltyandbehaviouralloyaltyhavebeen
acceptedinthreeservicesectors.Itindicatesthatcommitmentpositivelygeneratestrueconsumer
loyalty.Thedirectlinksbetweenconsumerexperienceeffortsandtwoformsofconsumerloyalty;
attitudinalandbehvaiouralloyaltyhavebeeninsignificantinallthreesectors.Thus,H10(Health:β
=0.006;Retail:β=0.031;Wellness:β=-0.030,p>.05)andH11(Health:β=-0.055;Retail:β=
0.038;Wellness:β=-0.048,p>.05)havebeenrejected.Thedirectrelationshipbetweenconsumer
experienceeffortsandconsumerloyaltyhasbeenfoundinsignificantinallthreeservicecategories.
Thus,itisinappropriatetoconductthemediationtestsassuggestedbyHairetal.(1998).Theaccepted
hypothesesinthisstudyreportscommitmentasafullmediatorinthelinkbetweenconsumerexperience
effortsandconsumerloyalty.Whilesatisfactionandtrustpartiallymediatetherelationshipbetween
consumerexperienceeffortsandconsumerloyalty.

dISCUSSIoN ANd IMPLICATIoNS

Based on the SEM model described in this study, in all three service sectors, consumer
experienceeffortshavebeenfoundtohavesignificanteffectonconsumersatisfaction,trust,
andcommitment,whichinturnhaveasignificantimpactonconsumerloyalty.However,no
significantevidencehasbeenfoundtosupportthedirectinfluenceofconsumerexperience
effortsontwoformsofconsumerloyalty.

Inhealthandwellnesssectors,consumerexperienceeffortshavebeenfoundtohaveindirect
influenceonconsumerloyaltythroughconsumersatisfaction.Itisunfortunatethatsatisfactionis
positivetogenerateonlyonetypeofconsumerloyaltyi.e.behaviouralloyalty.Theunderlyingrationale
isthatmeresatisfactiondoesnotpersuadetheurbanconsumerstostickwithoneservicefirm.Itmight
bebecausethatsatisfactiondoesnotwarrantstrongrelationalbondrequiredfordevelopingloyalty.
Itshouldbenotedthatsatisfactiondoesnothaveanypositiveeffectevenonbehaviouralloyaltyin
theretailsector.Itindicatesthatretailconsumers(specificallyconveniencestoresconsumers)are
morepronetoswitchingforthereasonthatconveniencedominatesoversatisfaction.Thefindings
addsupporttopriorstudies(Bennett&Rundle-Thiele,2004)thatmeresatisfactioncan’tensuretrue
consumerloyalty.

Consumer trustpartiallymediates therelationshipbetweenconsumerexperienceeffortsand
consumerloyaltyinallthreeservicesectors.Asreported,trustispositivetogenerateonlyoneformof
consumerloyaltyi.e.attitudinalloyalty.Thissuggeststhatconsumer’strustonaservicefirmcultivates
consumerconfidenceenoughtodevelopconsumerloyalty(Morgun&Hunt,1994,Moormanetal.,
1992).However,trustgenerationmaynotessentiallydevelopbehaviouralloyalty.Thisissobecause
consumersarealsoboundbysituational,socio-culturalandindividualbasedconstraints(Oliver,1999).

Finally, commitment has been found fully mediating between consumer experience efforts
andconsumerloyalty.Thisimpliesthatconsumerexperienceeffortsarepositivetogenerateboth
behavioural and attitudinal loyal consumers. The results indicate that positive and meaningful
experiencesderivedthroughfunctional,affective,sensorial,lifestyle,social,andpragmaticmeasures
collectivelydevelopenoughcommitment,whichbringscompletenessinloyalty(trueloyalty).

Itconfirmsthatcommitmentissupremetobothsatisfactionandtrust.Trustcreatesattitudinal
loyaltybutrestrictstheconsumerstoovercomesituationalandsocio-culturalcompulsionsintheir
patronagebehaviour.Developingcommitmentforcesurbanconsumerstosetasidetheircompulsions
andgoevenoutofthewaytoexpressbehaviouralloyalty.Thus,thisstudyprovidesempiricalevidence
thatcommitmenthasagreaterimpactonconsumerloyaltythansatisfactionandtrust(Valenzuela
&Vásquez-Párraga,2006).

Morespecifically,thisstudyalsohighlightsvariousformsofsatisfaction,trust,andcommitment
thatmaygetagreatereffectthroughfirms’superiorconsumerexperienceefforts.Inallthreeservice
categories, cognitive satisfaction from staff’s competence, emotional satisfaction, and overall
satisfactionhavebeenfoundsupremeelementsofsatisfaction.Thisissobecausethetotalconsumer
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valueisabundleofeconomic,functional,andpsychologicalbenefitsthaturbanconsumersexpectfrom
amarketingoffering(Kotler&Keller,2006).Intrust,confidenceofgettingassuredcaringbehavior
ofserviceprovider,reliabilityfromstaff,aswellasexpectedreliabilityinfuturedealingshavebeen
foundhighlysignificantinhealthandretailcategories,whereasinwellnesscategory,reliabilityon
firmforfuturedealingshasonlybeenreplacedbyconfidenceofgettingconsistentquality.Incaseof
trust,positiveconsumerexperienceshavebeenfoundsignificanttogenerateconsumer’sconfidence
andherexpectedreliabilityontheservicefirm/brandaswellasonemployeesoftheservicefirm.
ThefindingsareinconformancewiththefindingsofMoormanetal.(1992),whodefinedtrustas
awillingnesstorelyonanexchangepartnerinwhomonehasconfidence.Additionally,ithasbeen
foundthataffectivecommitmentincomparisontocalculativecommitmenthasbeenmoreinfluenced
bypositiveconsumerexperiencesinalltheselectservicecategories.Itmightbeduetothereason
thatIndianconsumersneverfeelanycompulsiontobeattachedwithoneselleronlyinavailabilityof
multipleservicesellers.Itsuggeststhatexperienceeffortsthatbuildidentityandaffiliationaremore
likelytobeeffectivethanimposingswitchingbarriersorbondages.Inotherwords,development
ofconsumercommitmentbyprovidingrelishingandexcitingconsumerexperiencesisakeytoget
trueconsumerloyalty.

Thestudymainlycontributestotheliteratureintwoways.Thestudythathascarriedoutacross
threediverseservicesempiricallyconfirmsthatCEMcontributespositivelytosatisfaction,trust,and
commitment.Thesecondcontributionisthatitistheonlycommitmentthatbringsaboutabsolute
loyalty(attitudinalandbehavioural),satisfactionandtrustcontributetobehaviouralandattitudinal
loyaltyrespectively.Thethirdcontributionofthestudyishighlightingthenatureofserviceinfluences
therelativeimportanceofdifferentexperienceefforts.Differentexperiencescarrydifferentmerit
indifferentservices.Thestudywillalsohelpthepractitionerstotestandverifytheexistenceof
appropriatepsychologicalstate(Satisfaction,Trust,andCommitment)requiredforthetypeofloyalty
theyseekintheirtargetcustomers.

Theseresultssuggestsomeimportantimplicationsforservicefirms.Inahighlycompetitive
environment,thefirmsarestrugglingtokeeptheirmarketshareintact.However,mostofthefirms
arerelyingontraditionalmarketingtechniques.CRMandCL,byandlarge,areseenwithaviewof
mereacquisitionandretentionefforts.Therefore,itisimperativefortheorganizationstogenerate
excitingexperiencesfortheconsumerswiththeproduct/services.Furthermore,servicemanagers
should also understand and translate consumer expectations into functional, affective, sensorial,
lifestyle,social,andpragmaticexperiencesaspectsinordertodevelopcommitment-basedloyalty.
Theloyaltydevoidofcommitmentisalwaysspurious.Theunderstandingofdifferentcomponents
ofconsumerexperiencesdependsontrueconsumerinsight.Totheextentthatcommitmentdevelops
overtime,firmsshouldconsistentlymanagetheirservicetransactionswithconsumersaccordingtotheir
changingneedsandexpectations.Servicemanagersshouldputtheirresources,skills,andprocesses
intotheactioninsuchawaythatthesefinallyconvergeintoexcitingexperiencesforconsumers.

Recognizingtheimportanceoffunctionalcomponent,servicemanagersshoulddeliverthebest
functionaloutputstotheconsumersthatservethemainpurposeoftheirvisit.Forinstance,curability
fromdiseases,availabilityofaspecificproduct/service/brandandserviceoutputsintermsofphysical
care,groomingandfitnessprovidefunctionaloutputsinhealth,retail,andwellnesssectorsrespectively.
Inconsiderationofaffectivecomponent,theservicemanagersshouldtraintheirservicepersonnel
to understand consumer’s individuality in order to nurture close and long-lasting interpersonal
relationships.Then,thearrangementofsensorialelementssuchascleanliness,music,interior,and
fragrancehelpincreatingsoothingandrelaxingenvironmentfortheconsumers.

Theimportanceoflifestylecomponentcorroboratesthefactthatservicemanagersshouldpay
moreattentiontounderstandconsumers’psychographics.Firmsneedtoprobethatconsumersdifferent
lifestyles;consumeractivities,interests,andbeliefshaveeffectonconsumer’schoiceofproducts/
servicesandsellers(Kotleretal.,2011).Intermofsocialexperience,servicefirmsshouldstrengthen
theirbrandidentitytodevelopsustainablecompetitiveadvantage.Pragmaticexperiencedealswith
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healthconsumers’perceptiontoseekpracticaleaseatvarioustouchpoints.Itisbasicallyanoutcome
ofconsumer-servicefirminteraction.Afirm’seffortstohandlevariousissuesrelatedtoplace,staff
behavior, complaint management processes, feedback management, operational processes, and
promotionalactivitiescaneliminateconsumer’sharassment.Itmightensurethatserviceconsumers
arecomfortable,andtheyperceivelowerrisktobeattachedwith.Puttingitalltogether,aholisticor
integratedapproachcanbesuggestedforthesuccessfulimplementationofCEMacrossthreeservices.

However,itcan’tbeignoredthatconsumerexpectationstowardsserviceexperiencesdifferacross
threeservices.Someoftheexperiencecomponentssuchaslifestyleexperiencedoesn’tseemrelevant
forwellnessconsumers.Lifestyleexperienceinwellnessservicesstatescustomers’preferencefor
specificbrands,timings,staff,informationtechnologycompatibility,otherpracticesetc.Wellness
consumersmightnotbeconsideringtheseexperiencesasrelevantastheydesiretofulfillalltheir
lifestylepreferencesbyfunctionaloutputs.

Next,thepragmaticexperiencebyfeedbackprocesseshasbeenfoundworthlessforconvenience
storeconsumers.Theunderlyingrationaleisthatconveniencegoodsdonotmakemuchimpactonthe
dailylifeofpeople.Inmanycases,suchgoodsarepurchasedthroughdomesticservantsandchildren
becauseitemsandtheirpricesarestandardized.Hence,nosignificantadvices/feedbacksaregiven
byconsumers.Inaddition,consumershaveamplechoicesofconveniencestoresaslargenumbers
ofsuchstoreshavebeenopenedin theresidentialareasduetounemployment issues.Therefore,
conveniencestoreconsumersarelesssensitivetotheseissuesduetotheirshortlengthofrelationship.

Inaddition,afirm’seffortstocreatepositiveexperiencesbypromotingfriendships(between
consumer toconsumer/employees toconsumer)and involvement inbuyingdecisions (pragmatic
experiencebyfirm’sinvolvement)havebeenfoundlessimperativeforallthreeserviceconsumers.
Health,retail,andwellnessconsumersexpresstheirintereststobeattachedwithagoodbrandname
ratherthanafirmthatencouragestobuild-upsocialrelations.Onlinemediahascreatedabuzztobe
attachedwithlotsoffriendstogether.Thus,itismorelikelythatcustomers’preferencetobeknown
toothershavebeenshiftedtoonlinesocialplatformsratherthanvisitsatretailstores,healthclinics,
hospitals,beautysalons,andgyms.Next,thepragmaticexperiencebyfirm’sinvolvementhasbeen
foundinsignificant.Itmightbeduetothefactthatcustomersseektheirconveniencetocustomize
theserviceplansratherthananythird-partyinterferencetoplanabouttheirvisit.Therefore,service
firmsmust focusondeepconsumer insightsof theirpresentandpotentialconsumers toprovide
meaningfulandpositiveserviceexperiences.Thestudyfindingsholdseveralacademicimplications.

Thepresentstudyalsomakessomeimportantcontributionsinthesocialcontext.Themodern
consumertodayseeksexcitementinproducts/services.Thereisamutualinterestforbothmarketers
andconsumersiftheymakemarketingofferingswithaviewtogeneratememorableexperiences.A
firm’sperformanceonconsumerexpectancystandardsshouldcreate‘good-life’prospectsbothfor
presentandpotentialconsumers.Furthermore,italsoprovidesaco-creationcultureinthesociety
wherefirmsdonotoperateonewaybutprovidesopportunitiesforco-creationforconsumers.Both,
thefirmandconsumerregardeachotherresponsivenessin-serviceofferingscontext.

LIMITATIoNS ANd dIRECTIoNS FoR FUTURE RESEARCH

Thisstudyhasseverallimitationsandalsoindicatesdirectionsforfutureresearch.First,presentstudy
tookplacewithinthenorthernregionofIndia.Thus,thegeneralizabilityofresultsinotherregions
ofthesamecountryandinothercountriesisunknown.Thiscallsforsimilarstudiestobeperformed
withconsumersfromotherregionsandnationsinviewofregionaldiversity.Whileinpresentstudy,
theresearchhypotheseshavebeentestedacrossthreeserviceindustries,futureresearchesmaybenefit
fromatestingoftheserelationshipsbetweendifferentservicetypes.Futureresearchesmaygroup
servicesonhigh-contactandlow-contactservicestoidentifytheunderlyingdifferencesregarding
acceptabilityofresearchmodelintwoservicetypes.
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Second, thepresentstudydidnotconsider the interrelationshipof threemediatingvariables
suchassatisfaction,trust,andcommitment.Futureresearchmayconsidertheseinterrelationshipsto
understandthatwhethersatisfactionispre-conditionfortrustandtrustinitiatescommitment.Third,
thisstudyhasusedself-reportedmeasuresthatmaynotbethemostaccuratewaystogeneralizethe
results forotherservice firmsand/orothernations.Self-reportedmeasuressuchas items/factors
with rating scales used in the questionnaire are affected by several response bias issues; social
desirability(Moorman&Podsakoff,1992),self-evaluation,andforgetfulness(Pelham&Blanton,
2006).Therefore,futurestudiesshouldstrivetocollectdataonawiderspectruminordertoavoid
biaserrors.Lastly,thepresentstudyhasnotexaminedtheeffectsofdemographicfactors.Future
researchcananalyzeinmoredetailwithmoreservicefirmsandwithlongitudinalresearchdesigns.
Inaddition,effectsofdifferentdemographicvariablescanalsobestudied.
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APPENdIX

Table 6. A detailed list of items

Constructs Scale Items

Consumer
Experience
Efforts

Thisfirmfulfillsmymainpurposeofvisit.
Thisfirm’sconsistentqualityeffortsenrichmyexperiences.
Ifeeldelightedtogetwidevarietyofserviceshere.
Goodqualityserviceatreasonablepriceisenoughformetogetagooddeal.
Gettingskilledandexpertiseserviceismeaningfultogetapleasantexperience.
Ifeelhonoredtogetpersonalattentionfromservicestaff.
Mycontactwiththisfirmmakesmefeelgoodaboutmyself.
Ifeelhappytogetpleasantsurpriseshere.
Myfamiliaritywiththestaffmakesmefeelrelaxed.
Ifeelgoodtohavewarmwelcomefromtheservicestaff.
Thecleannessatfirm’spremiseisveryimportanttome.
Theclumsyinteriorofafirmmakesmeupset.
Thewell-dressedemployeesofafirmleavegoodimpressiononme.
Thelisteningofsoothingmusicatfirmpremisemakesmefeelrelaxed.
Thefragranceatafirmpremiseappealsmysenses.
Myconnectionwiththisfirmhelpsmetomakeagoodimpressiononotherpeople.
Ivisitheretomakenewfriends.
ThisfirmpromotesthesamevaluesandbeliefsasIbelieve.
Thisfirmfitsinmylifestyle.
Itiseasyformetounderstandthepromotionaloffersofthisfirm.
Ifeelrelaxedtovisitafirmthatisconvenientlylocated.
SometimesIreallyfeeltensedwiththemismanagementofthisfirm.
Ifeelamazedwiththequickandresponsibledealingsofservicestaff.
Ifeelimpressedwithafirm’spositiveattitudetohandletheproblemsifarise.
Ifeelgoodwithafirmwhenevertheyplanmynextvisit.
Ifeelacknowledgedtogiveadvicesformakingimprovementsinservices.

Satisfaction

Theperformanceofthisfirmalwaysmeetsmyexpectations.
Iamsatisfiedwithcompetenceofservicestaff.
Mydealingwiththisfirmisalwaysenjoyable.
OverallIamextremelysatisfiedwiththisfirm.
Takingmyexperiencewithotherfirms,Iammoresatisfiedwiththisfirm’soffering.

Trust

Thequalityofserviceofthisfirmisconsistentlyhigh.
Thisfirmtakesgoodcareofme.
Icantrusttheemployeesofthisfirm.
Icantrustthisfirmforfuturedealings.
Thisfirmshowshonestandsincereeffortstosolvemyproblemsifarise.

Commitment

Icanmakeshorttermsacrificestokeepmyrelationshipwiththisfirm.
Ihavefewoptionstoswitchtoanyotherfirm.
Ifeelasenseofbelongingnesstothisfirm.
Iamaproudconsumerofthisfirm.
Ireallycareaboutthegrowthofthisfirm.
MyfirmandIbotharecommittedtoeachother.

Attitudinal
Loyalty

Icanwellunderstandthesuperiorityofthisfirm’soverotherfirms.
Thisfirmismyfirstchoice.
Ialwayssaypositivethingsaboutthisfirmtoothers.
Iliketorecommendthisfirm’snametoothers.
Iwillcontinuetobeloyalconsumerofthisfirmforcomingyears.
Commercialsandoffersbyotherfirmscan’treducemyinterestinthisfirm.

Behavioural
Loyalty

InfuturewheneverIneedthisservice,Iwillcomeheretobuy.
Iamnotwillingtopaymorepricestothisfirm.
Iamaregularconsumerofthisfirm.
Iamlookingforanewserviceprovider.
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