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Customer Experience is a major tool for achieving competitive advantage in all industries. Customer

interactions with the environmental stimuli result into pleasurable or unpleasurable response. Positive

customer experience leads to enhanced marketing productivity. The purpose of this research is to review the

concept of Customer Experience and identify its major determinants in  context of new format retail stores

by analyzing customer expectations. The study explores, major dimensions of pre purchase, purchase and

post purchase customer interactions and provides an insight into major utilitarian and emotional factors

considered by consumers while describing their expectations about retail experience.

Introduction

E
xperience is described as an

economic offering after

commodities, goods and service, as

the fourth stage in the economic progression

(Pine and Gilmore, 1998). In a major

paradigm shift, customer experience has

emerged as the next battleground for

competitive advantages (Shaw and Levin,

2002). Leading edge companies are

realizing the new realities and developing

strategies for effective customer

experience management. An experience

occurs as an outcome of human

interactions with environmental clues

(Berry et al., 2002, 2006). Customer

experience is the sum total of feelings,

perceptions and attitudes formed during the

entire process of decision making and

consumption chain, involving an integrated

series of interactions with people, objects,

processes and environment (Carbone and

Haeckel, 1994; Berry et al., 2002;

Mascarenhas et al., 2006; Meyer and

Schwager, 2007). It creates a new value

proposition for differentiation and

improved marketing productivity.

Customer experience management

involves identification and incorporation of

functional and affective attributes

(Carbone, 1998; Haeckel et al, 2003).

Researches in consumer psychology and

neuroscience clearly bring out the role of

cognition and emotion in shaping the

customer experience (Hansen, 1981;

Holbrook and Hirschman, 1982; Zaltman,

2003; Crosby and Johnson, 2007). The

purpose of this research was to review

the concept of customer experience and

identify its major determinants in the

context of new format retail stores. The

study was aimed at exploring the new

realities of the market place and

consumer’s mind, to bring important

managerial insights for designing a holistic

customer experience–a unique,
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