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A Marketing Theory-Based Approach to
Customer's Perceived Shopping Experience®

Yoon, Sung-Joon**
Choi, Dong-Choon***

Abstract

This study serves the main research purpose of verifying the hypothetical relationship between
antecedent and consequence variables of shopping experience based on the classification system by
Schmitt(1999) who dimensionalized experience into 5 components(sense, feel, think, act, relate).
Specifically, the study seeks to fulfill the following three research objectives.

First, it substantiates dynamic relationships among the five experiential components comprising the
strategic experiential modules which serve the basis of theoretical framework of the study.
Especially, it focuses on interactive relationships among the experiential components by taking a
holistic view of the experience. Second, the study seeks to uncover the effects of pre-experiential
antecedents such as shopping motivation and shopping involvement, based on taxonomy of
motivation as product-centered vs. experience-centered. Third, the study investigates the effects of
shopping experience on revisit intention with regard to department store, discount store, and internet
shops based on the customers’ store experiences.

The major findings from this study are as follows: first, the five experiential components were
found to have high level of correlations according to hypothesis verification. Second, shopping
motivation was learned to have significant effects on preference toward thinking as well as feeling
experiences. That is, product centered(vs. experience-centered) shopping motivation exerted greater

influence on cognitive(vs. affective experience than affective(vs. cognitive) experience.

Key words: shopping experience, shopping motivation, shopping involvement, store revisit intention
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particular attention paid to the affective versus
cognitive experiential modules which serve the
backbone of theoretical framework of the
study. Especially, it focuses on interactive
relationships among the experiential com-
ponents by taking a holistic view of the
experience. Second, the study seeks to uncover
the effects of pre-experiential antecedents such
as shopping motivation and shopping involve-
ment, based on taxonomy of motivation as
product-centered vs. experience-centered. Third,
the study investigates the effects of shopping
experience on store revisit intention with
regard to department store, discount store, and

internet shops based on the customers’ store

II. Research Methods

This study developed the following research
model which reflects the relationships as
stipulated in research objectives stated earlier.

Based on this conceptual research model, the
study proposes the following five research
hypotheses.

Hla: Customer’'s product-centered purchase
motive will exert a significant positive
effect on cognitive shopping experience.

H1b: Customer’'s experience-centered pur-

chase motive will exert a significant

experiences. positive effect on affective shopping
experience,

H2: Customer's shopping involvement will
exert a significant positive influence on
cognitive shopping experience.

(Figure 1) Basic Research Model
Store type
Product- .
centered Motive
] Shopping Experience ..
Experlenoe. ( Affective/ Store R(levmt
centered Motive s l Intention
Cognitive)

Shopping
Involvement
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A total of 310 questionnaires were collected.
among which 302 were used for data analysis
after discarding 8 questionnaires deemed in-
complete and unusable. SPSSWIN(Ver 10)
was used for data analysis.

. Research Findings

This study revealed five major findings
through validation of the study hypotheses as
follows,

First, shopping motivation was learned to
have significant effects on preference toward
thinking as well as feeling experiences. That s,
product-centered(vs, experience-centered) shop-

ping motivation exerted greater influence on
cognitive(vs, affective experience than affective
(vs. cognitive) experience. Finally, the study
offers some useful retail-specific strategic im-
plications based on experiential positioning map.
Second, shopping involvement was found to be
more responsive to affective experience than
cognitive experience, which implicates the need
to consider pre-experienced variables such as
store-specific image and store atmosphere as
an essential part of shopping experience studies.

The following table shows the result of the
hypothesis validated.

Third, the store-specific differences in terms
of experiential preference showed that depart-
ment store customers showed no significant

differences in preferences for affective and

{Table 1) Regression of the Shopping Experience on Shopping Motives

Dependent Variable

Independent variable Affective Shopping Experience Cognitive Shopping Experience
Beta t Sig (t) Beta t Sig (1)

Product-centered motive 174 3.080 002 287 h214 .000

Experience-centered motive 137 2.822 016 -132 -2.403 017

Shopping involvement 178 3131 002 -149 -2.612 009

(Table 2) Difference between Affective versus Cognitive Experience by Store Type
Mean T-test
Store type Affes:tive Cogn.itive SE . o
experience experience

Department store 587 5.76 1.512 1.294 197

Discount store 478 .30 1.582 -5.710 000

Internet store 3.73 5.56 2.007 -15.856 000
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intentions.

The interdependence among the five factors
of strategic experiential modules which this
study was able to confirm provides important
insight as to the need to develop effective
retail experiential strategies. For instance, retail
strategists will need to design retail strategies
which encompass all five experiential factors in
consideration of their interactivity. This way,
they can expect to extract optimal shopping
experience from the shoppers and find an
holistic experiential mix which manifests sy-
nergistic nature of shopping experiences. Also,
retailers will benefit from discovering other
intervening variables which may affect the
experiential dynamics such as pre-existing store
image or value orientation regarding shopping.

The overall findings resulting from this study
suggest that more useful application of
experiential factor be made in the realm of
customer satisfaction and repurchase intention
by looking into usage experiences of products,
indicating the significance of understanding
product-based experiential behavior. Consistent
with this direction, a more sophisticated step-
up of research methodology may be possible by
incorporating research frames such as gap
analysis or expectation disconfirmation paradigm
based on experiential expectation and perceived
fulfillment related to experiential satisfaction.
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