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Abstract  
Today, brick-and-mortar retailers are facing changes, as we are moving away from a service economy 
towards an experience economy. These changes reshape customers’ preferences. Retailers have 
shown an inability to adapt to these changes, indicating that there is a need for further insights on the 
subject. To address this lack of knowledge, this thesis aimed at investigating the customer experience in 
brick-and-mortar fashion retailers in order to obtain knowledge about how experiential offerings create 
perceived value and customer satisfaction, which ultimately leads to store attractiveness.  
 
This study focused on investigating the customer experience holistically, by using the “Experience 
Economy 4E construct” together with three dimensions of perceived experiential value as a theoretical 
framework. The application of this holistic approach to the customer experience has until now been 
relatively unexplored, which justified the purpose of this thesis.  
 
This qualitative study was conducted by using six semi-structured interviews. Furthermore, the empirical 
data collection was analysed using a thematic analysis. This generated valuable insights to which 
aspects were considered to create positive as well as negative feelings, which consequently affect 
customer satisfaction and store attractiveness.  
 
The result shows that experiential offerings from brick-and-mortar fashion retailers create perceived 
experiential value, which in turn leads to customer satisfaction and store attractiveness. Furthermore, 
the result indicated that educational experiences, esthetic experiences and social interactions are the 
primary value creating sources.  
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1. Introduction  
Today brick-and-mortar stores are facing a fundamental change as we are currently moving 

away from a service economy and towards an experience economy. Changes in retail like 

this one is something natural and reoccurring, approximately every 50 years. These changes 

reshape the consumers’ expectations dramatically. In order for brick-and-mortar stores to 

stay competitive and survive they need to adapt to the redefined consumer preferences 

(Rigby, 2011). Pine and Gilmore (2011) describe the evolution in retailing by explaining 

how the economic offering has evolved from commodities to goods, to services and 

ultimately to experiences. Each new type of offering generates greater economic value than 

the previous one.  Furthermore, services and goods are no longer enough to satisfy 

consumers in today’s service economy. This is because services are becoming increasingly 

commodified, and goods are bought solely based on availability and price due to the lack 

of perceived differentiation of products in consumers’ minds. A consequence of the 

commodification of goods and services is the evolution of the experience economy where 

experiences generate the new economic value. Consumer experiences create a greater sense 

of well-being and make people happier than just purchasing goods. A shopping experience 

can provide higher economic value since it is memorable and personal, consequently 

memorable experiences have become one of the key factors of customer perceived value 

(Pine & Gilmore, 2011).  

 

This shift in consumer preference towards experience-oriented over transaction-oriented 

shopping is one of the current, major retail trends that brick-and-mortar stores need to adapt 

to (Eldor, 2020). Many traditional transaction-oriented retailers focus on stocking products 

and creating awareness to facilitate purchases. However, they have shown an inability to 

adapt to this change in consumer preference (Rigby, 2011). Furthermore, new distribution 

channels emerging from digitalization, such as e-commerce, are making the retail 

environment even more complex and competitive. The inability to adapt and increased 

competitive pressure have led to the closing of many brick-and-mortar stores. It is essential 

for brick-and-mortar stores to gain insight into how to adapt to this changed consumer 

preference in order to avoid this so called “retail apocalypse” (Satell, 2017).  
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The survival of the retail industry is important since it plays an essential role in today´s 

society. The industry is a major driver for both economical and societal development. In 

Europe it employs 24, 7 percent of the total workforce in 2019 (Eurostat, 2020), which 

represent the second largest workforce in Europe (Eurocommerce & UNI-Europe, 2017). 

In Sweden it is the primary industry employing 12 percent of the total Swedish workforce. 

Moreover, the industry generates 11 percent of the Swedish GDP, and hence also creates 

tax revenues for the state. Retailing is also considered to be a valuable entry point into the 

labour market for young and uneducated people (Svensk handel, 2019).    

 

In order for brick-and-mortar stores to avert this “retail apocalypse” and successfully adapt 

to the shifted consumer preference they need to become more experience-oriented (Satell, 

2017). To do this, brick-and-mortar stores must offer memorable and immersive 

experiences by better utilizing the store space to create enhanced consumer experiences 

(Wertz, 2019). In other words, they must “prioritize optimizing spaces based on experience 

per square foot over maxing out on sales capacity per square foot” (Eldor, 2020, p3). This 

can be done for example by turning traditional retail stores into showrooms, which offers 

more space to create immersive consumer experiences. It can also be done for example by 

designing a store environment that creates “Instagrammable moments” where the store 

environment encourages consumers to share their shopping experience via social media 

(Eldor, 2020).  

 

Furthermore, an experience-oriented store concept aims at creating a unique consumer 

experience for each consumer by providing a holistic experience that uses both cognitive 

and emotional stimuli (Sachdeva & Goel, 2015). Therefore, brick-and-mortar stores need 

to focus on using in-store stimuli that stimulate the consumers’ senses and engage 

consumers intellectually, physically, socially and emotionally (Pine & Gilmore, 2011).  

Moreover, it is important to keep in mind that the consumer experience includes much more 

than simply the purchase. It includes aspects like the service personnel, the design of the 

store environment, and the emotions that the shopping evoke, and so much more. Therefore, 

it is important for brick-and-mortar stores to have a holistic approach when creating 

consumer experiences (Sachdeva & Goel, 2015). In order for brick-and-mortar stores to 

succeed with all of this and become more experience-oriented, Pine and Gilmore (2011) 
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argue that they need to think of themselves as experience stagers, their work as theatre and 

consumers as the audience. They also point out that any work that is observed directly by 

a consumer should be recognized as an act of theatre.  

 

In order for brick-and-mortar stores to create this holistic consumer experience and become 

more experience-oriented, they need to put more emphasize on the whole experience and 

not just the transaction. By focusing on creating memorable consumer experiences brick-

and-mortar stores can drive foot traffic to the store. Furthermore, concentrating on offering 

consumer experiences will allow the brick-and-mortar stores to differentiate themselves 

from competitors as well as create competitive advantages. Therefore, the consumer 

experience has become a critical aspect for the survival of brick-and-mortar stores as the 

market place is becoming increasingly competitive (Bagdare & Jain, 2013).  

 

In the light of the many brick-and-mortar stores inability to adapt to the above presented 

shift in consumer preference and the growing importance of the consumer experience as a 

factor for differentiation and competitive advantage, further insights are needed in order 

for brick-and-mortar stores to understand how to become more experience-oriented. This 

study seek to add insights on this theme by exploring how experiential offerings from a 

physical fashion retailer can create value for consumers and hence improve store 

attractiveness. 
 

1.1 Problematisation  
The previously presented change in consumer preference towards experience-orientated 

over transaction-oriented shopping and the increasing importance of consumer experiences 

have been investigated for many years (Bäckström & Johansson, 2017). Historically, 

Holbrook and Hirschman were among the first researchers to acknowledge the experiential 

dimension of consumer behaviour (Bustamante & Rubio, 2017). Since then, researchers 

have devoted substantial attention towards conceptualizing consumers’ experiences and 

identifying the various components that constitute an experience. This extensive research 

has resulted in the presentation of various conceptual frameworks which explains the 

dimensions of and the aspects that influence in-store experiences. All of this research 
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throughout the years has resulted in an increasing recognition of the importance of the 

consumer experience among researchers (Arnold & Reynolds, 2003; Alencar de Farias, 

Aguiar & Melo, 2014; Ballantine, Jack & Parsons, 2010;; Bäckström & Johansson, 2017; 

Pantano & Gandini,2018). However, all of these studies have researched only parts of the 

customer experience.  

 

Despite this extensive research, there is still a lack of conceptualization of the consumer 

experience phenomenon. And the concept is often vague. Earlier researchers have studied 

consumer experiences by focusing on the effects of isolated aspects usually related to 

environmental elements, such as design, atmosphere or social aspects (Ballantine, Jack & 

Parsons, 2010; Alencar de Farias, Aguiar & Melo, 2014; Petermans & Van Cleempoel, 

2010). Focusing on such isolated aspects and their effect on consumer experiences lack a 

holistic approach. This narrow focused approach is considered insufficient because an 

experience in nature is the total sum of the consumer’s response to multiple elements (i.e. 

affective, cognitive, emotional, social and physical) (Bäckström & Johansson, 2017). This 

lack of the essential holistic perspective creates a knowledge gap that needs to be addressed 

in order for brick-and-mortar stores to gain further insight into how to become more 

experience-oriented (Zhibian & Bennett, 2014). Therefore, researchers are now stressing 

the importance of using more multisensory and holistic approaches that capture all the 

elements that create an experience (Bäckström & Johansson, 2017; Sachdeva & Goel, 

2015).  

 

Earlier research has increased the general understanding of the various elements and 

dimensions that constitute an experience, but that there is a lack of empirical investigation 

regarding how the different elements and dimensions combined contribute in creating the 

experience. They claim more research is needed to further explore holistically the in-store 

experience from a consumers subjective view point. One such framework is the Experience 

economy 4E construct developed by Pine and Gilmore (2011). This framework focuses on 

various aspects of the consumer experience from a consumer´s subjective perspective. It 

consists of four different types of experiences that brick-and-mortar stores can provide 

namely educational experience, entertainment experience, escapist experience and esthetic 

experience. The Experience economy 4E construct has been applied successfully in 
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previous research and provided deeper understanding of consumers responses to various 

tourism venues, for instance bed and breakfast hotels (Oh, Fiore & Jeong, 2007), sea cruises 

(Hosany & Witham, 2009), wineries (Quadri-Felitti & Fiore, 2012), local rural markets 

(Fernandes, Agapito & Mendes, 2015) and shopping malls (Sadachar & Fiore, 2018).  

 

This study applies the previously mentioned 4E framework to examine the consumers’ 

perceived value of the in-store experiences in a Swedish physical fashion retailer, and 

consequently how the perceived experiential value affects store attractiveness. To the best 

of our knowledge, this framework has not been used to analyse consumer experiences in a 

Swedish fashion retail context. Therefore we hope, that by using this holistic framework to 

collect and analyse empirical data, we will be able to contribute valuable insights for both 

academics and retailers. Furthermore, with this study we hope to address the need for 

further empirical investigations with holistic approaches on consumers’ in-store 

experiences from a consumer subjective perspective.  

1.2 Purpose  
The purpose of this thesis is to investigate the customer experience in brick-and-mortar 

fashion retailers, and to look into how experiential offerings from these retailers affect 

consumers’ perceived experiential value, which leads to customer satisfaction, and lastly 

to store attractiveness. The study investigates the consumer in-store experience by 

analyzing the connection between the experience economy 4E construct (education, 

entertainment, esthetic and escapist experiences) and perceived experiential value (social, 

sensory appeal, and social value) associated with consumer satisfaction which in turn 

influences store attractiveness.  

1.3 Research Question  
How can brick-and-mortar stores create positive in-store experiences for consumers in 

order to enhance store attractiveness?  

1.4 Research Outline  
The outline of this thesis starts off with chapter one, which provides an introduction to the 

topic followed by a problematisation, purpose, research question, and limitations. Chapter 
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two consists of a literature review, which presents the theoretical background on which the 

study is based. Thereafter, in chapter three, the method is thoroughly explained, including 

both the theoretical and empirical methodology in.  In chapter four, the empirical findings 

and analysis are presented. Lastly, chapter five contains a summary of the thesis, and a 

conclusion as well as the study´s theoretical and practical implications and limitations. 
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2. Literature Review 
In order to explore how customers perceive and value experiential offerings from a brick-

and-mortar fashion retailer, the section below contains a detailed presentation of concepts 

that are relevant to the study. It includes descriptions of utilitarian and hedonic shopping 

motivations, the customer experience, the Experience economy 4E construct (i.e. 

educational, entertainment, escapist, esthetic experiences), perceived experiential value 

(i.e. emotional, social, sensory appeal), customer satisfaction and store attractiveness. 

Furthermore, a theoretical framework is presented which later on is used to analyze the 

empirical data collected.  

 

In the experience era of today, increased focus on the understanding and creation of 

customer experiences is crucial in order to create perceived value and satisfaction for 

customers (Loureiro, Sardinha & Reijnders, 2012). Therefore, the understanding of 

customers’ complex behavioral consumption journeys (i.e. how customers act during 

consumption) facilitates the offering of experiences that leads to perceived value and 

satisfaction. Retailers that offer customer experiences that fulfill or even surpass the 

customers expected shopping objective will create value and satisfaction. However, it is 

important to note that the perceived value differ depending on the shopping motivation of 

the customer (Lee & Wu, 2017).  

2.1 Shopping Motivation  

Shopping motivation reflects the reasons why people go shopping without or with the 

intention of buying something. It is also closely connected to the benefits people receive 

from shopping (Kim, Lee & Park, 2014). Shopping motives are something internal, highly 

person-specific, and can originate from multiple psychological needs (Arnold & Reynolds, 

2003). There are two main categories of shopping motivations. The first category is 

utilitarian shopping motivation, which is a cognitive focused experience that is usually 

defined as a rational, non-emotional and task-oriented type of shopping motivation 

(Ainsworth & Foster, 2016; Ballantine et al., 2010). This type of motivation entails 

satisfying basic physiological needs by pursuing tangible benefits derived from task-

completion. In other words, utilitarian motivated customers seek satisfaction by 

accomplishing the shopping-task of acquisitioning the intended product with minimal 
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effort.  Utilitarian customers focus more on necessity rather than recreation. Therefore, it 

is essential for retailers to offer these customers convenience, efficiency and good customer 

service in order to provide a positive shopping experience (Cachero-Martinez & Vazquez-

Casielles, 2017; Sachdeva & Goel, 2015).  

 

The second category is hedonic shopping motivation, which focuses on the perceived 

emotional and entertainment worth that a shopping activity can provide. This type of 

motivation concentrates on the emotive, fantasy and multisensory elements of shopping. 

Hedonically motivated customers are driven by the search for joy, pleasure and 

entertainment (Ballantine et al., 2010). Hedonic consumption focuses on the stimulation of 

customers’ senses and feelings, hence placing the customers’ emotional experience in the 

centre. Since recreation is central for the hedonic customers it is important for retailers to 

provide experiential offerings that stimulate the customers’ senses and minds (Cachero-

Martinez & Vazquez-Casielles, 2017). Moreover, customers with hedonic shopping 

motivation derive emotional value and satisfaction from the obtained positive feelings 

experienced via the actual shopping experience in itself. These positive feelings can be 

obtained both during planned and impulsive shopping. Here, the shopping activity itself 

can also be viewed as a form of psychological therapy (Ainsworth & Foster, 2016; 

Sachdeva & Goel, 2015).  

 

Even though the two types of shopping motivations appear to be complete opposite, they 

still co-exist in the same shopping experience, but of different extents. This means that one 

is always stronger than the other (Bradley & LaFleur, 2016). Sachdeva and Goel (2015) 

argue that even shopping activities that are considered strictly utilitarian motivated contain 

some hedonic motivation, and vice versa. For instance, buying fruit can be considered 

purely utilitarian motivated, but the pleasant smell and colour of the fruit provides a hedonic 

aspect that also can be part of the motivation.  Hence, even though the utilitarian shopping 

motivation is task-oriented and the hedonic shopping motivation is emotive-oriented, the 

two categories co-exist to some extent within the same shopping experience (Bradley & 

LaFleur, 2016).  Bäckström (2011) describes this co-existence as a hedonic-utilitarian value 

continuum where the shopping motivation can move between hedonic and utilitarian 

motives during the shopping activity.  
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The two types of shopping motivations affect how customers perceive different shopping 

experiences. Customers who are mainly hedonically driven react positively to shopping in 

exiting environments with high arousal levels, whereas customers who are mainly 

utilitarian driven experience exiting environments as unpleasant (Bradley & LaFleur, 2016; 

Wong, Osman, Jamaluddin & Yin-Fah, 2012). In line with this, Ballantine et al. (2010) 

found in their study that hedonically motivated customers expressed a strong dislike for 

brick-and-mortar stores with a utilitarian environment and preferably avoided these stores. 

Moreover, Sadachar and Fiore (2018) also point out that hedonic customers search for 

different experiences (e.i. educational, entertainment, escapist or aesthetic experience) in 

order to create value, and respond more positively to experiential offers from retailers than 

utilitarian customers. This shows that shopping motivation plays a central role in 

understanding how customers perceive brick-and-mortar stores (Ballantine et al., 2010). 

Furthermore, table 1 presented below provides an overview of the main characteristics of 

the two shopping motivations discussed above. 

Table 2.1 - Characteristics of Utilitarian & Hedonic shopping motivation  

 

 

Elements Item(s) Description  Author(s)  
Utilitarian  
Shopping 
Motivation  

Task Orientation  Main purpose of 
consumption  

Ainsworth & Foster (2016), 
Ballantine, et.al.( 2010),  
Cachero-Martinez & Vazquez-
Casielles (2017), Sachdeva & 
Goel (2015) 

 Rational Attitude towards shopping 
activity  

Ainsworth & Foster (2016), 
Ballantine et.al. (2010) 

 Efficiency   (Cachero-Martinez & Vazquez-
Casielles (2017), Sachdeva & 
Goel (2015) 

 Necessity  Motive for shopping Cachero-Martinez & Vazquez-
Casielles (2017), Sachdeva & 
Goel (2015) 

Hedonic 
Shopping 
Motivation 

Emotive Orientation Main purpose of 
consumption  

Ainsworth & Foster (2016), 
Ballantine, et.al. (2010),  
Cachero-Martinez & Vazquez-
Casielles (2017), Sachdeva & 
Goel (2015)   

Entertainment  Aimed outcome of 
shopping activity 

Ballantine, et.al.(2010) 

  Multi-sensory  Intensive stimuli of the 
five human senses  

Ballantine, et.al. (2010) 

 Recreational  Motive for shopping  Cachero-Martinez & Vazquez-
Casielles (2017)  
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2.2 Customer Experience  
An experience is a vague and complex concept. It is also holistic in nature since the human 

mind works in a parallel and holistic way. This means that the various components of the 

mind work dynamically and interdependently with each other (Hosany &Witham, 2009). 

Generally, an experience is generated when an individual has an internal reaction to a 

particular stimulus, which means that it is brought on and not self-generated. In other 

words, an experience is not an affective state within an individual, but rather a state that 

emerges in the presence of stimulus (Bustamante & Rubio, 2017). Furthermore, an 

experience is something personally subjective, which means that it is unique and highly 

personal. This gives that the input can be the same, but the subjective response can differ 

from person to person. Moreover, due to the individual´s limited cognitive (i.e. information 

processing) capacity, it is only possible to experience one occurrence at a time. To have an 

experience, an individual has to be both mentally and physically present. It is possible for 

an individual to be physically present but mentally absent from an experience. The absence 

can be due to external or internal distractions, or because of lack of external stimulation 

provided (Duerden, Lundberg, Ward, Tainguchi, Hill, Widmer & Zabriskie, 2018).  

 

Experiences can be divided into two main dimensions, which are subconscious and 

conscious experiences. A subconscious experiences occurs when the physical elements fail 

to capture and retain an individual’s attention long enough to generate a subjective reaction. 

In a conscious experience, on the other hand, the physical elements successfully capture 

and retain an individual’s attention long enough to generate a subjective reaction. 

Conscious experiences can further be divided into ordinary and extraordinary experiences. 

Ordinary experiences are frequently reoccurring experiences in everyday life that captures 

an individual’s attention, but only generates a weaker subjective reaction that lack strong 

emotions. Extraordinary experiences are less frequently occurring and are characterized as 

meaningful, highly emotional and unique. An extraordinary experience captures an 

individual’s attention and generates a strong, emotional subjective reaction. This type of 

experience can be perceived as an escape from ordinary everyday life.  Furthermore, an 

extraordinary experience is memorable, meaning that it evokes strong emotional subjective 

reactions. It is also meaningful, which refers to that it provides knowledge acquirement that 

adds a sense of higher value and meaning. An extraordinary experience has the ability to 
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generate a greater impact, both negative and positive, than an ordinary experience. 

However, it is important to note that because of the subjective nature of experiences, 

experiences perceived as extraordinary can change over time and become ordinary, and 

vice versa (Duerden et al., 2018). 

 

An experience within the retail environment context can be referred to as a customer 

experience. A customer experience occurs, just as with any conscious experience, when 

customers interact with the different elements in the retail environment and have an internal 

subjective reaction to those during the shopping activity. This means, that it is highly 

subjective, personal and context specific. As mentioned, the customer experience consists 

of various elements. Some of which are controllable for the retailer and others that are 

uncontrollable. This means that the retailer can never completely control all aspects that 

constitute the customer experience. The customer experience is also dynamic, meaning that 

earlier experiences impact future experiences (Bustamante & Rubio, 2017; Petermans, 

Janssens & Van Cleempoel, 2013). Furthermore, a customer experience is a holistic and 

multidimensional construct that encompasses of cognitive, emotional, physical and social 

components (Bustamante & Rubio, 2017).  

 

The cognitive component is considered to be the starting point of the customer experience 

as cognition is the information processing that convert interactions into thoughts (Alencar 

de Farias et al., 2014; Bustamante & Rubio, 2017).   The emotional component emerges as 

a mental state resulting from the previously mentioned cognitive component. It can be 

defined as the internal rejection or attraction to something. Emotions are central in the 

customer experience since they are considered to be highly reliable predictors of customer 

behavior. They disclose customer well-being, measure reaction to marketing stimuli, affect 

information processing and impact customer behavior (Bustamante & Rubio, 2017). The 

emotional component can be viewed as a partly controllable and partly uncontrollable 

component for the retailer. The retailer can evoke positive emotions in customers by 

providing a retail environment that stimulates customers positively (i.e. something they 

control). However, the mood of customers is something retailers cannot affect but that 

nonetheless affects the customer experience greatly. It can influence the experience both 

positively and negatively. Customers with a good mood are more open to experiencing 
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positive emotions and are more receptive to services offered from the store personnel. Their 

evaluation of services and products are usually also more positive as they deal with more 

positive information. Customers in a bad mood, on the other hand, are more closed off and 

are further away from experiencing positive emotions (Nsairi, 2012).  

 

The physical component (i.e. the retail environment) is one of the main elements that the 

retailer can control. It includes aspects such as store atmosphere, design, layout, sound and 

smell. This component of the customer experience focus on multisensory stimulation, such 

as sight, smells, sound and touch. The physical retail environment and the multisensory 

element are inseparable from each other since the reaction to sensory stimuli is physical. 

These two elements are central in the customer experience (Bustamante & Rubio, 2017).  

In line with this, Pantano and Gandini (2018) point out that by just looking into a store and 

its store windows, customers’ decision whether to enter or not can be influenced.  

 

The social component (i.e. social interaction) is also important in the customer experience 

as customers interact with others in a social process during the shopping activity. The social 

interactions that customers have in a brick-and-mortar store make it also into a social 

experience. This social component of the customer experience is an aspect that is partly 

controllable and partly uncontrollable for the retailer. The interactions between customers 

are uncontrollable, but the interactions customers have with the store personnel are to some 

extent controllable (Bustamante & Rubio, 2017). And this is important for the retailer to 

try to control, because the interaction with store personnel can help create a pleasant 

customer experience. If the personnel are perceived to have the ability to provide support 

and good service by offering suggestions and advice when requested, it creates a more 

positive experience for the customer (Pantano & Gandini, 2018).  

 

The social component of the customer experience is central, because customers normally 

spend more time and money when shopping with others. Most purchase decisions are also 

generally influenced by social interaction with others, such as shopping companions, store 

personnel and other customers. The purpose of the interaction is for customers to gain 

approval and affirmation from others regarding products in relation to identity and status. 

These social influences that are a central part of the customer experience come about via 
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VOM communication. VOM is regarded as a type of information seeking that happens 

when customers give their, or request others opinions’ before deciding.  This could also be 

viewed as a way of seeking social support, which refers to a person’s perception of being 

helped, responded to and cared for by others from their social group (Pantano & Gandini, 

2018).  

 

In order for retailers to create successful and positive customer experiences in brick-and-

mortar stores, they need to provide all of the previously mentioned components.  Most of 

all, in order to create successful experiences they need to offer extraordinary experiences 

that are valuable, meaningful and memorable for customers (Bagdare & Jain, 2013; 

Petermans et al., 2013). In line with this, Alencar de Farias et al. (2014) emphasize that 

focusing on creating extraordinary experiences is essential for creating a retail environment 

that will impact and trigger individuals’ subjective reactions and influence their behavior 

in a desirable way. In other words, the offered customer experience must provide some kind 

of value to customers in order to be successful. Furthermore, in order to provide an 

overview of the four main components of the customer experience, table 2 is presented 

below.  

 

Table 2.2 – Components of a customer experience  

 

 

Elements Item(s) Description  Author(s)  
Customer 
Experience 

Cognitive component Information processing  Alencar de Farias et.al. 
(2014), Bustamante & 
Rubio (2017)  

Emotional component Lead to emotional internal customer 
reactions/states  

Bustamante & Rubio 
(2017), Nsairi (2012) 

 Sensorial/physical 
component 

Physical environment stimulates the 
human senses 

Bustamante & Rubio 
(2017),  Pantano & 
Gandini (2018) 

 Social component  Interaction with shopping 
companions, staff & other customers 

Bustamante & Rubio 
(2017),  Pantano & 
Gandini (2018)  
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2.3 Experience Economy 4E Construct  
According to the Experience economy perspective, services and goods are no longer 

enough. Retailers have to create customer value by offering engaging experiences that 

stimulate customers’ minds and senses. The Experience economy perspective offers an 

experiential view on customer behaviour that retailers need in order to create holistic 

customer experiences that lead to customer value. To capture the holistic view of the 

customer experience, Joseph Pine II and James Gilmore developed the 4E construct based 

on the Experience economy perspective (Sadachar & Fiore, 2018). The 4E construct, also 

referred to as the four realms of experiential value, consists of two dimensions and four 

types of experiences (see figure 1). The first dimension is the horizontal line, which reflects 

the degree of customer participation in creating the experience. It ranges from active to 

passive. The second dimension is the vertical line, which reflects the degree of customer 

involvement in the experience. It ranges from absorption to immersion. The four types of 

experiences are educational, entertainment, escapist and aesthetic experience. And they are 

differentiated based on their level of customer participation and involvement. The 

combination of these four experiences creates the extraordinary and successful customer 

experience, which is also called the “sweet spot” and lies in the centre of the model (Hosany 

& Witham, 2009; Petermans et al., 2013; Quadri-Felitti & Fiore, 2012). The importance of 

these four types of experiences lies in the fact that they lead to experiential value for 

customers. And creating value for customers is essential for retailers (Sadachar & Fiore, 

2018). Next, the four types of experiences are explained more in detail, followed by the 

different types of perceived experiential value that they can generate.  

 

 

 

 

 

 

 

Figure 2.1 – The Four Realms of an 
Experience (Pine & Gilmore, 2011, p 46)   
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2.3.1 Educational Experience  

An educational experience entails absorption of information and require active 

participation from customers’ body or/and mind. The aim of this type of experience is for 

customers to increase their knowledge or improve their skills. An educational experience 

should therefore make customers feel as if they have learned something from it. This active 

participation and absorption that is required in an educational experience means that the 

customers play a crucial role in co-determining their experience (Sadachar & Fiore, 2018; 

see figure 1). Furthermore, the earlier mentioned cognitive component of a customer 

experience is a central part of the educational experience. This is because cognition is the 

process of understanding, analysing, and evaluating information that has been acquired, 

which is the essence of an educational experience (Bustamante & Rubio, 2017). 

 

For an experience to be educational it needs to provide stimuli that awaken reflection, 

curiosity, creativity and inspire customers and make them susceptible to information 

(Bustamante & Rubio, 2017). This type of stimuli can come from interaction with store 

personnel, which can stimulate customer’s curiosity. It can also come from the retailer’s 

merchandising strategy, such as design features or product displays (Cachero-Martinez & 

Vazquez-Casielles, 2017). Moreover, educational experiences in the context of brick-and-

mortar fashion retailers often entails learning about new fashion trends, new ideas and 

searching for inspiration (Arnold & Reynolds, 2003; Retief, Erasmus & Petzer, 2018). This 

type of information searching is also referred to as browsing. Browsing is when customers 

visit a store with the sole motive of gathering information and satisfying their curiosity. 

Here, the procuring of new knowledge is the end goal and not the purchase (Nsairi, 2012). 

When browsing satisfies the customers’ desire for knowledge it often results in a high level 

of enjoyment and leads to feelings of fun and pleasure (Sadachar & Fiore, 2018). This is a 

type of emotional value that can be derived from educational experiences, and will be 

further explained in chapter 2.4 Perceived Experiential Value.   
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2.3.2 Entertainment Experience  

Entertainment is possibly one of the oldest types of experiences. An entertainment 

experience takes place when customers participate passively and absorb or observe 

performances or activities (see figure 1). The passive participation means that the customers 

do not influence or affect the outcome of the experience. In other words, they are solely 

passive observers. The absorption or observation means that customers take in the 

surroundings and the experience via their senses (Sadachar & Fiore, 2018). An 

entertainment experience can also present an effective tool that facilitates processes of 

learning. In other words, activities that are perceived as entertaining make it easier for 

individuals to learn new things. This means that the entertainment experience in some way 

is connected and relevant to the previously explained educational experience (Nsairi, 2012).  

 

An entertainment experience in the context of brick-and-mortar fashion retailers can stem 

from a multitude of sources. It can come from discovering unusual items in the store that 

makes it entertaining and exciting. This is also considered browsing. However, here the 

browsing becomes more entertaining than educational. An entertainment experience can 

also come from activities such as window-shopping, watching in-store fashion shows or 

from watching smart mirrors (Sadachar & Fiore, 2018). Smart-mirrors in dressing rooms 

allow the customers to “virtually try on” clothes, find matching accessories and upload 

photos of their outfits to social media. This virtual reality experience can provide a high 

level of entertainment in a retail setting (Pantano & Naccarato, 2010). Furthermore, a fun 

and entertaining experience in a brick-and-mortar fashion retailer can create emotional 

value (see subchapter 2.4.1) for customers as it often leads to positive emotions (Sadachar 

& Fiore, 2018). In line with this, Pantano and Naccarato (2010) point out that the amount 

of fun offered from the retailer can greatly impact the customer experience. Customers who 

have fun and enjoy the shopping activity are usually more disposed to engage in purchases 

compared to those who do not enjoy it. They also emphasize that the entertainment aspect 

of the customer experience plays an essential part in the customer satisfaction-process. 

Entertaining retail environments have a stronger positive impact on customer satisfaction 

than non-entertaining retail environments. This is because the entertainment offers an 

added value to the products offered in the store.  
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2.3.3 Escapist Experience  

An escapist experience takes place when customers actively participate in the shaping of 

the experience. It also requires customers to completely immerse themselves in the 

experience (see figure 1). This type of experience is highly dependent on the customers’ 

imagination and ability to fantasise. Therefore, it requires both active participation and 

immersion from the customers (Sadachar & Fiore, 2018). Furthermore, an escapist 

experience can be described as the level at which a person is absolutely absorbed in an 

activity (Hosany & Witham, 2009). The experience allows customers to fantasise and 

create alternative realities consisting of enjoyable scenarios which include the products in 

the brick-and-mortar store. In other words, the escapist experience stimulates the 

customers’ minds in a way that gives them a sense of being in an alternative reality 

momentarily (Sadachar & Fiore, 2018). Moreover, typical places where one can experience 

an escapist experience are adventure lands, theme parks, and simulated destinations 

(Hosany & Witham, 2009). However, in the context of brick-and-mortar fashion retailers, 

an escapist experience can come from special in-store events and interactive activities in 

the store, such as playing virtual games. It can also come from different product display 

settings that stimulate the customers and allow them to envision scenarios involving the 

usage of the displayed products (Sadachar & Fiore, 2018).   

 

The feeling of being in a different time and place is something that customers actively seek 

as it provides them with a sense of pleasure and fun. These positive feelings contribute to 

the emotional value that can be derived from the customer experience (see subchapter 

2.4.1). Moreover, customers also view visiting brick-and-mortar stores as an escape from 

their daily routine (Sadachar & Fiore, 2018). This is because it allows them to step out of 

their normal scene and role, and adopt a new persona which can let them momentarily 

forget about their problems (Retief et al., 2018). This type of escape from the stressful and 

busy every day-life can be viewed as highly refreshing and relaxing (Bagdare & Jain, 2013). 

Therefore, visiting brick-and-mortar stores can be considered a therapeutic activity that 

relieves stress, reduces tension and alleviates negative moods. This reduction of negative 

emotions is something that humans seek in order to maintain the internal equilibrium 

(Arnold & Reynold, 2003).  
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2.3.4 Esthetic Experience  

The esthetic experience is perhaps the most commonly referred to type of experience when 

talking about customer experiences in brick-and-mortar stores (Hosany & Witham, 2009). 

An esthetic experience takes place when customers passively participate and immerse 

themselves in a sensory-rich environment that gives rise to sensory pleasure (see figure 1). 

The passive participation means that the customers do not alter or affect the setting in which 

the experience takes place. This type of experience is derived from the stimulation of the 

five human senses (i.e. hearing, smell, vision, touch and taste). The esthetic experience 

satisfies the customers’ craving for sensory stimulation by allowing them to enjoy the 

physical elements of the brick-and-mortar store (Sadachar & Fiore, 2018).  

 

The stimulation of the senses is evoked by the customers’ reaction to the physical elements 

and design of the brick-and-mortar store. Elements that affect the customers’ senses in a 

brick-and-mortar store are mainly colour, lightning, music, smell, layout, interior design, 

product demonstrations and displays. All of these elements are designed to evoke sensual 

pleasure and positive feelings for the customers. Thus, this type of experience is connected 

to the emotional value that can be derived from the customer experience, which will be 

explained later on (Alencar de Farias et al., 2014; Sadachar & Fiore, 2018; Wong et al., 

2012). However, Ainsworth and Foster (2016) point out that layout, colour, and music are 

the elements that affect customers the most.  

 

The perception of what are positive stimuli is highly subjective and individual. Therefore, 

the reaction to a specific stimulus can differ between individuals. Moreover, sensory 

stimulation can affect customers’ emotional state (e.g. enjoyment, pleasure & comfort), 

which in turn affects the customers’ avoidance or approach behaviour (Alencar de Farias 

et al., 2014). When the right type of sensory stimuli is provided it can positively influence 

customers’ emotional state and help them to de-stress, relax and improve their mood 

(Bagdare & Jain, 2013). Since this type of experience is based on the stimulation of the 

human senses, it is closely linked to the sensory appeal value, which is explained later on 

(Sadachar & Fiore, 2018).  
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2.4 Perceived Experiential Value  
It is essential for retailers to offer perceived value to customers in order to become 

successful. This is because perceived value leads to more loyal and less price sensitive 

customers which are highly beneficial for the retailer (Bustamante & Rubio, 2017). 

Perceived value is something subjective and relativistic, meaning that it is dependent on 

the objects, circumstances and individuals. It is also highly preferential considering that it 

is based on an evaluative judgement (Nsairi, 2012). There are several conceptualizations of 

perceived value and one commonly used is the trade-off between benefits and costs. This 

conceptualization has its roots in the discipline of economics, and is about maximizing the 

benefits and minimizing the costs for performing, in this case, a shopping activity (Kim et 

al., 2014).  

 

Despite the fact that the trade-off between benefits and costs is a commonly used 

conceptualization of perceived value, this study utilizes the value component model. The 

value component model only stresses one part of the above mention trade-off, namely the 

perceived benefits and do not take into consideration the costs or sacrifices made in order 

to procure such benefits. Thus, this conceptualization is not considered a trade-off between 

costs and benefits. According to the value component model, perceived value that comes 

from the customers’ in-store experiences can be viewed as benefits that come from goods 

and service, store atmosphere, events and social interactions. Consequently, perceived 

experiential value can be regarded as the benefits customers obtain from a shopping 

experience. In order to as accurately as possible account for these benefits, it is necessary 

to view perceived experiential value as a multi-dimensional construct rather than a single 

dimension (Sadachar & Fiore, 2018). Therefore, in this study, multiple dimensions of 

perceived value are analyzed by reviewing three different experiential value elements. 

These elements are emotional, social and sensory appeal value.  

2.4.1 Emotional Value  

Emotional value is an important part of the experience construct. Customers purchase 

goods and services and go shopping as a way of fulfilling deeper hedonic and emotional 

desires. The feelings and emotions derived from the shopping experience create affective 

memories which the customers process and turn into post-shopping satisfaction (Cachero-
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Martinez & Vazquez-Casielles, 2017). Emotional value can be defined as the benefits an 

individual can obtain from affective states or feelings that a product, service or retail 

experience produces. The level of value is determined based on the appearance of different 

emotions and their strength. Emotional value can be obtained from tangible product-

associated elements as well as intangible elements of shopping, such as socializing and 

browsing. The emotional value of shopping is closely connected to the arousal of affective 

states and feelings, such as enjoyment, excitement, pleasantness, and comfort (Sadachar & 

Fiore, 2018).  

 

Enjoyment plays a central role in emotional value. Enjoyment is described as a personality 

trait of an individual that finds more enjoyable qualities and greater pleasure in shopping 

activities than other customers. This emotion is mainly related with emotional responses 

such as pleasure and satisfaction (Wong et al., 2012). Bagdare and Jain (2013) point out 

that it has been established that enjoyment can be considered a source of motivation, 

especially for customers shopping in brick-and-mortar stores. They also argue that 

customers obtain intense feelings from shopping activities and that these feelings either 

lead to avoidance or approach behavior while shopping. Excitement is another important 

feeling, and can be described as a mixture of arousal and pleasure that can enhance 

customers’ tendencies to approach the store and increase the hedonic shopping value. 

Excitement can also augment customers’ satisfaction with the brick-and-mortar store, and 

lead to increased spending levels and more time spent in the brick-and-mortar store (Wong 

et al., 2012).  

 

Pleasantness is also important, and can be described as the response to a stimulus (i.e. 

pleasant or unpleasant) based on the stimulus capability to facilitate customers’ expressed 

goals. Stimuli that hinder customers from reaching their goals generate a feeling of 

unpleasantness, whereas stimuli that enable customers reaching goals generate a feeling of 

pleasantness (Alencar de Farias et.al., 2014). Moreover, comfort is also a central feeling in 

emotional value. Comfort goes beyond the earlier described feelings and taps deeper into 

dimensions like security and tension. There are two types of comfort. The first is physical 

comfort, which concerns the mitigating of physical pain or unease. The second is 

psychological comfort, which concerns the psychological state where individuals feel 
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relaxed, worry-free and calm. When it comes to experiences in brick-and-mortar retail 

stores, customers highly value both physical and psychological comfort. Comfort has been 

proven to be one of the most influential factors contributing to customer satisfaction and 

perceived store attractiveness (Ainsworth & Foster, 2016). In conclusion, all of these types 

of feelings are important when explaining and analyzing customer perceptions of value 

(Sadachar & Fiore, 2018).  

2.4.2 Social Value  

Humans are social beings that crave social interactions with others.  They want to 

communicate with like-minded and feel a sense of belonging to and acceptance of a group. 

Shopping in brick-and-mortar stores is a social experience that provides these desired social 

interactions (Cachero-Martinez & Vazquez-Casielles, 2017). Moreover, social value can 

be described as the perceived benefit procured from an individual’s contact with one or 

more particular social groups (Sadachar & Fiore, 2018). Social value can also by portrayed 

by social interaction and social practice. Social interaction is about the value that is created 

when an individual communicates with store personnel and other customers. Social practice 

is about the value that can be derived from an experience that is created and lived by a 

group of individuals (Nsairi, 2012).  

 

The social value is obtained from the capability of the goods or service to improve social 

self-concept-gaining status that needs validation by others. In other words, shopping is a 

way of affirming ones social identity (Sadachar & Fiore, 2018). The social identity is the 

result of complex emotional and cognitive processes that together create structure and 

consistency to the individual’s psychosocial dynamic. It helps the individual to create a 

self-image and to organize his or hers experiences in the social world. The social value is 

derived from the social identity as it provides feelings of social belonging and acceptance. 

Additionally, social value can also come from the amusement derived from the actual 

interaction itself with others (Bustamante & Rubio, 2017).  

 

Since shopping is a social experience it means that it is co-created; hence social value is 

also co-created. This means that the individual carry out the activity together with other 

people, and socialize and build bonds during the activity. An individual can go shopping 
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together with family and friends to spend time together or interact with the store personnel 

and other customers in the store (Cachero-Martinez & Vazquez-Casielles, 2017). 

Customers’ encounters with store personnel are one of the stimulus retailers offer that 

affects customers’ emotions the most. This social interaction can greatly affect the 

customers’ perceived social value both positively and negatively (Cachero-Martinez & 

Vazquez-Casielles, 2017; Kranzbühler, Kleijnen, Morgan & Teerling, 2018).  

 

The presence of and interaction with other customers in the brick-and-mortar stores also 

affects customers’ perceived social value. This is something that is beyond retailers’ 

control, as mentioned earlier. Customers’ observations of how other customers are being 

treated, the amount of customers, their behavior, gender, age and appearance can affect the 

customers’ perceived experiential value both positively and negatively (Alencar de Farias 

et al., 2014; Kranzbühler et al., 2018). A high number of customers in a brick-and-mortar 

store can impact the perceived experiential value positively since social practice and 

interaction is much better stimulated. However, too many customers can also provoke a 

feeling of crowding, which leads to discomfort and stress and ultimately reduces the 

feelings of escapism, pleasure and hedonic value (Nsairi, 2012). In conclusion, social 

interactions play an important role in the customer experience. With this in mind, 

Bustamante and Rubio (2017) argue that brick-and-mortar retail stores should focus on 

facilitating social interactions by offering social spaces which allow social exchanges in 

order to provide positive customer experiences.  

2.4.3 Sensory Appeal Value  

Sensory impressions from the surroundings are constantly subconsciously and consciously 

absorbed by the individual and leads to subjective reactions (Duerden et al., 2018). The 

sensory system of an individual can be viewed as “the gateway” to how the individual 

perceive the world around her. The five senses hearing, smell, vision, taste and touch all 

enable us to comprehend the world. The senses can produce both negative and positive 

feelings towards a specific customer experience (Alencar de Farias et al., 2014). The value 

that can be derived from the stimulus of the senses is referred to as sensory appeal value, 

and it is generated via the consumption of an environment, for example a brick-and-mortar 

store. The value consists of the benefit obtained from a retail setting that satisfies the five 
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senses of the customer. That is to say, customers derive benefits from sensory-stimulation 

as it creates cognitive and emotional value (Sadachar & Fiore, 2018). However, it is 

important to note that the value derived from sensory-stimulation is highly personal and 

subjective, meaning that the same sensory stimuli can bring about different reactions from 

different persons (Bagdare & Jain, 2013).  

 

There are many different ways in which retailers can stimulate the customers’ senses and 

thereby create value. Sensory appeal value can be derived from enjoyment of the design, 

the beauty of the store or the physical attractiveness. It can also be achieved via intriguing 

product displays that increase the esthetic appeal, extravagant designs, layouts, and 

ambience (e.g. temperature, music, smell, and lightning). Retailers can also set up attractive 

atmospheres that engage customers and make them feel relaxed and comfortable. As 

presented, there are many different ways in which retailers can stimulate the five senses 

and thereby create customer value (Sadachar & Fiore, 2018).  

 

The different senses can be stimulated by using different types of tools. When stimulating 

the hearing, the music in brick-and-mortar stores plays an essential role. It is crucial to 

adapt the sound for the specific environment since it can easily produce negative feelings 

if it is perceived as unpleasant or misplaced. The stimulation of taste is rarely used by 

retailers, since preferences of taste tend to differ considerably among customers. The 

stimulation of smell, on the other hand, is important since smell can greatly impact 

customers’ reactions to the store. Brick-and-mortar stores with perceived pleasant smells 

are better evaluated by customers. Furthermore, the stimulation of vision is convenient and 

is therefore used frequently by retailers. The use of color is a common way to stimulate 

vision as it produces different emotional reactions (Alencar de Farias et al., 2014; 

Ballantine et al., 2010). A study conducted by Ballantine et al. (2010) showed that 

customers prefer a limited pallet of colors as it enhances their enjoyment. The study also 

showed that providing ambiences lightning and product spotlighting were effective tools 

for increase enjoyment. However, if the lightning was perceived as too low or too much it 

caused negative feelings. Moreover, the study showed that layout and sense of space were 

important aspects of the stimulation of vision. A spacious layout without an overwhelming 

amount of products displayed was preferred by customers as too much products were 
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perceived as clutter. Furthermore, the stimulation of touch is essential for brick-and-mortar 

stores because it creates a competitive advantage over online retailers. Tactile stimuli create 

sensory appeal value as it allows the customer to touch, feel and evaluate tangible aspects 

of the brick-and-mortar store, especially the products (Ainsworth & Foster, 2017).  

2.5 Customer Satisfaction & Store Attractiveness  
Customer satisfaction can be defined as the comparison between the actual delivered 

performance and the expectations the customers had prior to the performance. In other 

words, it is based on the perceived value customers feel they gain from their experiences 

in brick-and-mortar retail stores. This means that, the higher the perceived value of an 

experience is, the higher the level of satisfaction. Customer satisfaction can be viewed as a 

process during shopping or as an outcome of it (Fraser & Wu, 2016). It is also something 

highly subjective and therefore individual (Lemon & Verhoef, 2016). Moreover, when 

talking about customers’ satisfaction, the “stimulus-organism-response” model is often 

used. This model explains how environmental stimuli influences customers’ emotional 

state, which in turn affects their avoidance or approach behavior towards a store (Zhibin & 

Bennett, 2014).  

 

The best way to achieve customer satisfaction is to create value for the customers. 

Cognitive, emotional and sensory appeal value can be derived from customers’ experiences 

in brick-and-mortar retail stores (i.e. educational, entertainment, escapist & aesthetic 

experience). These values are important in the creation of satisfaction. In-store experiences 

provide customers with cognitive benefits as they stimulate thoughts (Kim et al.,2014). 

Sensory appeal value plays a central role in generating customer satisfaction. Sensory 

stimulations can work as a complementary element to other experiences, and when 

perceived as positive it creates positive feelings for customers (Cachero-Martinez & 

Vazquez-Casielles, 2017). Moreover, emotional value plays maybe the most central role 

when creating customer satisfaction.  Customer preference and satisfaction for a brick-and-

mortar retail store is mainly based on the emotional state (Sachdeva & Goel, 2015). 

Customers derive emotions from the experience and produce affective memories, which 

they later process into post-shopping satisfaction (Cachero-Martinez & Vazquez-Casielles, 

2017).  Furthermore, Nsairi (2012) showed in her study that social value also plays a central 
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role when creating customer satisfaction. The offering of all of these values lead to greater 

attraction to the brick-and-mortar store (Cachero-Martinez & Vazquez-Casielles, 2017; 

Kim et al., 2014; Nsairi, 2012).  

 

It is the creation of customer satisfaction, via perceived values, that eventually leads to store 

attractiveness. If a high degree of customer satisfaction is achieved, then the brick-and-

mortar retail store is perceived as more attractive in the mind of the consumers. This is 

because the store fulfils or even surpasses customers’ pre-consumption expectations (Teng, 

2019). In conclusion, experiences in brick-and-mortar stores (i.e. educational, 

entertainment, escapist & aesthetic experiences) generate perceived values for the 

customers (i.e. emotional, social & sensory appealing values), which in turn, if they are 

positive, lead to customer satisfaction. And then lastly, it is the customer satisfaction that 

leads to customers perceiving stores as attractive. In short, this means that creating 

customer value leads to customer satisfaction, which leads to store attractiveness (Cachero-

Martinez & Vazquez-Casielles, 2017; Kim et al., 2014; Nsairi, 2012).  

2.6 Theoretical Framework  
The purpose of this thesis is to investigate the customer experience in brick-and-mortar 

fashion retailers, and to look into how experiential offerings from these retailers affect 

consumers’ perceived experiential value, which leads to customer satisfaction, and lastly 

to store attractiveness. Since the customer experience is a holistic and multidimensional 

construct that consists of many components (Bustamante & Rubio, 2017), the Pine and 

Gilmore (2011) Experience economy 4E construct is used as a base for the theoretical 

framework. The construct consists of four different types of experiences (i.e. educational, 

entertainment, escapist & esthetic experience), and provides the needed holistic perspective 

for the analysis. These four types of experiences are explored more in detail earlier in this 

chapter, and make up the first part of the theoretical framework. Moreover, Sadachar and 

Fiore (2018) further developed this construct by adding three types of perceived 

experiential values that could be derived from the experiences, consisting of emotional, 

social and sensory appeal value.  These perceived experiential values make up the second 

part of the theoretical framework.  
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In order to provide a short explanation and an overview over the components of these two 

parts of the theoretical framework, Table 2.3 is presented below. This framework (i.e. table 

2.3) is primarily used to guide the construction of the interview guide for, and the analysis 

of, the semi-structured interviews, which is presented in chapter 4.  

 
Table 2.3 – 4E Experiences & perceived experiential value  

 

 

 

 

 

 

Elements Item(s) Description  Author(s)  
4E Experiences  Educational Experience  Obtaining new knowledge 

while shopping 
Arnold & Reynolds (2003),  
Bustamante & Rubio (2017),  
Cachero-Martinez & Vazquez-
Casielles (2017),  Nsairi (2012),  
Retief et.al. (2018), Sadachar & 
Fiore (2018)  

 Entertainment Experience  Passively absorbing 
activities/performances 
while shopping 

Nsairi (2012),  Pantano & 
Naccarato (2010),  Sadachar & 
Fiore (2018)   

Escapist Experience  Active participation and 
immersion in the shopping 
activity 

Arnold & Reynold (2003), 
Bagdare & Jain (2013),  Hosany & 
Witham (2009),  Retief et al.  
(2018),  Sadachar & Fiore (2018)  

 Esthetic Experience  Passively 
engaging/immersing 
oneself in a sensory-rich 
store atmosphere 

Ainsworth & Foster (2016), 
Alencar de Farias et al. (2014), 
Bagdare & Jain (2013), Hosany & 
Witham (2009),   Sadachar & Fiore 
(2018),Yue-Teng Wong et al. 
(2012)   

Perceived 
Experiential 
Value  

Emotional Value  Perceived costumer benefits 
derived from emotions 
and/or feelings 

Ainsworth & Foster (2016), 
Alencar de Farias et.al. (2014), 
Bagdare & Jain (2013), Cachero-
Martinez & Vazquez-Casielles 
(2017), Sadachar & Fiore (2018),  
Yue-Teng Wong et al. (2012)  

 Social Value  Perceived costumer benefits 
derived from human 
interaction 

Alencar de Farias et al. (2014), 
Bustamante & Rubio (2017), 
Cachero-Martinez & Vazquez-
Casielles (2017), Kranzbühler et al. 
(2018), Nsairi (2012), Sadachar & 
Fiore (2018)   

 
 
  

Sensory Appeal Value  
 
  

Perceived costumer benefits 
derived from the 
stimulation of the five 
senses within a retail 
environment 

Ainsworth & Foster (2017), 
Alencar de Farias et al. (2014), 
Bagdare & Jain (2013), Ballantine 
et al. (2010), Duerden et al. (2018), 
Sadachar & Fiore (2018)  
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Figure 2.2 incorporates the third part of the theoretical framework, namely store 

attractiveness. This visual model aims at connecting the components in the above presented 

Table 2.3 to store-attractiveness in a visual way.  This model, with the arrow pointing in 

both directions, shows how store attractiveness is viewed as bilateral in this study. This 

means that the 4E experiences (i.e. educational, entertainment, escapist & esthetic 

experience) and store attractiveness influence each other. Furthermore, here the three types 

of perceived experiential value are not marked. That is because the values reside in the 

arrows. And inside the arrows the values turn into customer satisfaction. This visual model 

aims at demonstrating how the 4E experiences generate perceived values for customers, 

which lead to customer satisfaction (i.e. the arrows). And in turn the customer satisfaction 

develops into store attractiveness.  

 

   

 

 

 

 

 

 

 

 

 

 

 

Figure 2.2– The model of store attractiveness derived from the 4E experiences  
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3. Method 
The purpose of this thesis is to investigate the customer experience in brick-and-mortar 

fashion retailers, and to look into how experiential offerings from these retailers affect 

consumers’ perceived experiential value, which leads to customer satisfaction, and lastly 

to store attractiveness. This chapter presents the method used for this investigation. Firstly, 

chapter three presents the theoretical methodology including research philosophy, research 

approach, research strategy and theory in use. Secondly, the empirical method is presented 

which includes the chosen research design, and how the data was collected. Thirdly, a 

description of how the data was analysed is presented. Lastly, the trustworthiness of the 

method is discussed.  

3.1 Theoretical Methodology  
In this subchapter we present the theoretical view on how we have chosen to undertake our 

research in this study and argue for our epistemological assumptions. The theory used in 

this study is also presented.  

3.1.1 Research Philosophy  

There are mainly three research philosophies which explain the human beings underlying 

assumptions about reality and view on knowledge acquirement of that reality. The first 

research philosophy is realism. This philosophy views reality as something external that is 

detached from our description of it. The second philosophy is positivism. Here, reality is 

viewed as something that exists externally and objectively, and therefore argues that 

knowledge can be gathered by observing or measuring the reality. This philosophy is 

usually associated with a quantitative research strategy, as the research aims at generating 

and testing hypotheses whit results that can be generalized. The third research philosophy 

is interpretivism, which views reality as something constantly evolving that is created by 

human beings´ actions and interactions. This more complex view of the world requires a 

broader comprehension of the subjective meaning of social action that constitutes the 

reality. This philosophy is usually associated with a qualitative research strategy, which 

concentrates more on exploration, rather than generalization of results (Bell, Bryman & 

Harley, 2019).  
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This thesis is concerned with the understanding of human behavior and internal emotional 

reactions, which is the basis of customer experiences. An experience can be viewed as a 

phenomenon that is socially constructed, complex and personally subjective in its nature. 

This subjectivity means that the input can be the same, but the subjective response can 

differ from person to person (Arnold & Reynolds, 2003; Duerden et al., 2018). 

Furthermore, an experience is also partly a social phenomenon that is created via 

interactions with other individuals (Bustamante & Rubio, 2017). All of these aspects that 

constitute a customer experience align with an interpretivist philosophy. Therefore, it is 

believed to be the best suited research philosophy for this study. Moreover, this is a 

qualitative study that focuses more on exploring, rather than generalizing results, which 

further points to an interpretivist philosophy.  

3.1.2 Research Approach  

There are three different research approaches, namely deductive, inductive and abductive. 

A deductive research approach is theory driving, meaning that the research process is 

guided by an existing theory with the aim of gathering empirical data to test that theory. 

This research approach is usually associated with a quantitative research strategy. An 

inductive research approach, on the other hand, view theory as an outcome of the research 

process, where the empirical gathered data of the research process generates theories. This 

is a theory building research approach, which is usually associated with a qualitative 

research strategy. Lastly, an abductive research approach is a combination of the 

previously mentioned two research approaches. This research approach allows the testing 

of existing theories, but is at the same time open to the generation of new ones from the 

result (Bell et al., 2019). The applied research approach of this study is an abductive 

approach. It is considered suitable since it facilitates the investigation of the customer 

experience in brick-and-mortar fashion retailers, and how experiential offerings affect 

perceived experiential value, which in turn affect customer satisfaction and store 

attractiveness. Since theories already exist in this research field, this approach allows the 

usage of these theories for analysing empirical data. However, it also allows the embracing 

of potential new insights. Choosing this research approach therefore creates opportunities 

to explore and gain deeper understanding in a relativity investigated field using existing 

theory, while being open to new insights.  
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3.1.3 Research Strategy  

The two types of general orientation for conducting business research are quantitative and 

qualitative strategy. Quantitative research strategy usually emphasizes data collection in a 

deductive, positivistic and objective way, while qualitative research strategy is more 

inductive, interpretivist and subjective orientated. A quantitative strategy usually aims at 

testing theories and drawing general conclusions from large amounts of empirical data. A 

qualitative strategy, on the other hand, focuses more on exploring more deeply a smaller 

amount of empirical data. Moreover, the choice of research strategy depends on the purpose 

of the study (Bell et al., 2019).  

 

This study aims at investigating the customer experience in brick-and-mortar fashion 

retailers, perceived experiential value, customer satisfaction, and store attractiveness. Since 

all of these aspects are subjective and highly person specific (Arnold & Reynolds, 2003; 

Duerden et al., 2018; Sadachar & Fiore, 2018), a qualitative strategy is believed to be 

suitable as it provides the possibility to see things from the respondents subjective 

perspective (Bell et al., 2019). Furthermore, Denscombe (2014) points out that a qualitative 

research strategy is suitable to use when researching about more complex phenomenon 

where various interpretations exist, which is the case of customer experiences (Hosany 

&Witham, 2009). Furthermore, a qualitative strategy is appropriate as it enables the gaining 

of abstract intangible inputs and opinions on customers’ in-store experiences, which this 

study aims at. A benefit with qualitative research strategy is that it gives a nuanced 

interpretation of complex and subtle empirical data (Denscombe, 2014), which is essential 

in this study.  

3.1.4 Theory in use  

This study investigates how experiential offerings from brick-and-mortar fashion retailers 

create perceived experiential value, which in turn leads to customer satisfaction and 

consequently store attractiveness. In order to facilitate an investigation of this, the 

Experience economy perspective is used. Based on this perspective, Pine and Gilmore 

(2011) developed a widely known model, namely the Experience economy 4E construct 

consisting of four different types of customer experiences (education, entertainment, 

escapist & aesthetic experience). The model provides a much needed holistic and 
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experiential view of the customer experience, and because of this, it has been widely used 

by many researchers (Fernandes et al., 2015; Hosany & Witham, 2009; Oh et al., 2007; 

Sadachar & Fiore, 2018; Quadri-Felitti & Fiore, 2012).  

 

This study is based on Sadachar and Fiore´s (2018) study, which used and further developed 

this construct by adding three types of perceived experiential value derived from these 

experiences. Their study examined whether experiential offerings from merchandise and 

service retailers played an important role in customers responses towards Indian malls and 

their mall patronage intentions. It was a hypothesis testing study that used a quantitative 

research strategy. Their hypothesis was that the four different types of experiences 

positively influenced perceived experiential value connected to service and merchandise 

retailers in the mall, which in turn influenced mall patronage. For the collection of empirical 

data they used surveys. The results showed that their hypothesis was correct, which lead to 

the conclusion that retailers can benefit from offering experiences to customers (Sadachar 

& Fiore, 2018). For this study we used the four types of experiences and the three types of 

perceived experiential value for our model. However, since their study was a quantitative 

and hypotheses testing study, we modified the model into a qualitative one. A qualitative 

research strategy and model better suited this study since we aimed at gaining a deeper 

understanding, and not just a superficial, general image of the topic. We also used the model 

for investigating brick-and-mortar fashion retailers in Sweden, instead of Indian malls.  

3.2 Empirical Method  
This subchapter presents the practical method chosen for collecting the empirical data. It 

also presents the participant selection, the preparation of the interview guide, as well as 

how the interviews were conducted.  

3.2.1 Research Design  

The research design guides the execution of research method and provides a framework for 

both the collection and analysis of empirical data (Bell et al., 2019). In this study a cross-

sectional research design is used. This type of research design entails the collection of data 

and analysis of more than one source (i.e. case) at a single point in time (Bell et al., 2019). 

In this study the different sources consist of six individuals, and the empirical data were 
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collected from these individuals using qualitative interviews. Moreover, a cross-sectional 

research design provides an extensive amount of information, which can be analyzed. This 

research design is useful in this study since it enables the analysis of the empirical data in 

order to find associations, patterns and moreover visible correlations among the variables. 

Variations in the empirical data can also be detected when comparing empirical data 

collected from the different sources within the study (Bell et al., 2019). Furthermore, the 

level of analysis is mainly on a group level, as we sought to seek out reoccurring and central 

themes in the data. However, as it is considered to provide a depth to the analysis, an 

individual level analysis is also presented in some cases.  

3.2.2 Research Method  

The empirical data was collected using interviews. Denscombe (2014) argues that 

interviews is a suitable method for collecting data in small scale qualitative research 

projects with the intention of exploring more complex phenomenon, such as feelings, 

experiences and opinions.  As this is a qualitative study that aims at exploring customers’ 

opinions and feelings regarding their experiences in brick-and-mortar fashion retailers, 

conducting interviews was therefore considered an appropriate method for collecting 

empirical data. The specific type of interview used was semi-structured interviews. This 

type of interview means that the researcher prepares a list of questions related to a specific 

topic (i.e. interview guide) that are to be asked during the interview. However, a semi-

structured interview is quite flexible, since it allows the respondent to answer the questions 

freely. It also permits the researcher to ask follow-up questions. This can be beneficial as 

it offers the researcher the possibility to go beyond the prepared interview guide in order to 

focus on upcoming interesting aspects in the answers. Furthermore, this flexible research 

method facilitates deeper investigations into issues that are resistant to observation during 

the interview session. Moreover, it gives a great coverage and breadth in the answers, which 

makes it easier to gain a holistic understanding for the respondent’s answers through 

observing other aspects like attitude, expressions and body language (Bell et al., 2019).  
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3.2.3 Participant selection  

The empirical data for this study is based on an explorative sample, which is commonly 

used in small scale qualitative research projects. The participants were selected using a 

snowball sampling technique, which is considered a form of convenience sample (Bell et 

al., 2019). A snowball sampling technique means that the sample of participants is selected 

via a process where one person is asked to suggest another person who they consider to be 

suitable based on the criteria that they are given (Denscombe, 2014). The snowball 

sampling technique is optimal to use when there is no available sample frame for the 

population from which the sample can be taken (Bell et al., 2019). When this is the case, 

snowball sampling provides an effective technique for creating a reasonable sample size, 

especially in small scale qualitative research projects (Denscombe, 2014). Therefore, a 

snowball sample technique was chosen for selecting participants for this study. 

 

In our case, the sample consisted of sex individuals. These individuals were selected by 

asking our friends and family to suggest suitable persons who matched the given criteria, 

and who they believed could have interesting opinions on the research topic. The selection 

criteria given was based on gender and age, as we aimed for creating three different age-

groups, each consisting of one man and one woman. The purpose of the criteria of age and 

gender was to obtain a good variety in the sample. The chosen participants are presented in 

Table 3.1. However, their names have been changed in order to protect their integrity.   

 

Table 3.1 – Interview Participants  

 

 

Participant 
group  

Gender  Name 
(fictive)  

Occupation  Main shopping 
Motivation 

60+ Man  Lars Pensioner Utilitarian    
Woman Lilly Production manager  Hedonic  

40+ Man  Andreas  IT-consultant  Utilitarian  
 Woman Kristina  Communicator and 

technical manager 
Utilitarian & Hedonic  

25+  Man  Alexander  Store clerk  Hedonic  
 Woman  Michaela  Student Utilitarian  
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3.2.4 Interview Guide  

An interview guide is an in advance prepared list of questions that the researcher prepares 

for the respondents to answer during the interview. When structuring an interview guide, it 

is important to have a clear understanding of what type of information is needed in order 

to be able to answer the research question. A practical way to structure an interview guide 

is to divide the questions into different topics which are considered relevant to the topic 

(Bell et al., 2019). Therefore, when creating our interview guide (see appendix A), we 

grouped the questions under different categories. There were in total eight categories. The 

first category was shopping motivation, which contained questions that were more open 

and aimed at gaining an understanding of the respondent’s view on shopping. This was 

considered more of an introduction and warm up for the respondent. The other seven 

categories were derived from the seven components of our theoretical framework. The 

seven groups were educational experiences, entertainment experiences, escapist 

experiences, esthetical experiences, emotional value, sensory appealing value and social 

value. When creating the interview guide, we developed a few open questions for each 

category.  

 

Four images illustrating different retail environments were also used as a complement to 

the questions in the interview guide as we wanted the respondents share their opinions and 

feelings about them. Ahrne and Svensson (2019) point out that using images in interviews 

is a good way to make the respondent reflect and generate comments from the respondent. 

Image one and two were selected on the criteria that they portrayed brick-and-mortar 

fashion retailers that had a simple and utilitarian approach to their store concept. Image 

three and four, were selected on the criteria that they portrayed brick-and-mortar fashion 

retailers that had a strong hedonic approach to their store concept. The reason for choosing 

the images based in these criteria, was that it would allow us to be able to identify if the 

respondents had a more utilitarian or hedonic shopping motivation. Additionally, the 

overall purpose of the images was that we wanted the respondents share their opinions, 

what they liked and did not like about the environments in order to gain deeper insights and 

richer data.  
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3.2.5 Interviews  

In total, six semi-

structured interviews were conducted in order to collect the empirical data. The interviews 

lasted between 45 minutes up to 70 minutes. Some respondents had a lot of opinions to 

share on the topic, while others were more modest. Before starting the interviews we 

informed the respondents that information regarding their name would not be used in order 

for them to keep their integrity. We also asked for their permission to record the interview 

in order to transcribe it later, which all of the respondents agreed to. Furthermore, Bell et 

al. (2019) point out that it is not only important what is verbally communicated in an 

interview, but also the aspects such as the respondent’s body language. Due to the 

importance of other communicative aspects in an interview, the interviews were conducted 

face-to-face. Even tough conducting interviews face-to-face can offer a richer set of data, 

it is important to be aware of the interviewer effect that it can cause. The interviewer effect 

refers to the fact that respondents answer differently depending on how they perceive the 

person interviewing them. It can be aspects such as the interviewer’s gender, age and 

ethnicity that influence the respondents to answer in a certain way. This is something that 

the researcher has to take into consideration as it can affect the accuracy of the data 

gathered. The researcher can try to minimize this effect by being as neutral as possible 

(Denscombe, 2014). In order to address this problem, we tried to be as neutral as possible 

in order not to influence any of the respondents’ answers.  
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An important aspect to consider when conducting interviews is the location. It is preferable 

to choose a quiet place as the likelihood of being interrupted is lower (Bell et al., 2019). 

However, we allowed the respondents to choose location as we wanted to be flexible and 

make it easy for them. As a consequence the location of the interviews varied. Five of the 

interviews were conducted in the respondents own home, and one was conducted in a small 

and quiet café. The homes of the respondents were an ideal location since they were quiet 

and we were not interrupted. The café proved to be a good location as well, since the 

interview was conducted outside of rush-hours it was also quiet and no interruptions 

occurred. Moreover, during the interviews we were both present. One acted as the mediator 

and the other as an observer. The mediator was in charge of asking the questions from the 

interview guide, and the observer looked for non-verbal information, such as facial 

expressions. Both of us asked follow-up questions in all the interviews when something 

seemed interesting.  

3.3 Analysis of Empirical Data  
Directly after the interviews, we transcribed all the recorded data. The transcription resulted 

in a total of 37 pages. Furthermore, a thematic analysis method was used to analyse the 

data. According to Bell et al. (2019), a thematic analysis is a method that builds on coding 

the interview transcriptions, and aims at identifying different recurring themes in the 

collected data. Here, a theme can be viewed as an identified patterned response within the 

empirical data material, which is considered important in relation to the research question. 

The different themes that the analyst identifies can be based around recurring topics, 

differences and similarities across the data, or even missing data. The overall aim is to 

identify topics or patterns that are of meaning to the research question. Furthermore, Braun 

and Clarke (2006) argue that thematic analysis is a beneficial method to use when analysing 

qualitative data since it is very flexible, and it allows a rich and detailed description of 

complex data.  

 

We started off by reading all the transcripts multiple times in order to familiarise us with 

the data and increase our understanding for the material. Then we selected quotes that we 

found interesting in relation to the research question. These quotes were then analysed more 

in detailed and given a code that we put in the sub-category. This code represented the main 
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topic of the specific quote. During the coding stage of the process, we mainly looked for 

differences and similarities between the respondents, as well as repetitions. The aim of this 

was that we wanted to gain an overall description of the entire data set. In the next step, the 

codes were connected to more overarching categories, which were based on the seven 

component of our theoretical framework. The categories were; educational experience, 

entertainment experience, escapist experience, esthetic experience, emotional value, social 

value and sensory appeal value. When the sub-categories had been connected to categories, 

they were then connected to the literature in each of the categories which is presented in 

the theoretical framework. This allowed us to connect our analysis of the selected quotes 

to already existing theories and knowledge. Furthermore, table 3.2 is an extract from our 

process of analysis which provides an example of how the coding and categorisation of 

quotes were conducted. In chapter four, we have constructed tables in each sub-chapter 

showing how the sub-categories connected to each category. For the analysis we looked at 

recurring codes in the sub-categories both within each interview, but also for the entire data 

set.  

 

Table 3.2 – Table of coding Educational experiences  

Category  Sub-category  Quote  

Educational Experience Inspirational  “Looking at store windows can give you inspiration and 
ideas about clothing and new fashion. It allows you to see 
how it looks on, and you can get an idea whether you like it 
or not” - Andreas 

 

3.4 Trustworthiness  
When conducting a research study, it is always important to reflect and be critical, 

regardless of the method. The criteria that one reflects upon when assessing whether a study 

is valid or not differ a little bit, depending on if it is a qualitative or a quantitative study. In 

a qualitative study the validity is often referred to as trustworthiness, and contains four 

distinct criteria on which it is assessed. The first criterion is credibility, which refers to how 

believable the findings are and if the result can be accepted by others. In order to establish 

credibility, it is important that the study has been conducted according to good practice. 

One way to do this is by going back to the studied individuals and confirm with them that 
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the data has been understood correctly, which also is referred to as member validation (Bell 

et al., 2019). To obtain member validation, we communicated our findings and 

interpretations of the data back to the respondents in or to confirm their acceptance of it.  

 

The second criterion is transferability, which refers to how generalizable the findings are 

and if they can be applied in other types of contexts. This is a concern in qualitative studies 

since they tend to study smaller samples but on deeper level, which can make them difficult 

to apply in other contexts. In order to establish transferability, it is important to provide a 

detailed account of all the aspects of the study, because this allows others to judge for 

themselves, if the findings of the study are transferable to their context (Bell et al., 2019). 

This study investigated customer experiences and their perceived value in the context of 

brick-and-mortar fashion retailers. The findings could possibly be transferred to other types 

of merchandise retailers that sell similar products. However, to use the findings in 

completely other contexts then that can be a bit difficult, since the research questions, and 

hence findings focused primary on fashion retailers (i.e. stores that sell clothes and shoes).  

 

The third criterion is dependability, which refers to how reliable the findings are over time. 

To establish this, it is important to store all the empirical data, such as transcripts, coding, 

and audio recordings from the interviews in a secure way, so that future researchers can 

access and review the data (Bell et al., 2019).  The empirical data from this study is saved 

on an online cloud service, as well as in our mobile phones.  

 

The fourth criterion is confirmability, which refers to the objectivity of the findings. It is 

important that the researcher is as objective as possible and that his or hers values impact 

the study as little as possible. It is also important that the researcher act in good faith (Bell 

et al., 2019). To meet this criterion, we have tried to maintain a neutral position as possible 

during the research process, and have followed good research practice.  
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4. Empirical findings and analysis   
This chapter presents the result and analysis of the empirical findings. The chapter starts 

off with a short presentation of the respondents shopping motivations (i.e. utilitarian & 

hedonic). Thereafter, the chapter is structured according to the theoretical framework, 

where each element of the framework is covered individually in sub-chapters. However, 

there is one exception to this, which is that, the two elements, esthetic experience and 

sensory appeal value, is merged under the same sub-chapter due to their close connection 

to each other. Furthermore, in the beginning of each sub-chapter, there is a table showing 

the sub-categories identified from the empirical data in relation to the main category. The 

aim of the tables is to provide an overview of the findings.  

4.1 Shopping Motivation  
Even though, shopping motivation (i.e. utilitarian & hedonic) is not a part of the theoretical 

framework, it is still presented here since the two types of shopping motivations affect how 

customers perceived different shopping experiences (Bradley & LaFleur, 2016; Wong et 

al., 2012). Therefore, a short presentation and analysis of the respondents’ main shopping 

motivation is included and considered relevant in the beginning. Table 4.1 shows the main 

findings from the analysis of the empirical data regarding the respondents shopping 

motivation, which is discussed in this sub-chapter.  

 

Table 4.1 – Categories & sub-categories shopping motivation 

Category Sub-category 

Utilitarian Efficiency 

 Necessity 

 Task-orientation 

Hedonic Entertainment  

 Sensory stimulation  

 Emotions  
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The respondents answered questions regarding their shopping motivation, which provided 

insights to the respondents' primary shopping motivation and attitudes towards shopping. 

When analyzing the transcribed empirical material, two different categories of shopping 

motivation could be distinguished, namely utilitarian shopping motivation and hedonic 

shopping motivation. The result showed that four out of the six respondents were, to a high 

degree, task-orientated and highly focused on necessity and efficiency, rather than 

recreation during shopping. By using these expressions, they indicated a utilitarian 

shopping motivation (Ainsworth & Foster, 2016; Ballantine et al., 2010). Lars, Andreas, 

and Michaela, all have the same utilitarian viewpoint towards shopping, as these quotes 

indicate:  

“Boring, I only shop because I need to and aim to find what I am 
searching for.”- Lars 

“I go to the store when I feel like I need something specific, or want to 
check something out that is need.” – Andreas  

“I think I subconsciously underlying always go to stores with the aim 
for coming home    with something new. I never feel the same degree of 
happiness and satisfaction without actually purchasing something ... if I 
come home without having bought anything, I can think it was a waste 

of time going shopping.” – Michaela  

 

The three respondents above show a dominant utilitarian motivation. However, Bradley & 

LaFleur (2016) mentioned that the two types of motivation always co-exist, but of different 

extents, which became visible throughout the interviews. For instance, one respondent 

showed a mix of both utilitarian and hedonic motivation, as this quote states:  

 

“Shopping is super entertaining, but I never shop without purchasing 
something necessary today. If I would have the finances and the time, I 

could go shopping all the time.” – Kristina  
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This quote indicates that Kristina is both driven by utilitarian and hedonic shopping 

motivation, as she craves both entertainment and task-completion, which are aspect of the 

two shopping motivations (Ballantine et al., 2010). To further emphasize this, she states 

that she is only satisfied when she can combine benefit with pleasure. Furthermore, 

Ballantine et al. (2010) claim that external stimuli become the focus of hedonic motivated 

shoppers, which correspond well with how two of the respondents view shopping in brick-

and-mortar fashion retailers:  

 

“Sometimes I enter stores only because they look exciting and not 
because I am aiming to buy something.” – Lilly  

“I enjoy the activity of shopping I see it as a value creating 
experience.” – Alexander  

 

These quotes show that both of these respondents have a dominant hedonic motivation, 

since they talk about sensory stimulation and emotions, which are aspects of hedonic 

motivation (Ballantine et al., 2010; Ainsworth & Foster, 2016; Sachdeva & Goel, 2015).  

 

The summary of analysis of the findings showed that three of the respondents were mainly 

driven by utilitarian shopping motivation. One respondent was a mix of both, and two 

respondents were mainly driven by hedonic shopping motivation. The main shopping 

motivation of the respondents is used further on in the analysis since it influences how the 

different respondents view aspects of the customer experience (Bradley & LaFleur, 2016; 

Wong et al., 2012). However, it is important to note the shopping motivation is not fixed, 

meaning that it can change between utilitarian and hedonic motivation during a shopping 

activity (Bäckström, 2011).  
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4.2 Educational Experience  
The respondents’ answered questions about inspiration and knowledge in shopping 

environments in order for us to obtain insights about the respondents’ attitudes towards 

educational experiences. To have an educational experience, customers need to participate 

actively in the activity. This does not mean that active searching is necessary. However, 

one needs to be susceptible to attaining new knowledge (Hosany & Witham, 2009). This 

fact was established during the interviews, since the respondents expressed either an active 

or passive search for educational experiences. However, all of them considered themselves 

to be open for educational experiences if it were to present itself. Table 4.2 shows the main 

findings from the analysis of the empirical data regarding the respondents’ educational 

experiences, which is discussed in this sub-chapter. 

 

Table 4.2 – Category & sub-categories educational experience 

Category Sub-category 

Educational Experience Inspiration 

 Browsing  

 Knowledge 

 

The most frequently used form of educational experience mentioned, was inspiration. The 

term was mentioned in all of the interviews and used over 30 times in positive designations. 

However, the believed origin of the inspiration differed among the respondents. The 

respondents stated that sources of inspiration could come from the physical retail 

environment, events, store windows, and innovative product displays among others. 

Despite these different sources, most of the respondents considered it a value-creating 

factor of the shopping experience itself, which these quotes demonstrate:  

 

“It is much about the exposure. Sometimes I see something that is my 
style or something I like in a storefront and therefor enters. Then I get 
inspired to enter the store only because of that reason.” – Michaela 

“I use to attend events since I find it inspiring and entertaining. I 
receive ideas and can go home and see if I find something similar in my 

closet.” – Lilly  
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“If an environment is uninspiring, I will leave the store as soon as I 
enter”. – Alexander  

“Looking at store windows can give you inspiration and ideas about 
clothing and new fashion. It allows you to see how it looks on, and you 

can get an idea whether you like it or not” – Andreas   

 

The quotes above confirm that the learning about new trends, new ideas and acquiring 

inspiration in brick-and-mortar fashion retailers are an important part of the educational 

experience and is highly valued by customers, which Arnold and Reynolds (2003) and 

Retief et al. (2018) state.  However, interestingly neither Kristina nor Lars showed any 

significant interest in educational experiences such as searching inspiration in brick-and-

mortar fashion retailers. They both expressed a preference for searching inspiration in 

magazines and online, rather than in brick-and-mortar fashion retailers. Furthermore, many 

of the respondents stated that they think browsing is a fun activity. The quote below 

demonstrates how one of the respondents obtained satisfaction and positive emotions (i.e. 

fun) from the activity of browsing. This finding corresponds with Sadachar and Fiore´s 

(2018) statement that browsing usually result in a high level of enjoyment, and therefore 

leads to positive emotions.   

“Sometimes it is fun to stroll around and see if you find something. If 
you don´t find anything, it is still okay. I can be satisfied because I 

might get some ideas or something else from the stroll.” – Lilly  

 

The obtaining of new knowledge was generally perceived by the respondents as something 

very positive that improved their customer experience in brick-and-mortar fashion retailers. 

However, one respondent pointed out that:  

            “It can become a bit overwhelming when personnel are good at 
their jobs and share much information that the customer may not be 

ready to receive.” – Alexander  
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Sadachar and Fiore (2018), as well as Bustamante and Rubio (2017) explain that an 

educational experience requires active cognitive participation from the customers. In the 

case of the above mentioned quote, the amount of information might be overwhelming for 

the customer’s cognitive ability, and therefor result in negative feelings.  

 

Based on this analysis, we found that the majority of the respondents tend to pay attention 

and value educational experiences in the form of inspiration searching and browsing.  

Moreover, there was no obvious difference between the respondents’ views of educational 

experience based on their shopping motivation (i.e. utilitarian & hedonic). All of them 

seemed to appreciate it.  

4.3 Entertainment Experience               
By using broad questions about the respondent’s attitudes, opinions, and behavior regarding 

shopping, the respondents could express themselves freely, which surprisingly resulted in 

them expressing if they found shopping activities either entertaining or dull. Sadachar and 

Fiore (2018) state that entertainment experiences include experiences that do not 

necessarily require any new information intake or any active participation. Usually, 

entertainment experiences create positive feelings, which can be described by using 

adjectives. The most frequently used adjectives describing entertainment experiences while 

shopping during the interviews was entertainment, browsing, and excitement, which the 

respondents mentioned almost 25 times during the interviews while describing shopping. 

Table 4.3 shows these main findings from the analysis of the empirical data regarding the 

respondents’ entertainment experiences, which is discussed in this sub-chapter.  

 

Table 4.3 – Category & sub-categories entertainment experience 

Category Sub-category 

Entertainment Experience Entertainment / Fun / Exciting  

 Browsing  

 Not entertaining / Dull  

 

Sadachar and Fitore (2018) explain that entertainment experiences in brick-and-mortar 

store context can come from multiple sources. One source that can provide an entertainment 
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experience is browsing. While the browsing referred to in the previous sub-chapter (i.e. 

educational experience) was viewed as an activity for gaining knowledge, here it is viewed 

as strictly entertaining and exciting. The majority of the respondents expressed that they 

think browsing is entertaining since it makes them feel satisfied and entertained. However, 

two of the respondents expressed the activity of browsing to be dull by stating:  

I do not really like strolling around in stores. I usually know before 
what I am looking for and expect to find that as soon as I enter. I do not 

just stroll around. That is not that funny. I would never go shopping 
without the purpose of buying something. – Andreas 

I do not like strolling around in stores. I want to go to specific ones and 
immediately find what I am searching for and get the help I need. - Lars 

 

Sadachar and Fiore (2018) state that there is a close connection between entertainment 

experiences and positive emotions, which our analysis of the findings also indicated. Four 

of the respondents described an appreciation of and high satisfaction from the shopping 

activity if it is convenient and easy. They expressed that a smooth shopping session without 

any negative interferences (e.g. crowding & lack of assortment) is required in order for 

them to feel entertained and gain positive emotions from the activity, which is demonstrated 

in the quotes below:  

“If I am shopping and everything goes smoothly, and without any 
obstacles, It kind of feels better. I made better purchases and succeeded 

better with the shopping session   somehow.” – Kristina  

“I can enter a store without any expectations or goals. I appreciate just 
strolling around inside, it can be amusing.” – Alexander   

 

Analysing all of the interviews, we could clearly see that the respondents tended to express 

that they usually react positively to entertaining experiences and environments in moments 

when they are mostly driven by hedonic shopping motivation. Furthermore, they expressed 

the entertaining environment to become a negative factor in moments when they are more 
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task-oriented and stressed (i.e. utilitarian motivated). This finding corresponds with 

Bradley and LaFleur (2018), as well as Wong et al. (2012) explanation, stating that hedonic 

motivated shopper reacts positively to the entertaining environments whereas utilitarian 

motivated shoppers instead tend to find them unpleasant. Moreover, we could not identify 

any specific element the respondents expressed as leading to feelings of being entertained. 

Instead, the level of entertainment turned out to be determinate by the shopping motivation 

(i.e. utilitarian and hedonic) and their inner psychological state. This finding is in line with 

Ainsworth and Foster´s (2016) explanation that the psychological state creates either 

comfort or discomfort, and further influence the absorption of value-creating experiences. 

This was demonstrated by the fact that some of the respondents mentioned that their mood 

was a determinate of how well they interacted and valued the experiences saying:  

“It depends on the starting position. Sometimes you need something 
specific and feel stressed knowing that you must find it ... if I do not find 
it, I can become so stressed and irritated, and eventually, that desperate 

that I will give 1500 sek for a dress, just to have a dress. That is not 
entertaining” – Kristina 

“When one is stressed and needs something specific while shopping, it, 
not that fun going shopping, and then you seldom find what you need.” 

– Lilly 

 

The overall analysis of the respondents´ views on entertainment experiences indicate that 

there are no specific external elements they make the activity of shopping entertaining to 

them. Instead it is indicated that more internal aspects, like the shopping motivation (i.e. 

hedonic & utilitarian) and mood are determinates for the customers susceptibility of 

entertaining experiences and value-creating aspects.  

4.4 Escapist Experience  
Escapist experiences require consumers to completely immerse themselves and allow to 

momentary let go of negative feelings while stepping out of their normal scene and role 

(Retief et al., 2018; Sadachar & Fiore, 2018; Pantano & Handini, 2018). In order to collect 

information about the respondents’ escapist experiences, the questions included examples 
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of escapist experiences and formulated in a way that gave the respondents time to reflect. 

The reason for this, is that customer normally describe their escapist experiences as purely 

emotional stimuli (i.e. emotional value), rather than as escapist experiences (Hosany & 

Witham, 2009). During the interviews the respondents expressed different opinions 

towards escapist experiences. Table 4.4 shows the main findings from the analysis of the 

empirical data regarding the respondents’ escapist experiences, which is discussed in this 

sub-chapter. 
 
Table 4.4 – Category & sub-categories escapist experience 

Category Sub-category 

Escapist Experience Positive feelings 

 Negative feelings  

 

Five of the six respondents expressed that they had experienced a feeling of some kind of 

misrepresentation of time and space. Most of them said it usually occurs when they become 

surprised over how long time, they have spent in a store without noticing. Most of the 

respondents described that experience as positive, as the quotes below:  

 

“It can be kind of incredible when the time passes by quickly because 
that could be an indicator that you have received positive feelings or 
relaxed and shopping can be like a little break with some amount of 

impressions, some kind of diversion, and meditation.” -Michaela 

“It has happened that I have lost track of time during shopping, and it 
does not need to be a bad thing.” – Lars 

 

Arnold and Reynold (2003) state that, escapist experiences can be considered therapeutic 

activities since they can reduce negative emotions and improve the mood. This is in line 

with our findings, where some respondents expressed that getting completely immersed in 

shopping in a store could be fun and you could forget about stressful things for a moment. 

However, they emphasized that it could be experienced as negative if the immersion 

interfered with their main purpose and goal for the shopping activity. This point to the fact 
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that, the shopping motivation can affect whether escapist experiences are perceived as 

positive or negative. In line with this, Anisworth and Foster (2016) claim that the 

phycological state plays a central role in how the customers perceive an experience. This 

claim also corresponds with other parts of our findings where the respondents expressed 

that their mood also affected whether they perceived the escapist experience as positive or 

negative. 

 

Events are usually thought of as entertaining experiences, but they can also be considered 

as escapist experiences (Sadachar & Fiore, 2018). Therefore, the respondents were asked 

about their opinions and feelings regarding events that fashion retailers can invite their 

customers to (i.e. fashion shows). In response to this, the respondents mentioned multiple 

aspects and experiences regarding attending event. Half of the respondents expressed 

positive associations to events, by for example describing it as:  

 

“It is funny with events and mingling. You can dress up and maybe get 
some snacks and drinks.” - Michaela. 

“I really like event. It is entertaining and with the right atmosphere, it 
gives a feeling of an exclusive gala. I value the social part highly, but I 

also see it as a source to inspiration and relaxation.” – Alexander 

 

The other half of the respondents expressed a negative association to participating in events, 

arguing that it is not an appealing activity for them. One of the respondents also claimed 

that she dislikes events where you do not purchase anything since this leads to negative 

feeling for her in the form of guilt.  

The overall analysis on escapist experiences shows, surprisingly that many of the 

respondents who were identified to have primarily utilitarian shopping motivation, really 

liked escapist experiences, such as attending special in-store events. This finding points to 

the fact that, customer experiences contain aspects of both utilitarian and hedonic shopping 

motivation. Hence, customers do not only have one type of motivation, but instead 

customers move between the two motivations during the shopping. This explains why 
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customers who are mainly utilitarian motivated enjoy hedonic aspects of shopping as well 

(Bradley & LaFleur, 2016; Bäckström, 2011).  

4.5 Esthetic Experience & Sensory Appeal Value  
This sub-chapter combines the analysis of two components of the theoretical framework, 

namely esthetic experience and sensory appeal value. The reason for combining these two 

components is because esthetic experiences are derived from stimulation of the human 

senses (i.e. vision, hearing, smell, taste & touch). This means that these components are 

closely linked and interdependent of each other. Therefore, they need to be analyzed in 

relation to each other. This type of experience is based on the customers’ reactions to the 

physical elements of the brick-and-mortar store which lead to sensory stimulation (Alencar 

de Farias et al., 2014; Ballantine, et al., 2010; Bustamante & Rubio, 2017; Sadachar & 

Fiore, 2018; Wong et al., 2012). Therefore, the respondents were asked questions regarding 

the physical environment in brick-and-mortar fashion retailers, and how it affects their 

senses. Table 4.5 presents the main findings from the analysis of the empirical data 

regarding the respondents’ esthetic experiences and how they perceived their sensory 

appeal value, which is discussed in this sub-chapter. 

Table 4.5 – Category & sub-categories esthetic experience & sensory appeal value  

Category Sub-category Element  

Esthetic Experience & 

Sensory Appeal Value  

Vision Layout 

Color 

Lightning  

Hearing  Music  

 Smell   

 Taste  Not mentioned  

 Touch  Not mentioned  

Since the interpretation of the retail environment differs from person to person due to the 

subjective perception of stimuli (Alencar de Farias et al., 2014), it is essential to understand 

how the respondents think in order to be able to analyze it correctly. Therefore, we asked 

all of the respondents to describe their ultimate store regarding the environment and 

atmosphere. Surprisingly, all of the respondents talked about store layout, how it was 

organized and cleanness. They all stated that the brick-and-mortar store needed to have a 

good layout that is organized, well-structured, spacious, and clean in order to be considered 
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attractive. Four out of the six respondents preferred store aisles to be in straight lines, with 

clear paths, and easy to navigate. Furthermore, All of the respondents preferred the store to 

be small enough to get a good overview, but also big enough to be spacious. Some of the 

respondents described it as:  

 

“It should not be too tight, it should be spacious, pleasant, and a good 
predisposition of the goods. I do not like crossing tightly through the 
rows. It should be a medium-size store, not too big, but still spacious 

and navigable.” – Lars 

“I cannot handle when you take one garment from the rack, and three 
more falls to the ground ... too many garments on a small space that 

makes me feel uncomfortable...the clothing looks flashy when all of the 
clothes are stuffed, and there is disarray”. – Lilly  

“Stores that are relatively spacious and nicely exposed, makes it easier 
to see...Organized and easily accessible.” – Andreas 

 

The above presented findings coincide with the results of the study of Ballantine et al. 

(2010), which also showed that a sense of space were an important aspect in order to 

positively stimulate the customers vision. In their study they found that a spacious layout 

without an overwhelming amount of products displayed was preferred by customers as too 

much products were perceived as clutter. Similar preferences were also expressed from the 

respondents in this study, as demonstrated in the quotes above.  

 

While asking how the respondent preferred the assortment to be sorted and exposed, the 

answers differed. Lars and Andreas wanted it to be sorted by garment, Lilly preferred color 

sorted, Kristina liked it occasion wise and Alexander by style. Michaela did not have any 

specific preferences. However, all of the respondents agreed that shops with a limited pallet 

of color were most enjoyable to shop in, as many colors made it confusing. This finding 

coincides with the findings in Ballantine et al. (2010) study, which also concluded that a 

limited pallet of color enhanced customer enjoyment. Another aspect concerning the 

visions is lightning. And when discussing lightning, all of the respondents had strong 
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opinions. All of them claimed lightning to be essential since it affects the clothes 

appearance. The preferred lightning was described as followed:  

“A good light, a bright light, like daylight.” – Michaela 

“The lighting is essential. You should not need to stand 3cm in front of 
the garment to see it correctly”. – Alexander 

“Warm lighting.” - Kristina 

“Dimmed, warm lightning and preferably spotlight directed towards 
the garments.” - Andreas 

“You want stores to have daylight so that the lightning is just right. 
That is important. “– Lilly  

“I prefer regular lightning. Some stores have spotlights that make the 
sweat flow on your forehead when the light hits you. I do not like that.” 

– Lars   

The quotes above show how important the “right” type of lightning was to the respondents. 

Even though they differed a little in their preferences, they common denominator were that, 

if the lightning was perceived as too weak or too strong, then they would all experience 

negative feelings. This finding is supported by Bagdare and Jain (2013), who also state that 

the “wring” kind of lightning can cause negative emotions. Regarding the sound (i.e. 

hearing) all of the respondents described the ultimate environment include some kind of 

pretty calm music with a low volume. Since calm music is a subjective description, we 

asked for further collaborative descriptions regarding the exact preferred music to get a 

deeper understanding of the respondents’ preferences. Five out of the six respondents 

describe the preferred music to be: 

 

 

“Relaxing, low volume without too much of upbeat songs.” – Michaela  

“Subdued and calm music”. – Kristina 
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“It should be comfortable and preferably some music in the 
background, that is perfect. Universal pop music, calm ones, not too 

upbeat songs.” – Andreas 

“It can, with pleasure, involve music unless it is not too high volume-
wise.” – Lilly 

“Calm background music, not at a high volume.” – Lars 

 

Indirectly, they preferred the music to be downbeat but still positive. All of the five 

respondents expressively described similar preferences regarding the music. They all 

argued that stores with too high music volume and too upbeat music contributed to a 

negative feeling of stress, irritation, and even disorientation. This proves the statement of 

Alencar de Farias et al., (2014), that music have a big impact on customers feelings, and it 

can easily produce negative feelings if it is perceived as unpleasant or misplaced. In contrast 

to the other respondents, Alexander described the preferred sound a little different; focusing 

on that the choice of singers and songs on the playlist should match the overall image and 

approach of the store. He mentioned that it could be delightful mixing different kinds of 

artists and music genres as long as it fulfilled a purpose and fitted to the approach of the 

store. Even though he was more focused on the actual choice of music, he points out that 

the:  

 

“Store music can never seize the store environment, and the wrong use 
of music makes it hard to concentrate and create irritation”- Alexander 

 

Furthermore, talking about other aspects of the esthetic experiences, Alexander was the 

only respondent describing the scents without us explicitly asking about it. He mentioned 

observing fragrances while entering a store as: 

 

 

 



	

53 

 

 

“It can be a distinctive fragrance in a store ... Engelska Herr is a 
fantastic store, and it scents luxury while entering. It is a delicious 

fragrance in that store. “- Alexander  

 

While alexander points out scent as an aspect, he actively observes and prefers. The other 

respondents, on the other hand, needed some kind of directly targeted question regarding 

scents to even reflect over that aspect. That the majority of the respondents did not reflect 

over the scent, clarifies that this element is not something the respondents usually actively 

distinguish and reflect over. Nevertheless, it turned out that they had preferences when we 

directed them to reflect over that aspect. As Lilly and Kristina describe it: 

 

I do not think there should be any distinguishable fragrances, but it 
should smell fresh. - Lilly 

Not any strong perfumes or any scented candles ... a discrete scent, the 
scent of freshly washed clothes is okay. – Kristina 

 

They pointed out that it should be nearly fragrance-free, but a hint of freshness would be 

optimal. Lars, Andreas, and Michaela point out that there at least should not be any 

disgustful or strong smell of any kind. Since scents, to the highest of degrees, is a subjective 

experience, it is impossible to distinguish what is a delightful or disgustful scent, which 

makes it nearly impossible for retailers to add a scent that will be attractive to most of their 

customers. According to the outcome of the interview, it might be an excellent option to 

maintain a scent-free store with a hint of freshness to satisfy the majority of the clienteles' 

preferences regarding that aspect.  

 

Overall, the aspects that seemed to impact the respondents the most were elements that 

stimulated the senses; vision, hearing and taste. Touch and taste where never mention, 

which indicates that they are maybe less relevant. This finding partly coincides with the 
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findings of Ainsworth and Foster’s (2016) study, which concluded that layout, color, and 

music are the elements that affect customers the most. Finally, the analysis of the 

respondents’ sensory stimulation showed that all of the sensory stimulation elements could 

generate both positive and negative feelings for the respondents depending on how they 

were executed, which the study of Alencar de Farias et al. (2014) also points to.  

4.6 Emotional Value  
The primary goal of shopping experiences is to offer perceived value for customer, since 

that eventually lead to perceived satisfaction and furthermore store attractiveness. 

Therefore, focusing on value-creating aspects is a central point in creating a successful and 

attractive store (Bustamante & Rubio, 2017). The central value that derives from shopping 

experiences is emotional value, which can be seen as the final result. Table 4.6 shows the 

main findings from the analysis of empirical data regarding the respondents’ emotional 

value, which is discussed in this sub-chapter 

 

Table 4.6 - Category & sub-categories emotional value  

Category Sub-category 

Emotional value  Enjoyment/ Excitement  

 Satisfaction  

 Comfort  

 

Emotional value is subjective and individual and something customer either actively search 

for or passively obtain during shopping activities. Since emotional value is the result of the 

experience holistically, it is essential to see the shopping activity as a multi-dimension 

experience in order to correctly understand the emotional value outcome. However, 

throughout the interviews, we aimed at collecting opinions about different elements in a 

shopping experience in order to gain deeper understanding of what and how the respondents 

value each aspect separately. While the respondents described shopping experiences, they 

usually used terms as enjoyment, excitement, comfort and even satisfaction to describe the 

connected perceived value.  

The quotes below show some statements regarding the link between shopping experiences 

(i.e educational, escapist, entertaining & esthetic) and emotional value:  
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“I like attending event. I find it entertaining and usually very inspiring” 
– Alexander 

“It feel enjoyment sharing the shopping activity with friends. Sharing 
the activity add value to the experience” – Lilly  

“I feel comfortable in stores using classic color setting, like blue, beige, 
white and brown” – Lars 

 

By analyzing the findings, we could distinguish a clear link between perceived emotional 

value, among different types of value, and different shopping experiences. Cachero-

Martinez & Vazquez-Casielles (2017) explain that those kinds of feelings fulfill deeper 

hedonic and emotional desires while shopping and are essential in order to produce value 

creating emotions as satisfaction. Michaela states that she once perceived satisfaction (i.e 

emotional value) by the activity isolated, without reaching her main goal to purchase 

garments stating: 

“I once entered a store to buy a pair of trousers I had been aiming to 
purchase for a while. Unfortunately, they were out of my size and I 

became so sad. A store personnel helped me a lot, trying to find them 
somewhere else. Despite that we couldn´t find them anywhere, I felt 

happy leaving the store thanks to her treatment which made this 
specific experience”. – Michaela 

 

Sadachar & Fiore (2018) states, that emotional value can be obtained from both tangible 

intangible factors, such as the environment, browsing and social interaction, something 

while analyzing the result became visible. In the situation described above, Michaela 

clearly describes gaining value by an intangible aspect, as in this case the service, treatment 

and social interaction, which is in line with Sadachar & Fiore (2018) statement. 

The summary of the analysis of the findings revealed that the perceived emotional value 

the respondents described almost exclusively could be derived to an intangible aspect, 
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rather than a tangible aspect. Moreover, many of the respondents expressed that they find 

shopping activities, especially escapist and entertaining experiences, to create positive and 

highly valued feelings of relaxation, comfort and satisfaction. This corresponds with 

Ainsworth & Foster’s (2016) statement, claiming that a physiological comfort is a strong 

and highly valued emotional value, which furthermore has been considered one of the most 

influential factors leading to perceived store attractiveness.  

4.7 Social Value  
Throughout the interviews, independent of the current topic, the majority of the respondents 

automatically started to talk about interaction and communication. Interaction and 

communication were the undeniable most extensive and frequently discussed topic in the 

interviews. In brick-and-mortar fashion retailers, as focused in this study, allowance of 

human interaction and co-creating moments exists. Socialization can therefore be one main 

reason for customers to attend physical stores rather than digital ones that not offer this 

aspect (Pantano & Gandini, 2018). Regarding the social value, the respondents mentioned 

many different sub-categories, and tended to value personnel-customer interactions over 

customer-customer. Table 4.7 shows the main findings from the analysis of empirical data 

regarding the respondents’ social value, which is discussed in this sub-chapter. 

 

Table 4.7 - Category & sub-categories social value  

Category Sub-category 

Social value  Interaction / Communication  

 Personal treatment 

 Helpfulness / Service / Customization  

 Trustworthiness  

 Identification  

 Crowding  

 

Cachero-Martinez and Vazquez-Casielles (2017), as well as Kranzbühler et al. (2018) 

explain that human interaction is desired by customers, and that it can affect the consumers’ 

perceived value both positively and negatively.  Our findings also support this fact, as all 

of the respondents expressed a strong desire of being noticed and friendly approach by 

personnel during shopping. Additionally, they also expressed a strong dislike for intrusive 
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personnel, and prefer to be the one taking initiative to interact. All of the respondents 

repeatedly described human interaction and communication to be essential for them, but it 

need to be in a specific way in order to create positive value rather than negative value, as 

stated:  

“If the personnel are disengaged, “act a robots” and barely notice me, 
I feel unsecure and uncomfortable” – Michaela 

“The personnel and service is  super important to me … When I visit 
Sandals, I always get customized service, it means a lot to me” – Lars  

“I expect to get help if I need … the aspect of personnel is critical to 
me. I usually do not like having their opinions, only their help and a 

happy treatment” – Lilly 

While analyzing the findings we could see similarities in the way the respondents preferred 

the personnel to behave and interact. All of the respondents wanted to be noticed and to be 

treated friendly, but it created negative feelings if they perceived the store personnel to be 

too intrusive and on top of them. Moreover, most of the respondent described preferring 

getting customized service when needed, but only regarding knowledge and not personal 

opinions, since they found it less trustworthy. Additionally, all of the respondents described 

social interaction to be an essential part in the experience, and expressed a desire of be 

noticed, which align with Bustamante & Rubio (2017) stating that obtaining a feeling of 

social belonging is essential for every person. 

 

Another aspect the respondents described as an emotional value creator is identification. 

By identification, they referred to self-identification as a feeling of acceptance and 

belonging. They described identification arising from specific environment, store 

approaches and in the interaction with others. It was important to many of the respondents 

to only enter store which they felt matched their identity (e.g. age, values & style) as they 

felt feelings of belonging and therefore felt more comfortable. This was something the 

respondents reflected much upon. This finding is demonstrated in the quotes below, and 

supports Ainsworth and Foster´s (2016) statement, saying that perceiving identification can 
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be a strong indicator of feelings of comfort and satisfaction (i.e. emotional value), and store 

attractiveness. 

“The recognition factor to a specific store determinates if I feel 
comfortable entering that store.” – Michaela 

“When you can identify yourself with the store or feel affinity with 
someone …that is valuable for me.” – Kristina 

“When entering a store, I usually take some time feel if the store suits 
me … sometimes it happens that I enter after a short time since I get the 

impression that it is the wrong age-range for me” – Lilly 

“I am very meticulous only entering stores that reflect and suit my age 
… I would never dress like youth since in not in that age anymore”. – 

Andreas 

Our findings regarding identification as a source of social value also confirms Sadachar 

and Fiore’s (2018) statement, that social interaction allows social value in the form of 

affirmation and feeling of social belonging and acceptance. This was something most of 

the respondents were aiming for. Moreover, crowding was a frequently used term used to 

express social value. All of the respondents stated crowding to produce negative feelings 

and negatively affected the store attractiveness, for instance by stating: 

“It is annoying with many people, and much stuff makes me feel 
stressed and uncomfortable ... it creates a negative feeling”. – 

Michaela 

 

Interestingly, five out of the six respondents also addressed the opposite, a store without 

any other customer, to create negative associations, saying: 
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“I can feel uncomfortable entering a store where I am the only 
customer because then I feel that the employees are watching me. For 

that reason, I prefer not to enter small stores where I am the sole 
customer.” – Lilly 

“It can be like you are walking in the savannah, and all of the lions 
attack you at once” – Alexander 

We found the social interaction to be relevant since all of the respondents reflected about 

it and tend to value it highly. As a summary of the analysis of the empirical findings on 

social value, we found that the human interaction and identification were important 

elements that created positive feelings. This finding is in line with other researchers stating 

(Nsairi, 2012; Sadachar & Rubio, 2018; Alencar de Farias et al., 2014), that feelings of 

belonging, social acceptance and affirmation aer central to the human being, and therefore 

something desirable to obtain.  Moreover, we find it interesting that all of the respondents 

expressed desire of interaction, but were negative to interaction that was very intense and 

personal, especially regarding personal opinions and communication. Maybe, that common 

attitude towards interaction can be described in the inherited social programming as 

Swedes. Sadachar and Fiore (2018) argue that there can be links between particular social 

groups and other elements, which can be the explanation to the specific referred social 

communication preferred among the respondents in this research.  Lastly, crowding was 

considered as solely create negative feelings as it interferes with their personal space. This 

finding support Nsairi’s (2012) explanation as to how crowding can lead to discomfort and 

stress and ultimately reduces the feelings of escapism, pleasure and hedonic value (Nsairi, 

2012).  
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5. Conclusion  
This last chapter contains a summary of the thesis and a conclusion of the empirical findings 

on the topic, how in-store experiences influence store attractiveness by analyzing 

customers' preferences regarding in-store experiences and value-creating factors. 

Moreover, this chapter includes both the theoretical and practical contributions of the 

thesis, limitations of the study, and finally, suggestions for further research.  

5.1 Summary of the thesis  
The brick and mortar stores are today facing changes, as we are moving away from a service 

economy towards an experience economy, which drastically change the retail landscape. 

These changes reshape customers’ preferences (Pine & Gilmore, 2011). Retailers have 

shown an inability to adapt to these changes, indicating that there is a need for further 

insights on the subject. To address this lack of knowledge, this thesis aimed at investigating 

customer experience in brick-and-mortar fashion retailers in order to obtain knowledge 

about how experiential offerings create perceived value and customer satisfaction which 

ultimately leads to store attractiveness. This research focused on investigating the 

experience phenomenon holistically, by using the “Experience Economy 4E construct” 

together with three dimensions of perceived experiential value as a theoretical framework. 

The application of this holistic approach on this subject has until now been relatively 

unexplored, which justified the purpose of this thesis.  

 

This qualitative study was conducted by using semi-structured interviews. Moreover, the 

empirical data collection was analyzed using a thematic analysis. This generated valuable 

insights to which aspects were considered to create positive as well as negative emotions, 

which consequently affected customer satisfaction and store attractiveness. The findings 

revealed that customers consider the most relevant aspects to create perceived value in 

brick-and-mortar fashion retailers to be educational experiences, esthetic experiences, 

sensory appeal value and social interactions (i.e. social value). Moreover, the emotional 

value was shown to be a recurrent aspect that was the outcome of the other components of 

the model. This insight indicates that the emotional component is central in the creation of 

experiences in a brick-and-mortar fashion retail context. Therefore, it is important for 

retailers to offer experiences that foster emotional value for customers. Furthermore, the 
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results showed that the entertainment experience was influenced by internal factors in 

customers, such as their shopping motivation and mood. This means that it can be hard for 

retailers to create and/or awoke entertainment experiences since retailers solely can affect 

external factors and not the internal ones. Lastly, the escapist experience showed not to be 

relevant for customers in a brick-and-mortar fashion retail context, which indicated that 

fashion retailers should not focus on creating this type of experience.  

5.2 Conclusion  
The analysis provided interesting and relevant insights to the research question: How can 

brick-and-mortar stores create positive in-store experiences for consumers in order to 

enhance store attractiveness?  

 

Firstly, the educational experience resulted to be highly valued by the respondents. The 

most appealing activities within this type of experience were inspiration searching and 

browsing, as it generated positive emotions for the respondents. This indicated that offering 

inspiration is an important aspect that retailers need to offer in order to satisfy customers. 

This conclusion is in line with two previously conducted studies by Cachero-Martinez and 

Vazquez-Casielles (2017) and Bustamante and Rubio (2017) that both pointed out the 

importance of providing educational experiences in brick-and-mortar retailers in order to 

create customer value and achieve customer satisfaction and store attractiveness.  

 

Secondly, the esthetic experience together with sensory appeal value was considered 

central for the respondents’ experiences in brick-and-mortar fashion retailers. The analysis 

showed that within this type of experience, the most influential senses are vison, hearing 

and smelling. To positively stimulate the respondents’ vision, the respondents wanted the 

store to be organized, spacious, clean, consist of a limited palette of colors, and have good 

lightning (i.e. not too strong and not to weak). This concluding result regarding the element 

of vison within esthetic experiences supports the results from the study conducted by 

Ballantine et al. (2010) that also concluded that a sense of space and a limited palette of 

color were important aspects in order to stimulate vison positively. Ballantine et al. (2010) 

also pointed out that a spacious layout without an overwhelming number of products 

displayed was preferred by customers as too much products were perceived as clutter, 
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which also could be concluded by our study. Another aspect of our results that also 

coincided with Ballantine et al. (2010) was the store lightning. Both their study and our 

study concluded that ambiences lightning and product spotlights were effective tools for 

increasing enjoyment and generate positive value while being perceived not to strong nor 

to weak. Furthermore, to positively stimulate the respondents hearing and create positive 

emotions, our study showed that the music should be calm and with a low volume. In line 

this conclusion, Alencar de Farias et al. (2014) also concluded the importance of 

appropriate usage of music as it is essential in order not to affect the customer experience 

negatively. The findings also concluded that in order to positively stimulate the 

respondents’ olfaction, there should not be any strong and distinct scents, but a simple fresh 

scent is appreciated.  

 

Thirdly, social interaction (i.e. social value) was also indicated as a central aspect of the 

customer experience, which generated a lot of emotions for the respondents. To be notice 

and approached in a friendly manner by the store personnel created positive emotions as 

the respondents interpreted this as being “seen”. However, in order to appreciate the social 

interaction, the respondents expressed a strong preference of being the one initiating the 

interaction. If the store personnel are too intrusive and interfere on the personal space, the 

respondents tend to experience negative emotions, such as discomfort. Our conclusion, 

regarding the social aspect, that the social interaction with the store personnel is a pivotal 

aspect is supported with the study conducted by Pantano and Gandini (2018) where they 

also concluded that the interaction with store personnel can help to create a pleasant 

customer experience if the personnel is perceived to have the ability to provide support and 

offer good service when requested by the customer. Regarding interactions between 

customer-customer, the effect on the customer experience was usually perceived as neutral 

or negative. Other customer could influence the customer experience in a negative way in 

situations of crowding, as it leads to discomfort. This conclusion coincided with Nsairi 

(2012) stating that crowding leads to negative emotions such as discomfort. Moreover, one 

significant conclusion of our study was the importance of the social interaction (i.e. social 

value) in order to create positive customer experience and hence store attractiveness. This 

conclusion supports two earlier studies by Bustamante and Rubio (2017) and Nsairi (2012) 

who emphasized the importance of the social component in a brick-and-mortar retail 
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context in order to provide a positive customer experience. Therefore, focusing on the 

social component should be essential for retailers. 

 

Fourthly, the analysis showed that the entertainment experiences were mostly influenced 

by internal aspects, such as the customers shopping motivation (i.e. utilitarian & hedonic) 

and mood. This gives, that the retailers only obtain limited possibilities to create and 

influence the respondents’ perception of entertainment experiences. Fifthly, the escapist 

experience was not considered to be a relevant type of experience in the context of brick-

and-mortar retailers, by the respondents. This indicates that in a fashion retail context, 

escapist experiences are not particularly desired by customers and therefore fashion 

retailers should focus on offering the other types of experiences instead. Lastly, the analysis 

indicated that the emotional value was a pervading aspect as all the other experiences and 

types of values of the theoretical framework resulted in some sort of emotional response. 

The conclusion of our analysis showed that one of the most important positive emotions 

was comfort (i.e. both physical and psychological comfort) which is in line with the 

findings of Ainsworth and Foster´s (2016) study, which pointed to the fact that comfort is 

one of the most influence factors that lead to customer satisfaction and perceived store 

attractiveness. The fact that our result coincide with their result further reinforces the 

importance for retailers to aim at reaching customer on an emotional level in order to create 

customer value and achieve perceive store attractiveness. 

 

5.3 Theoretical Contribution 
The theoretical main findings in our study indicated that the educational experience 

component and the social interaction component (i.e. social value component) are two 

important aspects to consider when investigating and analyzing customer experiences in 

brick-and-mortar retailers. The theoretical contribution of this study is that it reinforces the 

importance of the social aspect of the customer experiences as pointed out by earlier studies 

(Bustamante & Rubio, 2017; Nsairi, 2012). Moreover, the results of this study further 

strengthen the importance of the educational component as it creates customer value and 

customer satisfaction as is also pointed out in a previous study conducted by Cachero-

Martinez and Vazquez-Casielles (2017). In summary, this study emphasizes the importance 
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of two other components of the customer experience, namely educational experiences and 

social interactions (i.e. social value), and not only focus just on the esthetic and sensory 

aspects which have usually been the main focus in earlier research.  

 

5.4 Practical Contribution  
The analysis of the findings of this research culminated in many insights regarding aspects 

that were perceived as generating positive and negative emotions, within brick-and-mortar 

fashion retailers. This knowledge is relevant for retailers to be aware of, in order for them 

to create a positive experience which leads to perceived customer value. Moreover, these 

insights can be used by retailers when creating improved customer in-store experiences, in 

order to create store attractiveness. Since the analysis indicated a strong link between 

positive experiences, perceived value and store attractiveness, implementation of positive 

in-store experiences will most likely lead to store attractiveness. 

 

In summary, the study showed that retailers should focus providing educational experiences 

in the form of inspiration and browsing opportunities since this was highly valued. The 

social interaction (i.e. social value) was also an important aspect that provides a lot of 

positive emotional values. Therefore, retailers should focus on facilitating social 

interactions as a part of the shopping activity. However, in relation to social interactions, 

crowding is considered as something that creates strong negative feelings. Moreover, 

sensory stimulation (i.e. esthetic experience & sensory appeal value) also plays a central 

role in the creation of positive customer experiences. The analysis showed that sensory 

stimulation is a strong source that can evoke both positive emotions while being applied 

accurately as well as negative emotions when being misused. In summary, in order for a 

brick-and- mortar fashion retailer to be considered attractive, it should offer an organized, 

spacious, clean environment with good lightning. It should also offer inspiration and 

facilitate social interactions.  
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5.5 Limitations  
A limitation with this thesis is that the research only included empirical data collection from 

Swedish respondents. By conducting a similar research with respondents with a different 

or mixed nationality, the findings would probably differ due to differences in cultural, 

behavioral and value aspects. Moreover, the research aimed for investigating the industry 

of brick-and-mortar fashion retailers, which excluded results from other industries. Finally, 

this research was conducted by collecting empirical data from six semi-structured 

interviews, which culminated in sufficient and useful empirical evidence. Even though, 

semi-structured interviews allowed us to gain a deep understanding of the respondents' 

psychological, deeper feelings, choosing an ethnographic research method maybe would 

have resulted in different findings and thenceforth a different conclusion. (Bell et al., 2019) 

5.6 Further research  
Based on the limitations presented above, conducting a research with respondents with 

different nationalities would be interesting and could maybe result in more differentiated 

insights on the topic. Additionally, it would be interesting to compare findings from similar 

researches conducted with different nationalities in order to analyse it further. Moreover, 

since this research examined brick-and-mortar fashion retailers, this excluded other 

merchandise retailers. It could therefore be interesting to conduct similar researches in 

different types of merchandise retailers or with service retailers, in order to investigate if 

the findings and results would differ dependent on the type of retailer. Finally, conducting 

ethnological research would be intriguing since it possibly could provide more detailed and 

personal empirical data collection. Furthermore, it would offer insight into the 

psychological individual behaviour and give understanding for the social phenomenon 

(Arnold & Reynolds, 2003), to a different degree than this research provides. 
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Appendix A – Interview guide  
Introduction 
Have you ever reflected on your experiences that you have had in fashion stores?  
This interview aims at gaining insight about your attitudes, feelings, opinions, thoughts and preferences 
in brick and mortar fashion retail stores. All of the questions are concerned with brick and mortar 
fashion retailers which includes stores that sell cloths and shoes. Feel free to give detailed descriptions, 
elaborate, express and give additional thought that come to your mind during the interview. 
Questions  Motive 

1. How old are you? 
2. What is your level of education? 
3. What do you work with? 
4. What is your marital status?  

Demographic questions  
To be able to make analytical comparisons 

between the respondents answers.  

5. What are your opinions about 
shopping? 

- Why do you shop? 
- What do you expect to get out of your 

shopping? 
 

Shopping motivation 
An easier opening question to identify the 

respondents shopping motivation, considering if 
they are mainly utilitarian or hedonically driven. 

6. How would you describe a good 
customer experience in a brick and 
mortar fashion retail store? 

- Could you retell your last good 
customer experience in a brick and 
mortar fashion retail store?  

- Why do you consider this specific 
experience a good one? 
 

7. What do you consider to be value 
creation aspects while shopping in a 
brick and mortar fashion retailer? 
 

Perceived Experiential Value 
Aims at obtaining insights about the preferences of 

value in brick-and-mortar fashion store 
experiences in relation the three types of perceived 

experiential value (i.e. emotional, social and 
sensory appealing value). 

8. Thinking back on the experience you 
just described, what feelings did 
experience at that moment?  

 
9. Generally speaking, what feelings do 

you usually experience while shopping? 
 

10. How does your feeling change while 
shopping?  
 

Emotional Value 
Investigating what feelings, the respondent’s 

experiences during shopping settings in brick and 
mortar fashion retailers. 

11. What does your shopping habits look 
like? 

- Do you usually shop by yourself or in 
company of others? 

- Is their opinion important to you? 
 

12. What is your opinion in general about 
store personnel?  

- Do you ask the store personnel for 
advice in your purchase decisions? 

 
13. What do you think about other 

customers in the store? 

 
Social Value 

Understand the respondents’ behaviour and 
preferences for social interaction in shopping 
settings. Analysing the employee-customer 

interaction, customer-customer interaction and 
habits of shopping company. 
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- To what extent do you interact with 
other consumer and/or personnel while 
shopping? 

 
14. What kind of fashion retailers do you 

prefer to shop in? Do you believe these 
stores are consistent with your self-
image? 

 
15. How would you describe the ultimate 

store atmosphere regarding 
design/layout, smell and sound?  

- Do you pay attention to the 
design/layout, lightning, music/ volume 
while shopping? 

 
16. Considering the stores you frequently 

visit, do they have similar design 
regarding design/layout, lightning, 
color, smell and music? 

 

Sensory Appealing Value & Aesthetic 
Experience 

Gaining insights of what sensory appealing factors 
the respondents consider to be value creating. 

Additionally, understand what esthetic factors they 
pay attention to. 

17. Thinking back again to your last good 
experience, do you think your learned 
anything from it? 
 

18. Do you believe that you can learn 
something from shopping? Please 
elaborate. 
 

19. Do you feel like as if you obtain new 
knowledge while shopping? 

- Do you actively search for new 
knowledge such browsing, trend 
spotting and/or new ideas and 
creativity? 

- Is gaining new knowledge from 
shopping important to you?  

 
20. Have you ever learned something new 

while shopping? In case ”yes” – what?   
 

Educational Experience 
Aiming at understanding the respondents believe 

about learning and if they do learn something 
during shopping. 

21. Do you consider shopping entertaining? 
Please elaborate.  

 
22. Do you like attending events in fashion 

retail settings? If “yes”, why do you do 
it and what do you like about it? 

 
23. Have you ever attended a fashion store 

without the purpose of buying 
anything? If “yes” – why? 

 

Entertainment Experience 
Investigate the respondents’ opinions about 

entertainment in shopping setting and whether 
they actively search entertainment as a part of the 

shopping activity. 

24. Have you ever experienced the feeling 
of losing perception of “time and place” 
while shopping? 
 

Escapist Experience 
Aiming at understanding the respondents’ active 

escapist experiences while shopping. 
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25. Have you ever pretended to be someone 
else while shopping? 
 

26. To what degree to you shop with the 
purpose of “getting away” from the 
every-day life for a moment?  

- Is this something frequently occurring 
for you? 

 
27. What do you think when fashion 

retailers’ events that entails active 
participation from you?  

- Have you ever been to such an event? If 
“yes” – what did you think about it? 

 
28. What do you think of these two 

different types of fashion retail stores? 
Please provide a detailed explanation. 
Talk about them individually and also 
in comparison to each other. 

- What do you think about their product 
display? (Attractive?) 

- Which one do you prefer to go shop in 
& why? 

Sensory Appeal Value  
Gaining general insights of the respondents’ 

thought and opinions between a couple totally 
different fashion store designs. The purpose of the 
comparison is to gain deeper about their opinions 
in an actual setting rather than just a theoretical or 

memorial based one. 

 
 
 
 
Image 1: 
 
 
 
 

 
 
 
 
Image 2:  
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