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Abstract
Purpose – The purpose of this study is to explore the customer shopping experience in the innovative
technology setting. Specifically, the purpose is to understand how do innovative technologies influence the
customer shopping experience?
Design/methodology/approach – This qualitative, explorative study has characteristics of a
phenomenological research strategy. The data were collected from four focus groups and ten in-depth
interviews with consumers. Abductive approach with an implementation of content analysis was used as a
method of analysis.
Findings – The results show that there are three critical factors in customer’s shopping experience in the
context of innovative technologies; (1) channel choice, (2) value dimensions related to convenience and
enjoyment, and (3) social interaction. All factors are highly intertwined and influence each other.
Originality/value – This study contributes to customer experience literature by offering a framework for
understanding customer shopping experiences in the innovative technology setting. These findings have
important implications for retail managers seeking to enhance customer experience and achieve a competitive
advantage by utilizing innovative technology.
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1. Introduction
Consumer shopping experiences are increasingly influenced by new technology (Grewal
et al., 2020; Hoyer et al., 2020; Willems et al., 2017). It is not surprising that a survey by
Periscope-McKinsey in 2017 discovered that 95 percent of retail CEOs consider personalizing
the customer experience a strategic priority for their companies (McKinsey, 2020).
The emerging technology in retailing will create new value to customers (Rangaswamy
et al., 2020) and to compete efficiently in the digital era, retailers need to be willing to adopt
innovations to integrate them into their operations (Pantano and Viassone, 2014). Making
sense of the role of technology in developing customer experience is challenging because not
all technologies are currently implemented in practice, and therefore, retailers do not know
how to provide value for their customers.
At the same time, more and more studies are delving into the area of innovative
technologies such as the internet of Things (IoT), virtual or augmented reality (VR/AR),
artificial intelligence (AI), the Blockchain, and drones, and how these technologies shape
retailing (Hoyer et al., 2020). Previous research has, for example, focused on AR in user
acceptance in the online environment and increasingly in mobile usage too (Dacko, 2017;
Kang, 2014; Poushneh and Vasquez-Parraga, 2017), the role of VR in virtual marketing
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communications and customer experience of different retail channels (Kim and Forsythe,
2008; Oh et al., 2008; Vrechopoulos et al., 2009), and blockchain research on payment systems
and security from the marketing and retailing perspective (Neyer and Geva, 2017; Frey et al.,
2016). The exponential growth of innovative technology strongly influences the customer
experience in the shopping context, and despite the growing interest in utilizing such
technology in retailing, it is not clear which particular innovation will have the most
important role in shopping and which underlying factors of these technologies will influence
the customer’s shopping experience.
In this paper, we focus on the customer experience in the retail setting where customer
experience is commonly defined as a multidimensional construct that “is holistic in nature
and involves the customer’s cognitive, affective, emotional, social and physical responses”
(Verhoef et al., 2009, p. 32). Since the technologies are only emerging and not yet in active use
in the retail context, exploring their role in customer’s future shopping experience becomes a
highly relevant topic. In particular, retailers should understand what their customers think of
the technologies, how they will use them for shopping purposes, and how to utilize them in
creating a superior customer experience. Thus, there is a call for research on what these
technologies mean to the customer’s shopping experience.
The purpose of this study is to explore the customer shopping experience in the innovative
technology setting. The research question is: How do innovative technologies influence the
customer shopping experience? To achieve the study’s purpose, we first reviewed the
customer experience literature in the retailing field and in relation to innovative technologies,
as well as extant studies on channel choice and customer value. Based on that exercise, we
formulated a theoretical framework that aids understanding customer experience in the
innovative technologies setting. Having presented that framework, we report on a qualitative
investigation involving focus group interviews with 17 participants and 10 in-depth
interviews to examine the phenomenon empirically. Finally, the results are presented and
discussed together with theoretical contributions, managerial implications, limitations of the
study, and indications for future research.
The study contributes to customer experience literature by offering a framework for
understanding customer’s shopping experience in the novel technological setting. It will aid
managers in realizing the opportunities and challenges related to the continuously changing
retail environment and in planning how to utilize innovative technologies to improve the
customer shopping experience.
2. Theoretical foundations
2.1 Customer experience in retailing
Customer experience has long been studied in marketing research, and researchers still have
mixed views on how to fully conceptualize it. The need for a deeper understanding of the
customer’s experiences emerged through the seminal article by Holbrook and Hirschman
(1982) who noted that experience plays an important role in consumer behavior (Edvardsson
et al., 2005; Car
u and Cova, 2003; Tynan and McKechnie, 2009).
The shopping experience is a term widely used in retailing research, and specifically
includes the customer experience in the action of shopping. Research around this topic has
focused on shopping in different channels (Dorman, 2013), the social aspect of shopping
(Borges et al., 2010), and the role of technologies in the purchase journey (Willems et al., 2017).
This study follows the phenomenological perspective on customer experience (see, e.g.
Helkkula et al., 2012) that focuses on how the individual subjectively experiences his/her
lifeworld and makes sense of this individual and social reality through a circular process
involving experiential transportation back and forth in time (see Helkkula and Kelleher, 2010;
Lipkin, 2016). This view on customer experience emphasizes the role of the customer as the

central actor involved in forming both actual and imaginary experiences, and also the social
and temporal aspects related to that role (Komulainen and Saraniemi, 2019). Experience is
thus subjectively socially constructed, in that the experiences and the accounts of other
people can affect the customer experience, and also situation-specific and contextual (Pine
and Gilmore, 1998; Edvardsson et al., 2005, Dube and Helkkula, 2015). In experiential
consumption, consumption involves more than mere purchasing because consumers are not
only consumers but act in a situational context by seeking a purposeful meaning (Car
u et al.,
2007). In addition, through circular sense-making, the customer moves in time across a broad
and non-linear timeline including the past, present, and future dimensions (Dube and
Helkkula, 2015). Experience must thus be examined via a broad perspective covering all
moments before, during and after the actual use of a service, as well as its imagined use
(Heinonen et al., 2010; Helkkula et al., 2012).
2.2 Innovative technologies and customer experience
The exponential growth of new innovative technologies in recent years also has a strong
influence on customer experience in the shopping context and many diverse innovative
technologies have attracted the attention of both academics and practitioners. The key points
of the rapidly growing research around innovative technologies in retailing are summarized
in Table 1. This research (see Table 1) has an impact on retailing but also consumer behavior
and marketing literature.
The literature review identified six key innovative technologies in retailing: augmented
reality (AR), virtual reality (VR), artificial intelligence (AI), the internet of Things (IoT), the
Blockchain and drones. These technologies have been predicted to play a significant role in
retailing in the near future and are anticipated to change the meaning of the customer
experience (Grewal et al., 2017). First, “AR is a technology that adds computer-generated
enhancements atop an existing reality” (ERC, 2016). Augmented reality studies focus mainly
on consumer behavior, especially user acceptance and shopping value in the online or more
increasingly in mobile usage (Poushneh and Vasquez-Parraga, 2017; Smink et al., 2019;
Watson et al., 2018). Barlow et al. state, “VR is the simulation of a real or imagined 3D
environment that can be experienced visually or interactively in full real-time motion” (2004,
p. 160), and VR research focuses on consumer satisfaction and usage motives, for example
(Pizzi et al., 2019; Vrechopoulos et al., 2009; Yang and Xiong, 2019). Artificial intelligence
emphasizes the creation of intelligent machines that work and react like humans, such as
those specialized in speech recognition, learning, and problem-solving. Research on AI
identifies the implications of AI-based technology, especially the role of voice assistants in
marketing and retailing as well as AI-powered automated stores (Guzman, 2018; Hsiao and
Chang, 2019; Pillai et al., 2020). The IoT is the network of physical devices embedded with
connected sensory devices that enables those objects to connect and exchange data. Studies
of the IoT explain the smart interactions between humans and machines in everyday life
(Balaji and Roy, 2017; Hoffman and Novak, 2018; Wu et al., 2017). The Blockchain is a
continuously growing list of records (blocks) that are linked and secured using cryptography,
and the recent related research in retailing focuses on payment systems and security from the
marketing and retailing perspective (Neyer and Geva, 2017; Frey et al., 2016). Finally, research
around drones focuses on different methods of air self-service delivery (Hwang et al., 2019;
Yoo et al., 2018). These innovative technologies are expected to change retailing not by
specifically creating an extraordinary experience but by adding value to the shopper’s
ordinary experience (Car
u and Cova, 2003).
2.3 Shopping channels
Innovative technologies have a direct influence on channels. As more and more customers
choose alternative channels for shopping, marketers must create multi-channel strategies
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Technology

Authors

Retail area

Service platform

Key findings

Augmented
reality

Poushneh and
Vasquez-Parraga
(2017)
Smink et al. (2019)

Apparel

E-shopping

Cosmetics

E-shopping

Watson et al.
(2018)

Cosmetics

Mobile app

Vrechopoulos
et al. (2009)

General

Website

Yang and Xiong
(2019)

Apparel

Virtual fitting
room

Pizzi et al. (2019)

Grocery chain

VR-integrated
store

AR shapes user experience, user
satisfaction, and willingness to
buy
AR enhances perceived
informativeness and enjoyment
of the shopping experience. AR
is perceived as intrusive, but
against expectations, this does
not lead to any negative effects
An experiential AR retail
application positively impacts
purchase intention. This effect
is mediated by a positive
affective response. Hedonic
shopping motivation moderates
the relationship between
augmentation and the positive
affective response
Consumers visit a virtual world
for entertainment and social
purposes, while product variety
and safety in transactions are
the most important store
selection criteria
VFR can have a sizable positive
effect on sales, it can be
counterproductive when used
improperly. VFR may not
increase sales if used in
combination with conventional
product visualizations because
self-discrepancy becomes
salient under this condition.
VFR significantly influences
post-sales outcomes, i.e., it
enhances customer satisfaction
and reduces product return rate
VR has a negative impact on
satisfaction that is moderated
by perceived assortment size,
and that VR elicits both
utilitarianism and hedonism,
which mediate the impact of the
channel on store satisfaction
differently but equally
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Virtual
reality

Table 1.
The customer
experience literature on
innovative
technologies in
retailing

(continued )

Technology

Authors

Retail area

Service platform

Key findings

Artificial
intelligence

Guzman (2018)

General

Mobile voice
assistants

Hsiao and Chang
(2019)

General

Digital voice
assistants (DVA)

Pillai et al. (2020)

Shopping
malls and
retail stores

AI-powered
automated store

Hoffman and
Novak (2018)

General

Smart objects

Balaji and Roy
(2017)

General

Retail technologies

Wu et al. (2017)

General

Smart objects

Users of mobile assistants
orient toward a technology,
instead of thinking they are
interacting with a human, but,
in contrast to existing research,
attend to different technologies
DVA is a tool that can improve
delivery persons’ work and
operational efficiency while that
industry’s operators expect
DVA to improve their ability to
serve customers before
operators adopt it
Consumers’ innovativeness and
optimism affect the perceived
ease of use and perceived
usefulness. Insecurity
negatively affects the perceived
usefulness of AI retail stores.
Perceived ease of use,
usefulness, and enjoyment,
customization, and interactivity
are significant predictors of the
shopping intention of
consumers in AI-powered
stores
Four specific consumer
experience assemblages:
enabling experiences,
comprising agentic selfextension and communal selfexpansion, and constraining
experiences, comprising agentic
self-restriction and communal
self-reduction
Ease of use, superior
functionality, aesthetic appeal,
and presence are key
determinants of value
co-creation for IoT retail
technology
A friend-like interaction style
produces more positive brand
warmth and enhances brand
competence and has a positive
effect on users’ brand
attachment

Internet of
Things

(continued )
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Technology

Authors

Retail area

Service platform

Key findings

Blockchain

Neyer and Geva
(2017)

Payment
mechanism

Cryptocurrency;
Bitcoin

Frey et al. (2016)

General

Beacon; Mobile
app

Yoo et al. (2018)

General

Air delivery
system

Hwang et al.
(2019)

Food

Air delivery
system

Blocktech is not superior to
existing payment mechanisms,
except in certain niche
circumstances. Major
breakthroughs will be required
before adoption becomes
widespread
Customers’ personal data are
protected by a blockchainbased storage network
The advantages of speed and
environmental friendliness,
complexity, performance and
privacy risk, affect drone
delivery adoption. Personal
innovativeness positively
affects adoption intention
MCI (motivated consumer
innovativeness) positively
affect attitude and behavioral
intentions. Attitude has a
positive influence on desire and
behavioral intentions
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Drones

Table 1.

(Schoenbachler and Gordon, 2002) whereby they link their brick-and-mortar store operations
with alternatives such as catalogs, call centers, e-commerce, and mobile applications.
According to the multi-channel view, the customer gets a diverse experience across channels
and acts as an integrator of information, while the omnichannel view extends this further and
focuses on bridging the gaps between different channels to provide a consistent and seamless
customer experience (H€anninen et al., 2018; Komulainen and Makkonen, 2018; Saghiri
et al., 2017).
Marketers also need a customer-centric focus in developing and designing channel
alternatives that are successful and effective because they emphasize customer needs
(Schoenbachler and Gordon, 2002). A study by Dorman (2013) deliberated research between
consumers’ direct online interactions and brick-and-mortar retail stores and established a
positive relationship between the two indicating that retail stores are attracting customers
with a help of online exposure. Frazer and Stiehler (2014) argued how retailers’ omnichannel
options can influence the shopping experience across the channels. However, these findings
only indicate that customers are willing to engage with channels that are offered in
omnichannel retailing. In this study, we will delve deeper and explore how different
innovative technologies influence customers’ channel choices (e.g. between online and offline)
and their shopping experience.
2.4 Customer’s value dimensions in shopping
The concepts of customer experience and customer value are profoundly intertwined because
customer perceived value influences cumulative customer experience and vice versa
(Helkkula and Kelleher, 2010). Customer value can be understood in terms of how value is
delivered through experience, as customers’ perceived value and experience are constantly
being assessed and modified by their individual and collective life-worlds, both consciously
and unconsciously (Helkkula and Kelleher, 2010). Since customer experience is commonly

perceived as subjective, personal, and internal (Helkkula et al., 2012), the customer’s personal
and individual living environment forms the environment for creating the value and
customer experience (Heinonen et al., 2013). Value is therefore built on the experience
extracted from the service (Frow and Payne, 2007; Helkkula and Kelleher, 2010).
Traditionally, value has been divided into two dimensions: utilitarian and hedonic value
(e.g. Addis and Holbrook, 2001; Batra and Ahtola, 1991). The utilitarian and hedonic values
are an important part of customer experience both in-store and online (e.g. Babin et al., 1994;
Holbrook and Hirschman, 1982; Lee and Wu, 2017). Customers use different retail channels at
each stage of the shopping journey to meet their utilitarian and hedonic needs to maximize
value (e.g. Balasubramanian et al., 2005). These two value dimensions account for why
consumers purchase goods and services and perform consumption behaviors (Batra and
Ahtola, 1991). These dimensions are not mutually exclusive as both can occur within the
same shopping experience (Bradley and Lafleur, 2016); so, for example, the convenience of
technology can increase customer’s playfulness or the willingness to explore (Ahn et al., 2007).
Consumers who are oriented toward utilitarian benefits are motivated by task-related
outcomes such as purchasing products in an efficient and timely manner (Babin et al., 1994).
According to Childers et al. (2001), convenience increases search efficiency, and the consumer
can choose when and where to shop. The majority of the retail technology offered in-store
comprises cost and timesaving technology, and therefore, retailers tend to focus on the
utilitarian benefits of technology (Willems et al., 2017). Hedonically oriented shoppers seek a
pleasurable experience and the resulting enjoyment (Hirschman and Holbrook, 1982).
Pantano and Naccarato (2010) discovered that consumers respond positively to the
introduction of new technology because of the enjoyable elements in the shopping process.
Research on the importance of an enjoyable experience has increased (B€ackstr€om and
Johansson, 2006) since the feeling of enjoyment can add value to the experience, especially to
the context of goods and services exhibited (Newsom et al., 2009).
Based on the above discussion, a theoretical framework of customer’s shopping
experience in the setting of innovative technologies is presented in Figure 1. We conclude that
customer experience is always subjective, social, contextual, temporal and holistic. Exploring
the customer shopping experience in the context of innovative technologies reveals it is
influenced by innovative forms of technology, and furthermore, both influences and is
influenced by the channel choice and the customer’s value perceptions, in this case
particularly by utilitarian and hedonic value dimensions. Below, we briefly present the
methodology of the study and then examine the phenomenon empirically with the help of
focus group discussions and in-depth personal interviews.
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3. Methodology
The impact innovative technologies have on customer shopping experiences is an emerging
phenomenon and accordingly, an explorative qualitative approach was adopted in this study.

Innovative
technologies

Channel
choice

Customer’s
Shopping
Experience

Shopping
value
dimensions

Figure 1.
A theoretical
framework of
customer’s shopping
experience in
innovative
technologies setting
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The advantage of using qualitative methods in exploratory research is that they enable the
handling of the research topic flexibly and inductively, which is integral to revealing an
emerging phenomenon (Mack et al., 2005). In addition, qualitative methods allow the
researchers to emphasize the qualities of the entities and holistically explore the relevant
phenomenon (Denzin and Lincoln, 2008; Gephart, 2004). This qualitative study has
characteristics of a phenomenological research strategy, where the views and experiences of
the people who participate in the phenomenon being studied are accepted as fact. In
phenomenological studies of experiences, an objective outcome cannot be analyzed on the
events and their progression, but as an understanding of a researcher, respondent, and reader
on the phenomenon (Helkkula et al., 2012). Therefore, the aim is to describe what was
experienced and how it was experienced (Teherani et al., 2015). When conducting qualitative
research, the goal is not to recruit a fixed number of participants but to gather information of
adequate depth to be able to describe the phenomenon being studied (Fossey et al., 2002).
The following sub-sections will provide evidence of data collection.
3.1 Data collection
Empirical data were collected using two different kinds of qualitative methods (focus groups
and interviews) to collect data that offer precise and comprehensive information. The focus
group method was used to reveal open-ended thoughts of participants, while a researcher
facilitated comprehensive discussion. The method encouraged interaction within groups to
generate rich and extensive data (Liamputtong, 2011). The interviews were conducted to
complement the focus group data with precise insights from the respondents. Integrating
focus group and individual interview data is beneficial for the purposes of data completeness
and/or confirmation (Adami, 2005; Halcomb and Andrew, 2005). Although many previous
studies have examined consumer shopping experiences using quantitative methods (see, e.g.
Pallant et al., 2020; Sands et al., 2016), this study answers the call for more comprehensive
qualitative empirical research. Using interviews and focus groups as data collection methods
enabled us to harvest various versatile viewpoints and a more comprehensive understanding
of customer shopping experiences in the innovative technology setting, than would gathering
survey data based on strictly predetermined concepts and models.
The focus groups and individual interviews started with an interactive session where
participants were first asked to think of a product they wanted to buy and discuss the process
of buying it. The participants were shown brief technology videos in the omni-channel
shopping context (Table 2), and a discussion was initiated after each video on the imagined
experience of using a certain technology. Two videos were shown of AR technology since
literature has demonstrated differences in the usage in-store and online environments
(e.g., Dacko, 2017). In the last part of the session, the participants were asked to discuss their
choice of product in the first session but to incorporate the newly received information on the
innovative technologies into the imagined shopping experience.
This study relies on interviewees’ subjective views of the phenomenon, which is common
for phenomenological studies, and accordingly, a sample size of approximately six to ten
participants was anticipated (Guest et al., 2006; Kuzel, 1999; Morse, 2000). The target group
for this study was selected by focusing on those consumers who shop frequently for multiple
different purposes, use both online and offline channels, and perceive themselves to be techsavvy. This led to the sample group involving young adults who are predominantly the
leaders in terms of profiling technologies into their experiences (Foroudi et al., 2018). To avoid
potential bias in the interviews, a multifaceted group of respondents was selected. A total of
17 participants in four focus groups and 10 in-depth interviews were used to collect the data.
The participants were recruited through various online portals, for example, an invitation via
social media in the form of a Facebook post.

Example
service

Purpose of the
technology
Furniture
decorating at
home; Clothing
shopping in-store

Technology

Description

Augmented
reality

. . . is a technology that
layers computergenerated enhancements
atop an existing reality to
make it more meaningful
through the ability to
interact with it

Amazon AR
view; ODG
smart glasses

Virtual
reality

. . . is an artificial,
computer-generated
simulation or recreation of
a real-life environment or
situation

Alibaba
Buyþ

VR powered
shopping
experience

Artificial
intelligence

. . . emphasizes the
creation of intelligent
machines that work and
react like humans. Some of
the activities include
speech recognition,
learning, planning, and
problem-solving
. . . is the network of
physical devices, vehicles,
and other items embedded
with electronics, software,
sensors, actuators, and
connectivity that enables
these objects to connect
and exchange data
. . . is a continuously
growing list of records,
called blocks, which are
linked and secured using
cryptography
An unmanned aerial
vehicle (UAV)

Amazon
Alexa

Voice shopping
for Prime-eligible
items

Microsoft

Microsoft’s
vision for digital
retail

Providing a personalized
shopping experience:
from checking items of
interest on one’s mobile
to trying the items that
are already waiting in
the changing room

IBM
Blockchain

How the
diamond
industry uses
Blockchain

The blockchain record
can ensure the safe
delivery of purchases

Amazon
Prime Air

Delivery method

Receiving orders and
purchases via drone

Internet of
Things

Blockchain

Drones

Shopping usage
Mobile application that
allows users to test
products in real-time;
Wearable technology
that can pick items
hanging on the rack and
showcase them on an
augmented mannequin
The glasses provide a
reality, where one can
enter a virtual mall, be
served by sales
assistants, and purchase
products that will be
delivered
Talking to a voice
assistant can provide
details of products, recall
previous purchases, and
order products linked to
one’s Amazon account

The focus group sessions were conducted in Canada in September 2018, included both
genders (53% females, 47% males) and young students or professionals aged between 18 and
30 because young consumers are the early adopters of innovative technologies (Pantano and
Gandini, 2017). The in-depth interviews were conducted in Finland from December 2019 to
January 2020, they also included both genders equally and young students or professionals
aged between 18 and 30. Both countries have advanced levels of retail technology where
consumers largely pay attention to new technology. Therefore, experiences of current
technology and retail trends harvested in these countries experiencing should be informative
for practitioners and researchers alike. The interviews were conducted face-to-face, then
recorded and transcribed. The interviews lasted between 40 and 54 minutes.
As a phenomenological research strategy describes what was experienced and how it was
experienced (Teherani et al., 2015), both in reality and in the imagination (Helkkula et al., 2012),
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the session encouraged the participants to describe their imaginary shopping experiences. The
participants were asked to imagine their shopping experience in a way that they have not seen
before in the context of innovative technologies, thus this topic could be integrated into a new
semantic context (Madison, 1988). Following semi-structured interview guidelines, the
interviewees were probed for further thoughts on certain topics, allowing the discussion to
flow into focused, conversational two-way communication.
Once the interviews started providing collectively similar outcomes, the data had reached
thematic saturation (Green and Thorogood, 2004). Conducting more interviews would not
necessarily have led to new insights and there would be no further emergent patterns in the
data (Gaskell, 2000). The data collection was stopped once the interviewees mentioned similar
themes multiple times, such as “value elements related to the customer experience.”
The themes were noticed after eight interviews, which is a similar outcome to that noted by
Guest et al. (2006) who discovered basic elements for their themes emerging as early as after
six interviews.
3.2 Data analysis
The abductive approach to research is the process of systematic combining that demands the
researcher moves between empirical reality, relevant literature, and theoretical framework
(Dubois and Gadde, 2002). The abductive approach was used to better understand the
phenomenon of customer shopping experiences “using the participants’ own words within
the context” (Ozuem et al., 2016, p. 6). It is the process of systematic combining that involves
various research activities and going back and forth between theory and empirical
observations to expand the understanding of both the theory and empirical phenomenon
(Dubois and Gadde, 2002). Such a method shows results that have linked topics that have not
previously been associated with one another (Reichertz, 2004). Data in this kind of research
are sufficiently detailed and rich, which is useful to explore the phenomenon to identify
themes that are located in a conceptual framework.
The data were analyzed by one researcher, who was also responsible for the data
collection. To improve the reliability of the findings, a second researcher reviewed the
interpretations made by the first. The researchers reanalyzed the data together if the
interpretations conflicted to obtain a consensus. Content analysis was implemented to
identify the common themes. These themes were identified by summarizing the data and
applying codes (Carney, 1990). In qualitative research, coding is both defining what the
analyzed data is about, and identifying a passage in the text, searching and identifying
concepts, and finding relations between them (Gibbs, 2007). The results of this study reflected
the imagined experiences of the participants who believed innovative technologies would
affect their shopping experiences. Having such an approach is evident since these forms of
technology are only emergent and are mostly not yet in general use in retailing. However, the
actual experiences based on other technologies participants have used, and their previous
shopping experiences, supported these imaginary experiences, thus providing plausible and
interesting findings related to the topic.
4. Results
Below we elaborate on the three themes that emerged from the data: shopping channels using
innovative technology, the value dimensions of convenience and entertainment in relation to
customer experience, and social interaction between people and technology.
4.1 Shopping channels using innovative technology
All participants preferred the retail channel that they already used for shopping, either online
or in-store. The participants envisioned using the innovative technologies more with their

mobile phones, which is in line with the increasing use of mobile channels for shopping
acknowledged in previous research (Guzman, 2018; Watson et al., 2018). The data analysis
revealed the online channel was considered more convenient, but in-store shopping was seen
as more trustworthy. However, the participants said they would use both channels for
buying, as both had their advantages. This finding is aligned with the previous research
where customers like to use both channels for buying to maximize their utilitarian and
hedonic value needs (e.g. Balasubramanian et al., 2005). The following excerpt on the use of
augmented reality highlights how the innovative technologies can be used to implement both
channel experiences at the same time:
It (AR) is kind of like in-store and online connecting because if you do not want to go outside you just
take it like. . . it’s actually an in-store vibe, it’s kind of the same thing. (Participant 1, focus group A)

Our findings show that each form of technology has unique features that may be successful in
a certain channel, which is a critical part of the experience. Some of the technologies were
considered successful in only one channel, for example, VR was fun and entertaining in-store
technology whereas the Blockchain and drones were seen as useful in buying everyday items
using online channels. Past research shows that consumers endorse the use of new
technologies in-store (Pantano, 2009) for immediate possession, and online shopping is
influenced by variety-seeking behavior (Rohm and Swaminathan, 2004). The AI, IoT, and AR
forms of technology sat somewhat between the two channels, each technology fitting both
online and offline channels. In addition, our results are in line with the study of Wolny and
Charoensuksai (2014) that found that consumers take numerous routes to purchase a product
owing to an increasing number of technologies and channels:
I think I would look for products online for a certain need, and if I cannot find what I am looking for,
I would go to an actual store and try out the product there. (Interviewee 1)

In terms of channels, innovative technologies appear to play a different role online and
in-store, as well as in multi-channel contexts. The diversity of different channels and
combinations of them preferred by customers requires that retailers adopt a holistic strategy
on the use of innovative technology through channels.
4.2 Value dimensions of convenience and entertainment for customer experience
The data analysis revealed convenience and entertainment to be the most essential utilitarian
and hedonic values in customer experience. The Blockchain and drones were considered to
provide convenient value, VR provided entertainment, and IoT, AI and AR considered to
provide both values. The theme of convenience was related to accomplishing shopping tasks
in a timely manner, anywhere and anytime. The shopping process could involve less effort
using the various technologies because they provide quick solutions to the participants’
problems. For example, a store with IoT sensors could provide convenience because it could
limit the consumer’s shopping workload by providing the store assistants information to help
them understand the consumer’s wishes and choices. In the case of AI, where shopping is
easily completed with the voice assistant, the process of buying could be convenient for the
customer as the following quotation reveals:
Shopping is very easy, and I was also thinking that it would be good to have certain collaborations
between companies, for example, I could order food faster from the grocery store by just saying aloud
“I need this and this” and then I could receive the products. (Interviewee 9)

The entertainment theme included enjoying using the technology, and the goal was not just to
purchase but also to enjoy the shopping journey. Entertainment is related to hedonic value in
shopping: hedonically oriented buyers seek a pleasurable experience and the enjoyment
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resulting from the fun (Hirschman and Holbrook, 1982). Our data show shopping was seen as
an adventure, for example, VR glasses could provide a unique way of buying. This
strengthens the theory that innovative technologies affect consumers’ shopping behavior
because consumers respond positively to the introduction of the forms of technology
mentioned owing to the elements of enjoyment they contribute to the shopping process
(Pantano and Naccarato, 2010).

672

Yeah, it looks fun. If I had that [VR service], I would definitely try to buy something. (Participant 2,
focus group A)

However, while there was a clear distinction between convenient and entertaining
experiences, the participants did not place as much emphasis on entertainment as they did
on convenience. Past research confirms that retailers tend to focus on the utilitarian benefits
of technologies because the majority of the retail technology offered in-store is there to offer
cost and timesaving benefits (Willems et al., 2017). As an example of the importance of
convenience, participants presumed that drones could be very useful and convenient for
shopping:
I think the Amazon Air is kind of cool because now all of a sudden you can buy something online and
then get it in two hours. You do not have to wait a week or two weeks. (Participant 2, focus group D)

Additionally, the data revealed that the two value dimensions were not mutually exclusive for
participants, as both could occur within the same shopping experience. This finding is in line
with that in the study of Bradley and Lafleur (2016) suggesting that hedonic and utilitarian
value may be present in the overall offline retail service experience. This research strengthens
the previous theory by adding the innovative technology setting to the research as
participants described, for example, revealing how an AR mobile app is simultaneously
convenient for re-planning purchases and also fun to play around with. Even though
convenience was emphasized in the participants’ shopping experience, enjoyment was also
present:
I had to buy a suit for my presentation, so I bought everything in one hour. I bought shoes and a suit
and then I really enjoyed it! I do not like spending a lot of time, just go there and see the stuff.
(Participant 3, focus group D)

4.3 Social interaction with humans and technology
As the third critical factor, the data revealed that social aspects play a highly important role in
the shopping experience. The shopping experience is heavily affected by the consumer’s
social context that manifests in the opinions and experiences of other people. In addition, the
social aspect was very closely linked to the participants’ channel preference. This is probably
because shopping is considered a social experience where a companion can influence a
purchase decision, reduce stress levels, and make shopping more enjoyable (Borges et al.,
2010). During online shopping, there is less human interaction than during an in-store
experience and consequently, some participants preferred in-store shopping.
I prefer in-store because the staff can help me. When I go to a store, I have not made up my mind what
I am going to buy before I am there. (Interviewee 7)

For some participants, however, the shopping experience is a very personal thing and they do
not want any social communication or disruption when they are shopping. Therefore, online
shopping is preferable for them, as the quotation below demonstrates:
I do not want to communicate with, um, people in the store. I do not know why but I feel a little bit
more satisfied by doing online shopping. (Participant 1, focus group A)

In some cases, the social interaction was viewed as being with the technology itself (e.g. a
robot) rather than with a person. AR, VR and AI technologies were linked to interactions with
humans whereas the interactions with IoT, the Blockchain and drones were considered to
happen with the technology (in this case a service or robot). The innovative technologies were
found to be enjoyable, especially in the case of AI (such as voice assistant Alexa), but they
were not considered to be useful with purchase decisions as they were still considered too
novel in a shopping context.
It’s weird to be talking [to AI technology], it’s awkward for me. I am a visual person so I need to see
what I buy; you know I just cannot buy it through robots. (Participant 3, focus group A)

The aspects related to social interaction, therefore, bring out the dilemma between people and
technology. For example, does the technology diminish social interaction with real people?
and does the technology provide interaction with people or is it purely a purely technologyinteraction? Some of the participants said they enjoyed using technologies and some have a
negative view of using it. Regardless, they still long for some level of social interaction, which
is common in shopping (see, e.g. Arnold and Reynolds, 2003). Participants thought the
technologies added novelty to the shopping experience so they had difficulty in familiarizing
themselves with interacting solely with the technology. This could be why opportunities to
socialize were highlighted by the participants. This contradiction creates challenges for the
retailers in adopting and using innovative technology.
5. Discussion and conclusions
This study aimed to explore and understand customers’ shopping experience with innovative
technologies. Specifically, the purpose was to understand how do innovative technologies
influence the customer shopping experience. The data were collected qualitatively through
interviewing young adults who considered themselves tech-savvy shoppers. This study
focused on six key technologies: augmented reality, virtual reality, artificial intelligence, the
internet of Things, the Blockchain, and drones. The data gathered reveal three critical factors
in a customer’s shopping experience in the context of these technologies; (1) channel choice,
(2) value dimensions related to convenience and enjoyment, and (3) social interaction. All
factors are highly intertwined and influence each other and are presented in the empirically
grounded framework (Figure 2). The framework in the figure also reveals how the use of the
innovative technologies varies in different channels, what kind of value the technologies
provide, and what kind of social interaction takes place when using different technology. The
key findings and their implications for theory and practice are discussed and
summarized below.
First, the shopping experience with innovative technology varies according to the channel
choice. Customers want a smooth omnichannel experience in both online and offline
environments. This is similar to customers’ shopping behavior in general; the majority use
both online and in-store channels either separately or in combination, while shopping
(see also Balasubramanian et al., 2005). However, some technologies seem better suited to the
online channels and some to in-store shopping, and thus it can be hard to provide a suitable
shopping experience because of the customer’s expectations and channel preferences.
Therefore, it is important to recognize which forms of technology work best in which
environment and how their specific characteristics could be best utilized in each channel to
provide an improved customer experience.
Second, the two value dimensions of convenience and entertainment were found to be
critically important aspects of the customer experience. These value dimensions stem from
the utilitarian and hedonic shopping value research (Batra and Ahtola, 1991; Lee and Wu,
2017) but in the context of our study, convenience and entertainment seem to be more apt.
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Figure 2.
Empirically grounded
framework of critical
factors in customer
shopping experiences
as they relate to
innovative
technologies

The findings showed that in accordance with previous research, that these two dimensions
can occur in the same shopping experience and that all the technologies examined can
provide both convenient and entertaining experiences (e.g. Bradley and Lafleur, 2016). Still,
some examples of technology seem to provide a more convenient experience (e.g. the
Blockchain and drones) and some more enjoyment (e.g. VR). However, in our respondents
emphasized the importance of convenience. This finding slightly conflicts with past research
suggesting that increased enjoyment while shopping can add more value to the experience
(B€ackstr€om and Johansson, 2006) and influence subsequent buying behavior (Pantano and
Naccarato, 2010). It can be assumed that this emphasis was probably because the
technologies in question provided more task-related outcomes rather than entertainment.
This result means that the innovative technologies could make the customer shopping
experience less rewarding, especially, if they proved incapable of providing the shopping
value the customer desires.
Third, social interaction including interactions between humans and technology emerged
in the empirical study as a very important factor. The effect is closely related to the channel
through which the shopping is done (i.e. online shopping has less human interaction
compared to the in-store form) and whether the technology provides interaction with humans
or whether the available interaction is purely provided by the technology. Our data provided
rather controversial perspectives on social interaction. Some customers need social
interaction with people even though they find it easy and convenient to use technology

during shopping. In contrast, for some customers shopping is a very personal experience, and
such people might find social interaction is disturbing and might thus prefer online shopping
and using forms of technology without human contact. However, while the study showed that
technology-provided interaction was enjoyable, which has been determined by past research
(Pantano and Naccarato, 2010), it did not result in a positive shopping experience. The key
question is thus: how might social interaction be transformed from human-centered to
technology-provided in a manner that could replace actual human contact but at the same
time fulfill customer needs for social interaction? We suggest that social interaction and all
the contradictions related to it are one of the most important aspects to be considered when
developing innovative technologies for successful commercial use and an improved customer
experience.
Overall, our study contributes to the research on customer experience by offering an
empirically grounded framework to help understand customer shopping experiences in a
new kind of technological setting (Figure 2). The results show how customers could use
innovative technologies when shopping and provides new knowledge on customer
experience in the future when the innovative technologies featured will inevitably be
intertwined with the shopping experience.
For retail managers, this study shows how they can plan to sell their products and services
by using the most suitable innovative technology to serve their customers. The imagined
experiences of using novel technologies pave the way to new point-of-sale and innovation
opportunities in channel management. Retail managers could entice customers to their
shopping space by creating an immersive experiential environment, which in turn could
increase brand awareness and customer loyalty. However, the scenarios examined using
such innovative technologies during the data collection were imaginary, and the technologies
examined are not yet widely available in retailing. Technology that has the support of
retailers and early-adopter consumers could encourage curiosity among a broader set of
shoppers that leads the latter group to experiment with those technologies. The more
experience consumers have with shopping using innovative technologies, the greater will be
the opportunity for retailers to create a competitive advantage.
Finally, although this study has meaningful implications for both theory and practice,
some limitations could help formulate important questions for further research. Data were
collected by showing videos to participants and one or two videos presenting each form of
technology cannot capture the entire capability of that technology. For example, in this study,
the video showcasing AI technology focused on voice assistance in shopping. Furthermore,
the study only included young adults aged between 18 and 30 who shop and use technology
differently than other age groups. By researching other age groups, there might be new
insights on the consumer experience with innovative technology. Additionally, the study did
not include the analysis of how and where the technologies were used similarly or differently
in online as opposed to in-store channels. Research on this could provide feasibility
information to retailers who rely on omnichannel or single-channel retailing. Finally, future
research should focus on employing quantitative means to understand whether a consumer’s
shopping experience can be simultaneously convenient and entertaining to enable the results
of the current study to be generalized to a larger sample population.
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