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Customer experience as a concept is difficult to define. Customer experience has been 

investigated over twenty years, but still there is not a common conceptualization of the 

subject. There is a unite understanding of the multidimensionality of experience, but there is 

no definition of the dimensions. The purpose of this study is to define the dimensions of 

customer experience. Another purpose of this study is to measure the customer experience of 

Finnish ice cream bar chain. Customer Experience Index (CEI) is used as a tool for measuring 

the experience. CEI is developed by Kim, Cha, Knutson and Beck (2011) and this study 

response to the request of testing the tool in a specific area of business. The context of the 

study is an ice cream bar chain, which refers to café and fast food or to restaurant industry. 

 

This study is a quantitative study and as an analyzing method is factor analysis. Programs 

used are Excel, SPSS Statistics and SPSS Amos. Data collection is accomplished with paper 

questionnaire via 30 ice cream bars in Finland. The data was analyzed with principal 

component analysis and model fit was tested using confirmatory factor analysis.  

 

The main results of this study are that through defining seven dimensions (environment, 

benefit, convenience, accessibility, utility, incentive and trust) the customer experience is well 

expressed and the dimensions have contribution to other studies of experience. The results 

reinforce the usefulness of Customer Experience Index as a tool for measuring the experience, 

but they did not favor the theory of common measurement tool for all industries. Rather that 

the CEI can be used as a framework and the tool need to be modified for diverse industries 

separately. This study also improved understanding of customer experience in this specific 

industry. 

 

The conceptualization of dimensions can be used as a framework in future researches. When 

new information emerges it can be implemented to this knowledge and no totally new 

characterization need to be conveyed. Managers can use the results to gain better 

understanding on customer experience and when developing strategies for marketing. The 

results are limited to this context and to this industry.  
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1 INTRODUCTION 

1.1 Background of the topic 

It is said “when the consumer buys an experience he or she pays to spend time 

enjoying a series of memorable events that a business stages to engage him or her in 

a personal way” (Kim, Cha, Knutson & Beck 2011). There has been seen a shift 

from unorganized to organized retail in recent decades. A new format stores are pre-

engineered retail outlets with well-designed processes, displays, ambience, layouts 

and technology. This kind of stores seems to attract customers by satisfying both 

hedonic and utilitarian needs of consumer. (Jain & Bagdare 2009.) Customer 

behavior has been introduced to have experimental dimension thirty years ago and 

ever since it has been widely investigated issue (Tynan & McKechnie 2009). 

Although, there has not been a unite understanding on what those dimensions are and 

how the experience can be measured. The concept of customer experience is abstract 

and difficult to define. 

The goal of consumption is not only to satisfy the needs anymore. Contemporarily 

the consumption has, hedonic, enjoyable and emotional aspects in addition to 

utilitarian, rational and functional aspects (Chakravorti 2011). The customers’ 

expectations are viewed as desires of consumer e.g. what they feel the provider 

should offer rather than what the provider would offer. The customers perceived 

quality is related to satisfaction and attitude and is formed from expectations and 

performance. The attitude is a global judgment related to the service and is enduring 

while the satisfaction is related to a specific transaction. (Parasuraman, Zeithaml & 

Berry 1988.) However, current customer satisfaction affects future expectations and 

for example, critical incidents may lead to satisfaction-updating process (Verhoef, 

Lemon, Parasuraman, Roggeveen, Tsiros & Schlesinger 2009). Customers seek for 

new experiences and have become more critical in relation to quality of service and 

the whole experience. The expectations are now easier to form through sharing 

information in social media and these expectations affects to the customer 

satisfaction on the experience.  
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The customer experience is defined as being holistic and multidimensional concept 

by many researchers (e.g. Parasuraman et al. 1988, Payne, Storbacka & Frow 2008, 

Grawal, Levy & Kumar 2009, Verhoef et al. 2009). The formation of the experience 

is dependent on the customers’ emotions, affects, goals, life situation, culture, 

atmospherics, service quality, environment etc. (Tynan & McKechnie 2009, Verhoef 

et al. 2009). The current understanding today is that improving customer experience 

is expected to grow company’s profits and effectiveness and to give competitive 

advance over the other service providers. This is why many companies recently have 

invested a lot of money and other resources to improve perceived customer 

experience.  

In this thesis is identified and measured the dimensions of customer experience that 

can be found specifically in a restaurant context. As a case study is a survey on 

customer experience among customers of a Finnish ice cream bar chain. The 

customer experience as a phenomenon is interesting because of its individual nature 

and obscure definition. The unclear essence of experience yells for clearing the 

dimensions of experience. Although the dimensions are named differently in 

different contexts (e.g. restaurant or traveling contexts) and for different researches 

(e.g. Walter, Edvardsson and Öström 2010 or Kauppinen-Räisänen & Gummerus 

2013), the contents of experience are quite similar. 

1.2 Research objectives and research questions 

It is commonly said that you cannot manage what you cannot measure. In this 

research a Customer Experience Index (CEI) is tested. It is a measuring tool for the 

customer experience, created by Kim et al. (2011). It is tested in this specific context 

of Finnish ice cream bar, so that companies could manage the customer experience 

more efficiently in the future. CEI has been developed for companies to measure the 

customer experience, but Kim et al. (2011) have suggested that it should be tested 

and further developed in specific sectors of industries. Here is responded to this 

request by conducting this thesis. An object is to give both, theoretical and 

managerial contribution, to this particular discussion of experience. The demand of 

finding the dimensions of customer experience, clearing the contents of each 

dimension and finding a useful tool to measure those is vast. The chain can be 
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considered as belonging to the café and fast food industry, according to 

Taloustutkimus Oy (2011 & 2013) or to the restaurant industry, as it provides also 

high involvement service like restaurants. 

The customer experience has been investigated from the management point of view 

and from the customers’ point of view but there has been little research on how those 

viewpoints differs from or agrees with each other in the same company. One research 

has though been accomplished: while 80 % of companies found their product/service 

as a superior experience, only 8 % of their customer found it as a superior (Meyer & 

Schwager 2007). This shows the knowledge gap between a company and its 

customers and difficulties in implementing the knowledge to work (Chakravorti 

2011). Moreover managers tend to overrate and customers tend to underrate the 

value delivered to customer and thus inducing a gap between the counterparts in 

estimating the overall customer experience (Nasution & Mavondo 2008). This is the 

reason the same company is investigated in two different theses, to compare the 

results and to find out if the management is in the same line with its customers when 

it comes to question of customer experience and give contribution to this discussion 

of customer experience also. 

Hence, the purpose of this research is to identify and unlock the contents and 

dimensions of customer experience and additionally, to test if customer experience 

index is a valid tool for measuring the experience in the context of Finnish ice cream 

bar. Consequently, the research questions are: 

What are the dimensions of customer experience? 

How can the dimensions be measured in the context of Finnish ice cream bar? 
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1.3 The key concepts 

As a definition of customer experience in this study, is used a combination of 

definitions found in recent literature of the subject, (e.g. Verhoef et al. 2009 and 

Bagdare & Jain 2013). 

Customer experience is a holistic and multidimensional concept, which is individual 

in nature but can be measured because even if the subjective response differs 

between judges, usually the customers use the same criteria in evaluation. Experience 

is an individual response to the lived event. 

The definitions of dimensions of experience used as a frame in this study are 

modified from Knutson et al. (2006) and Kim et al. (2011): 

Environment. Includes physical surroundings and sensory simulations. It is the place 

where interaction takes place. 

Benefits. Described as the advantage for the customer such as the consistency of 

delivery or customization for the consumer. 

Convenience. Signified by the time and energy resources the customer must pay. 

Here, it also means that the service offering must be easy to use. 

Accessibility. Relates to the cost and availability of the service at the moment the 

customer wishes to purchase. It also includes distribution channels and speed, 

timeliness and location of delivery. 

Utility. Incorporates the practical and functional nature of the experience. The service 

must fit to the purpose it was designed. It also includes service performance, 

capabilities and esthetics. 

Incentive. Covers both monetary and non-monetary incentives as inducements for 

customer to buy. 
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Trust. Dimension, which establishes over time. This dimension should not to be 

confused with brand trust. Trust is a basic level of human interaction in providing 

that service. 

1.4 Research methodology 

A research design in this thesis is descriptive research, describing what are the 

dimensions of customer experience. Existing theories and concepts are used as a 

source of ideas. The idea is to move from general to the particular. Where the 

observations are new or different or are not adequately summarized by existing 

concepts and theories the existing ideas may need adaptation or modification. Thus 

the idea is to let the concepts and ideas emerge from observations (de Vaus 1991, 13 

– 22). This thesis is concentrated on investigating the perceived customer experience 

through defining the dimensions of experience and analyzing the data collected from 

a survey among customers of the ice cream bar chain in Finland. As a tool for data 

collection Kim et al. (2011) Customer Experience Index (CEI) is used. The factor 

analysis is used to identify the underlying dimensions on collected data of customer 

experience and to test the developed Customer Experience Index in this specific 

context. 

The empirical data of this thesis was collected in 2013 from June to September. The 

survey was send to 30 ice cream bars in Finland. The objective was to get about 300 

answers, which means that 10 answers from each restaurant were expected to return. 

All together 213 forms were sent back of which 174 were filled at least at 90% rate. 

The answers used in analysis were returned from 9 different restaurants locating 

around Finland, from Tornio to Helsinki and from Joensuu to Kokkola. The average 

number of answers from one restaurant was 19. Also previous material and results 

from bachelor’s thesis (Kenttämaa 2013) are used as a secondary data. 

1.5 Structure of the research 

The report starts with an introduction to the topic and continues with defining the 

research gap, research questions and objectives of this thesis. In the first chapter also 

the key concepts are defined and a short methodology part is included. In the second 
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chapter a literature review of this subject is conveyed, dimensions of customer 

experience are unlocked and a theoretical framework for the case study is defined. In 

the third chapter the methodological choices of the study are introduced, the research 

process and the data collection are described. The empirical study introduction and 

analysis of the collected data is following the methodology part in chapter four. In 

the last chapter are the conclusions of this thesis. First there is a discussion of results. 

Then theoretical contribution and managerial implications are reflected. Finally, 

validity, reliability and limitations of this study are analyzed and suggestions for the 

future research are given. 
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2 CONCEPTUALIZING THE CUSTOMER EXPERIENCE AND ITS 

DIMENSIONS 

2.1 Value sources and outcomes of experience 

Pine and Gilmore (1998) propose four realms of experience; entertainment, 

educational, esthetic and escapist. They suggest that the richest experiences 

encompass all four realms.  Recently Iyanna, Carmela and Amrul (2012) determine 

the variation in value dimensions according to the realm of experience. That supports 

the notion they made of value being individual to customers who are viewing the 

same experience from personal viewpoint. The value is now in the experience and 

thus, there is a need to understand the experience from the perspective of the 

consumer. The most dominant value dimensions are functional/instrumental and 

experiential/hedonic. This is in line with previous research of Tynan and McKechnie 

(2009) where it is stated that the customers’ value sources in experience are 

sensorial, emotional, functional, relational, social, informational, novelty and 

utopian. 

Also Bagdare and Jain (2013) study provides viewpoints of the delivered experience 

as perceived by the customers. They point that shopping has been mentioned as a 

leisure activity that results to enjoyment, pleasure and customer delight. Joy is 

mentioned to be a consequence of shopping which creates fun and pleasure to 

customer. The companies should create pleasurable experiences to create superior 

experiences. 

Drawing from this the customer experience has been identified as an abstract concept 

and dimensions are identified through the value they give to the customer. The value 

of service has mainly been approached from the company’s service processes 

involving the customer to it. However the customers’ value formation is multi-

contextual involving the company to the value formation process. This has lead to 

customer dominant value formation research where the focus is shifted from 

company-to-customer to customer involving the company. The value there is seen as 

embedded and formed in the customers’ visible and invisible life situations. The 

value is no longer seen as embedded in products, even if the product is created with 
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the customer. (Heinonen, Strandvik & Voima 2013.) Grönroos (2008) defines the 

service logics and the roles as companies are value facilitators and co-creators and 

customers are value creators when the consumption happens. So, the company 

enables the consumption to happen, and the customer creates the value suitable for 

him/her self. The value might not even be related to company’s activities (Heinonen 

et al 2013). This customer-dominant approach gives the company a new perspective 

to understand the customer better. However the challenge in this context is the wide 

customer base that restaurants usually have. There is not an average customer but 

huge amount of customers in different life situations. 

The characteristics described above are immeasurable and discussed from the 

viewpoint of the value what the experience gives to the customer or from what are 

the outcomes of experience. Even if they are not measurable they still are important 

for understanding the experience. 

2.2 The characteristics of customer experience 

The customer experience is a business strategy of which goals are to satisfy both, the 

company and the customer resulting to win-win situation. Retailers have noticed that 

their profits and success are often depending on the little things that matter e.g. easy 

interactions with customer, consistency of messages, channels of purchase and shop 

semblance. Furthermore listening to the customer needs and feedback is important. 

(Grewal et al. 2009.) The customer satisfaction is regarded as primary determining 

factor for customer to revisit the store and buying decisions are influenced by the 

total perceived experience of the consumption (Jain & Bagdare 2009).  

The elements of experiential marketing differ from traditional marketing. The 

traditional marketing consider customer as a rational decision makers while 

experiential marketing view they also as emotional individuals. Experiential 

marketing methods are wide-ranging, while traditionally those have been more 

analytical and verbal. Experiential consumption is a holistic experience that will lead 

to customer experience instead of evaluation of features or benefits of the product 

consumed. (Schmitt 1999.) 
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Helkkula (2011) classifies experiences based on the processes or on the outcome. As 

a process-based characterization the experience is concentrated on the physical 

elements that are utilized at the moment of actual experience. An outcome-based 

characterization of experience includes several variables or characteristics, which 

conjoins together eventually forming the experience. Furthermore, Helkkula (2011) 

says, “The focus is not on an individual person, but on the aggregated service 

experience of multiple respondents.” Likewise Jain and Bagdare (2009) consider 

customer experience as an interactive phenomenon, however they claim the results 

being a state of pleasure or displeasure of an individual. 

When putting the experience into the business context the company has several 

choices on how to bring the experience to the customer. The company can create the 

product to express the experience or enhance the service so that it can be regarded as 

being an experience or the experience can be created as an entity itself. (Knutson et 

al. 2006.) Roberts and Alpert (2010) claim that when designing an experience the 

key focus should be on the total package. The experience should align all the 

resources and activities of the company as a unified plan. The whole is greater than 

the sum of its parts. The experience requires a participation of a customer and 

experiences are individual in nature. These characteristics define the experience and 

its measurability. Three reasons the experience economy has developed are 1) new 

technology that enables innovative experience creating, 2) more demanding 

customers, and 3) intense competition. Everyday practices are changing into more 

experiential as for example; instead of filter coffee customers seek for festive types 

of coffee. The companies have therefore detected a need to create more value to the 

customers in the form of experiences. (Knutson et al. 2006.) 

Each consumer has independent goals and they shop for different reasons. 

Regardless of the goals every customer establishes an experience. The same 

environment may produce different outcomes depending on the customers’ goals. 

(Puccinelli, Goodstein, Grewal, Price, Raghubir & Stewart 2009.) The outcomes of 

customer experience strategies are different and the experiences are different among 

customers, not even to mention different every time for the same customer. Likewise 

attitude of a customer is not predicted to be stable over time and as a result of 
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recalling the experience the attitude is “weighted towards selected elements of the 

overall experience” (Palmer 2010). 

Palmer (2010) also points that the problem is that nobody actually seems to know 

what the customer experience is. A customer experience is specific to time and 

location in the context of a specific event. So how it could be measured or even 

managed? Although he agree that customer experience management is probably here 

to stay, but nevertheless he poses that management of experience might be difficult 

to perform in practice. He points that even the word “experience” is paradox since as 

a verb it describes a process of learning and as a noun it emphasizes novelty and the 

lack of predictability. 

2.3 The definitions of customer experience 

The researchers have defined the customer experience in several ways. Below is a 

brief review of the definitions used in a recent research of customer experience. 

Meyer and Schwager (2007) define the experience as the internal and subjective 

response that customer have in every direct or indirect contact with a company. That 

includes every touch point where customer engages with the company, for example 

the service process, the organization, the facilities, and interaction with employees 

and with other customers. The goal is to provide a positive experience to the 

customer, to fulfill the needs of the customer. The customer experience data is 

collected at touch points. What is a touch point changes over the customer´s life. The 

touch points are different to a young family and to a senior client (e.g. time is limited 

to younger ones). The customer responses to these contacts individually e.g. 

emotional, rational, cognitive or behavioral way. These experiences leave a sign in 

customers’ memory or create learning. At each touch point the gap between 

expectations and experience spells the difference between customer delight and 

something less. Quite similar definition is Walter et al. (2010) who also define the 

experience as a customer´s direct and indirect experience with the firm and its 

representatives, facilities and processes and other customers. Lemke, Clark and 

Wilson (2011) similarly define the experience as a customer’s individual response 

with the firm. It includes interaction and consumption encounters with the firm but is 
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not limited to those. However, Bagdare and Jain (2013) define experience through 

physically lived event in a retail store, which induces a response.  

One holistic definition of experience is that it includes all of what is involved to the 

experience. Including the timeline from noticing the need to the after-purchase 

activities and everything that happens in between those, and may also encompass 

several retail channels. (Verhoef et al. 2009.) They have introduced a holistic model 

of customer experience that is formed from social environment, service interface, 

retail atmosphere, assortment, price, experiences in alternative channels, retail brand 

and previous experiences. In addition to this the situation moderators and consumer 

moderators influence to the perceived customer experience. An example of those 

moderators is a type of store, culture, location, goals, consumer attitudes and socio-

demographics of the customer. They define the experience as “holistic in nature and 

involves the customer´s cognitive, emotional, affective, social and physical responses 

to the retailer” (Verhoef et al. 2009).  

The definitions are summarized to the table 1 on page 18. The definitions are 

organized according to the content of definition starting from the oldest one, Meyer 

and Schwager (2007). After that are Walter et al. (2010) and Lemke et al. (2011) 

whose definitions are quite similar to Meyer and Schwager (2007). Verhoef et al. 

(2009) is following these. Jain and Bagdare (2009) definition is after that and their 

second definition (Bagdare & Jain 2013) is the last on the list. 

Drawing from definitions above, in this thesis the customer experience is therefore 

defined as a holistic and multidimensional concept, which is individual in nature but 

can be measured because even if the subjective response differs between judges, 

usually the customers use the same criteria in evaluation. Experience is an individual 

response to the lived event. It depends on a customer what influences on or affects in 

it.  
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Table 1. Summary of definitions used of customer experience 

Author Definition of customer experience (Customer experience is…) 

Meyer and 

Schwager 

(2007) 

“The internal and subjective response customers have to any direct or indirect 

contact with a company.” 

Walter et al 

(2010) 

Customer´s direct and indirect experience with the firm and its representatives, 

facilities, processes and other customers. 

Lemke et al. 

(2011) 

“Customer´s subjective response to the holistic direct and indirect encounter with 

the firm, including but not necessarily limited to the communication encounter, the 

service encounter and the consumption encounter.” 

Verhoef et al. 

(2009) 

“Holistic in nature and involves the customer´s cognitive, emotional, affective, 

social and physical responses to the retailer” 

Jain and 

Bagdare (2009) 

“The sum total of feelings, perceptions and attitudes formed during the entire 

process of decision making and consumption chain, involving an integrated series 

of interactions with people, objects, processes and environment.” 

Bagdare and 

Jain (2013) 

“The sum total of cognitive, emotional, sensorial and behavioural responses 

preduced during the entire buying process, involving an integrated series of 

interaction withpeople, objects, processes and environment in retailing.” 
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2.4 Experience in the restaurant context 

This study is concentrated on the café and restaurant context and hence there is a 

reason to consider the customer experience especially from that point of view. 

As a phenomenon Helkkula (2011) has defined the experience as being individual in 

nature, similar to many other researchers. She assumes that social aspects of 

experience will increase its significance. Kauppinen-Räisänen and Gummerus (2013) 

and Walter et al. (2010) similarly highlight heavily the social dimension especially in 

the context of eating experiences. 

Pleasurable eating memories have social dimension and are related to an event or 

place. The eating experiences, especially in out-of-home context, are firstly described 

as social events and the food itself plays a secondary role. The food related 

experiences, specifically related to consumption of food, originate from sensory, 

emotional and social bases. Willingness to try new and novel foods increases during 

holiday and has an essential role on tourists´ holidays. Sometimes the experience is 

based solely on a positive social event when the food plays only very little role in it. 

(Kauppinen-Räisänen & Gummerus 2013.) This explains the experience as 

multidimensional concept and why specifically out-of-home eating needs to be 

considered not only from the products taste aspect but also from the whole incident 

aspect. 

Walter et al. (2010) investigated customer experience in a restaurant context in 

Sweden and propose that three out of eight dimensions are more frequent than others. 

Those three important dimensions are social interaction, core service (food and 

beverage aspects) and physical environment. The sensory aspects such as music are 

also included to the frequent drivers of customer experience. They also state that the 

customer is capable to assess the food and beverages quality in relation to the level of 

expectations. This shows that the core service needs to be in line with the 

expectations of the restaurant and the experience. 
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2.5 Measurable dimensions of experience 

A few tools have been created to measure the experience since many researchers 

called for it in the last decade. In this subchapter is investigated the similarities and 

the differences of the measurable dimensions found in previous researches of the 

construct of experience. As a framework is used the dimensions of Knutson et al. 

(2006), which were further developed by Kim et al. (2011). These dimensions are 

also used in data collection questionnaire. 

2.3.1 Environment 

In Kim et al. (2011) research the environment dimension includes physical 

surroundings and sensory simulations. Environment is one dimension that can be 

found from all the researches and is described mostly at the same way. Environment 

includes both interior and exterior surroundings of the market place. It is the place 

where interaction takes place; it includes for example the atmospherics and sensory 

simulations of the service provider such as audio-visual material, decorations and 

social and spatial aspects. Immediate physical environment is the resource that 

facilitates the customer to perform activities with the firm (Pareigis, Edvardsson & 

Enquist 2011). Johnston and Kong (2011) similarly claim that input resources of 

company create and enact the experience together with the customer, as a process 

experience. Already in 1980´s have Donovan and Rossiter (1982) stated that physical 

environment influences on the planned purchases of customer. However they state 

that it is the emotional responses induced by the environment that are primary 

determinants of the extent to which the individual spends beyond his or her original 

expectations. Thus it can be proposed that environment is one commonly recognized 

factor when designing and measuring customer experience. 

Bagdare and Jain (2013) points that it has been witnessed that environment 

influences on the mood of the shoppers. Bäckström and Johansson (2006) claims that 

education, inspiration, innovation, stimulation of senses, recreation and special 

activities in retail environment are the central aspects of consumers´ in-store 

experience from the retailers point of view. However, from the consumers’ point of 

view the in-store experiences were created through interactions (or lack of it) with 
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the store personnel. The positive in-store experiences were created if the personnel 

made extra efforts and exceeded customers’ expectations. The customers in their 

research did not mention any element of physical environment (not included 

utilitarian elements which were frequent drivers of experience) that had influenced 

on consumers’ in-store experience. 

The atmosphere of the store has influence on consumer behavior. Sometimes it even 

gets utopian meanings in customers’ minds (Maclaran & Brown 2005). 

Atmospherics influences positively in customer´s staying time in the café and 

thereby increase their impulse purchases (Sathish & Venkatesakumar 2011). Even if 

customers do not pay attention to physical environment they do notice the 

atmosphere of store. Atmospherics are often mentioned in positive manner speaking 

of smaller stores in emotional context. (Bäckström & Johansson 2006.) Customers 

experience the event through sensory expressions (visual, auditory, gastronomic, 

tactile and atmospheric) so multi-sensory experiences are important when designing 

the shopping experience (Hultén 2011). If the customer feels good in the store she/he 

is more likely to make a purchase. This should effect on the store environment design 

and atmosphere. The store lay out should be easy to watch in the context of the 

product customer needs. (Kamaladevi 2010.) The customers are more likely to take 

contact on salespeople in a nice environment. That should lead to increased 

credibility of salespeople and thus, more purchases (Sharma & Stafford 2000.) The 

environment influences on the customers expectations of the salesperson and 

consequently it affects on customer satisfaction (Kamaladevi 2010), and thus it is an 

important dimension when speaking of the customer experience. However, Walter et 

al. (2010) did not find the atmosphere as an important driver of customer experience 

in a restaurant context. 

Customers also want to see the products offered as easy and quickly as possible. The 

package of the product (which is in proportion of the picture of ice cream in this 

context and therefore, through menu screens, it influences on the environment 

experience), plays a major role in purchasing decision, 50 per cent of decisions are 

made at the point of purchase. A package should provide not only information but 

also be able to separate the product from the crowd; it differentiates the product from 

its competitors. (Kamaladevi 2010.) 
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In pre-experience phase customers make conclusions of services (not yet 

experienced) out of symbols (brands), physical artifacts and atmosphere and the 

value associated to those will also be derived to the real service experience, if it is 

consumed subsequently. Also the surroundings should be renewed on regular basis to 

create new experiences for customers who visit the store often. The surroundings can 

be either physical e.g. test furniture in the furniture shop or virtual e.g. the 

presentation of seminar in the Internet. (Edvardsson, Enquist & Johnston 2010.) 

2.3.2 Benefit 

In Kim et al. (2011) research the benefit is described as the advantage for the 

customer such as the consistency of delivery or customization for the consumer. If 

the potential usefulness of the product is showed to the customer, he or she is more 

likely to make more purchases (Kamaladevi 2010). Also Paula and Iliuta (2008) state 

that the key to deliver superior experiences is the quality and consistency of delivery. 

The provider processes are those that create the core service offering. The customer 

processes are the activities and interactions customers undergo during their service 

experience. The processes and other resources should be organized to create a system 

that enables a positive experience. (Pareigis et al. 2011.) Through those processes the 

customer receives value and so, reason to buy, benefit (Colwell, Aung, Kanetkar & 

Holden 2008).  Colwell et al. (2008) talk about convenience in decision-making. The 

costs (non-monetary as time and effort) a customer must pay to be able to make a 

decision must be smaller than the benefit he or she gets from consuming. In this 

thesis context this may refer to the understanding of the core service, the consistency 

of delivery, analogy between the stores and through that, benefit for the customer. 

The customer control over the service process in Colwell et al. (2008) is described as 

a transaction convenience. This refers to the customization of products in this thesis. 

It is described that the non-monetary costs of transaction need to stay below the 

benefits the customer gets from the transaction process. Success in these would result 

to satisfaction and hence, to good experience. Customers also seek for unique 

experiences (e.g. Schmitt 1999, Palmer 2010). Being distinctive in offerings, 

processes and all other elements the company can gain a competitive advantage and 

create unique customer experiences (Bagdare & Jain 2013).  
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The service quality in restaurant context is highly related to the product quality 

(Walter et al. 2010) and hence it influences to the benefits the customer gets when 

buying the product. Through customer service a company can give customer what 

they want and need. Otnes, Ilhan and Kulkarni (2012) has originated that in an ice 

cream bar chain greeting and edifying during the service encounter enhances 

transactional efficacy and customer enjoyment and through that builds loyal 

customers. Service quality is important in customer satisfaction and through that in 

customer experience. The social interaction with employees and other customers is 

commonly recognized factor in retail experience also by other researchers, for 

example Kauppinen-Räisänen and Gummerus (2013) have stated the social 

dimension being important in forming a customer experience. It includes for example 

service performance, capability, knowledge and attitude of employees and other 

customers. Walter et al. (2010) claim that if employees are friendly, service oriented 

and practices active communication with customers, has a good competency, takes in 

consideration the customers individual needs but not being too overriding, the 

customer is likely to have favorable experience. Jain and Bagdare (2009) propose 

that customers expect well-trained and motivated personnel. When customer 

experience is researched from the services point of view the experience is embedded 

in service quality. However, Sathish and Venkatesakumar (2011) state that the 

personnel do not have a significant role in creating a customer experience. In a retail 

service context the services offered by the staff and quality of products are more 

important variables than others in creating customer´s (coffee-) experience. Similarly 

Walter et al. (2010) states that the restaurant has only little control over the 

experience since a lot of social interaction occurs between customers and interface 

between customer and employee is only a minor part of the total interaction. 

2.3.3 Convenience 

The time and energy resources the customer must pay signify convenience. Here, it 

also means that the service offering must be easy to use. This factor is time-based 

and relates to the phrase of “make it easy for customer to spend money”. (Kim et al. 

2011.) 
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Convenience, habit and intuition guide the actions of customer rather than rational 

considerations (Lamb 1996 via Kamaladevi 2010). A company can increase the 

value for the customer by enhancing the ratio of non-monetary costs, such as time 

and energy of purchase and the satisfaction the customer gets from consuming. The 

service providers have developed several means to increase the customers’ perceived 

convenience concerning to the service. (Colwell et al. 2008.) Starting from the 

processes and resources of service to the post-consumption support everything can 

increase the convenience of customer and thus lead to good experience. The location 

of store increases the convenience if the store is easy to access (Jain & Bagdare 

2009) and available when customer wishes to purchase (Kim et al. 2011). Teixeira, 

Patricio, Nunes, Nobrega, Fisk and Constantine (2012) also propose that convenience 

refers to the ease of access to something that is desired. Easiness is mentioned also in 

Bäckström and Johansson (2006) research as being one dimension that enables 

positive experiences.  

Customers value their time. Technology has enabled speedy, and thus convenient 

payment systems that save customers valuable time. Other value added services such 

as home delivery are seen as convenience offered by the company. Several other 

related activities are also seen as enhancing the convenience of total customer 

experience. (Jain & Bagdare 2009.) Walter et al. (2010) similarly characterize time 

as very important for customers and it relates to the speed of service. Nevertheless it 

was usually linked to unfavorable experiences. Other customers influence the 

experience either positively or negatively depending on the situation. Additionally 

Colwell et al. (2008) have claimed that speed of transaction and time required to 

receive benefits of purchase were important in the total service convenience 

experience. Furthermore, the easiness of purchase was identified in Colwell et al. 

(2008). According to Teixeira et al. (2012) convenience in service experience is 

relevant through resources of customer experience. For an activity where 

convenience is valued, the complexity is the last thing that customer wishes. 

Likewise the time spent to the activity must be rewarding to the customer. 
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2.3.4 Accessibility 

Accessibility relates to the cost and availability of the service at the moment the 

customer wishes to purchase. It also includes distribution channels and speed, 

timeliness and location of delivery. This is quite similar to convenience dimension. 

(Kim et al. 2011.) 

Location is a key to success. Kumar and Karande (2000) state that locating the store 

in the area with higher number of households increased the sales of the store. The 

location has impact on pricing, promotion and merchandising decisions (Kamaladevi 

2010). Walter et al. (2010) though state that the location of the restaurant is not so 

important to the customers as their research indicates that the location is in less 

frequent driver of customer experience in restaurant context. Availability of decent 

parking is regarded as a basic feature of accessibility in Jain and Bagdare (2009) 

research. Similarly Turley and Milliman (2000) set that external elements, namely 

parking and location, should get more attention because if these are not properly 

managed the rest of external environment (such as displays or entrances) does not 

matter. Well-managed location and parking opportunities induce the customer flows 

to the store. The location influences to the image the customer has about a particular 

store and the customer-type of the store (Sirgy, Grewal & Mangleburg 2000). 

Customers expect that the offering of products and services is properly available. 

Product related information, maintenance of cleanliness and hygiene, availability of a 

wide assortment with latest style and designs is important for customers. (Jain & 

Bagdare 2009.) Furthermore the variety of items influence positively on the customer 

experience (Bäckström & Johansson 2006). It has also been shown that bad hygiene 

is a critical factor resulting to a bad experience (Walter et al. 2010). The cleanliness 

is found as an irritating aspect to customer. If the store is not clean or if customer 

senses a bad smell in the store it is probably resulting to negative experience 

(dAstous 2000.) 

Accessibility also relates to the channels of purchase. Colwell et al. (2008) propose 

that access convenience comes from the benefits of initiating to service with low 

costs. That is the customer wants the product or service to be available when he or 
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she wishes or recognizes the need and the channels should be appropriate for the 

context. Kumar and Karande (2000) state that the store sales are related to the 

opening hours. Many customers prefer shopping after regular working hours because 

the opportunity costs less their effort. Consequently some customers might not visit 

the stores that are open only on regular working hours. Opening and closing times 

are usually related to negative experiences (Bäckström & Johansson 2006).  

2.3.5 Utility 

Utility incorporates the practical and functional nature of the experience. The service 

must fit to the purpose it was designed. It also includes service performance, 

capabilities and esthetics. (Kim et al 2011.) 

Service environments exists for purpose, the goal is to do successful business. The 

utilitarian and functional dimension of experience is emphasized in self-service and 

tasks with high complexity. The efficiency of layout and functionality is then more 

important than when performing simple tasks. Utilitarian dimensions affect both to 

the customer performance and to the employee performance, especially under the 

time pressure, which is assumed to be high at the times in restaurants. (Bitner 1992.) 

Walter et al. (2010) state that the smooth experience on payment procedure is 

influencing positively to the customer experience. The store semblance is meaningful 

from the utilitarian aspect since many customers gets annoyed if they do not easily 

find what they are looking for, this includes the direction signs within the store 

(dAstous 2000, Bäckström & Johansson 2006). According to Teixeira et al. (2011) 

reliability (the product or service performing in a dependable way and with an 

expected outcome), is one element relating to the utility of customer experience. 

Sirgy, Grewal and Mangleburg (2000) possess that evaluating utilitarian aspects of 

experience is influenced by previous knowledge of the store. If the customer has 

some knowledge of the store when consuming he or she evaluates the event in more 

utilitarian view compared to non-familiar customer who evaluates it from more 

personal perspective. The utilitarian value reflects to certain task and positive 

emotions influences positively also to evaluation of the task. It is expected that 
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positive emotions during the shopping can improve the task efficiency. This 

correlates significantly with the customer share for the store and thus, utilitarian 

aspects of experience. When experience is positive it enhances the company’s 

performance. (Babin & Attaway 2000.) 

2.3.6 Incentive 

Incentive covers both monetary and non-monetary incentives as inducements for 

customer to buy. Incentives can influence on the experience by minimizing the costs 

of consumer.(Kim et al. 2011) 

The price does matter to customers. It indicates the relationship between the cost and 

quality of food or the total offering. The customer feels delighted if something 

unexpected or extraordinary happens, such as an extra side dish. (Walter et al. 2010.) 

Giving customer something he or she does not expect is to exceed the expectations of 

customer. Exceeding expectations creates delighted customers, which means that a 

customer feels surprise and joy of the event. However, the delighting features are not 

expected nor expressed from the customer. (Berman 2005.) Actually according to 

Valenzuela, Mellers and Strebe (2009) customers are more delighted from an 

unannounced gift than announced gift. Similarly Bäckstörm and Johansson (2006) 

noticed that customers give more value to unexpected and spontaneous discounts.  

The experience of service will create expectations so once delighting event will loose 

its efficiency over time. Sometimes customers do not even anticipate extremely high 

value. Identifying the areas of no expectations the company can concentrate to those 

that have more potential to exceed the expectations. (Bäckström & Johansson 2006.) 

Managers should understand better the difference between “false loyalty” created 

with loyalty programs or high switching costs and the “real loyalty” based on delight 

(Berman 2005).  

Conditional price promotions may cause decision designing among customers. They 

may feel loosing freedom and self-determination and therefore design more 

cautiously their purchases. Conditional promotions are found to reduce consumers 

overall spending as promotions shift the purchasing to cheaper products. 
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(Maciejovsky 2012.) Moreover consumers’ react negatively if the product in a 

special offer is not available at the moment customer wishes to purchase (Bäckström 

& Johansson 2006). This in turn lowers the loyalty to the firm. On the other hand 

evidence of neutral effect also exists. The customers who were not designed to buy a 

product from the sale were not dissatisfied next time they bought the same product at 

a normal price. However, customers who got free product last time were not satisfied 

on the product next time when they paid for it. (Maciejovsky 2012.) 

Even tough Walter et al. (2010) or Sathish and Venkatesakumar (2011) did not find 

value added services as a frequent driver for customer experience in restaurant 

context, Jain and Bagdare (2009) and Bäckström and Johansson (2006) assert that in-

store entertainment of any form with surprises adds value to the experience.  

2.3.7 Trust 

Trust is a dimension, which establishes over time. This dimension should not be 

confused with brand trust. Trust is a basic level of human interaction in providing 

that service. Kim et al. 2011.)  

The customer satisfaction is regarded as primary determining factor for customer to 

revisit the store. Buying decisions are influenced by the total perceived experience of 

the consumption. (Jain & Bagdare 2009.) The more the brand evokes multiple 

experience dimensions the more satisfied a consumer would be. The satisfied 

consumer should be more likely to buy again. Brand experience affects not only 

judgments of past satisfaction but also for future satisfaction of experience and thus 

future-directed consumer loyalty. (Brakus, Schmitt & Zarantonello 2009.) 

Experience, memory and expectations are often interrelated. Memories of previous 

experiences influences on customers assessment of focal service experience (Walter 

et al. 2010). Handling interactions with customers and quality in customer service 

builds trust and relationships (Jain & Bagdare 2009). Kearney, Coughlan and 

Kennedy (2013) supports to this as they state that almost 50 per cent of customer 

satisfaction can be explained by service employee quality in grocery store and 

respectively customer satisfaction can explain not only attitudinal, but also 
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behavioral customer loyalty. Consequently, customers´ satisfaction to service 

employee quality correlates to customer loyalty, and through that to company profit. 

Kearney et al. (2013) did not find support to default that service environment quality 

would have affect on customer satisfaction, only layout (out of other environmental 

dimensions) of the company would effect positively on customer satisfaction. 

Customer delight is to exceed customers’ expectations, to give something 

unexpected. This means mostly non-monetary features such as unexpected courtesy, 

finding the perfect solution for customer etc. A common understanding is that 

satisfaction can be measured using certain criteria. Delight is something beyond 

“fully satisfied”. Fully satisfied means that the expectations are met but delight 

includes emotional outcomes such as joy and surprise, it is more than excellent. 

Delight is an emotional response that creates loyal customers. There are basic 

requirements for service that must be fulfilled, that customers take for granted. If 

those are not met the customer will be extremely dissatisfied, but if those are met the 

customer will only be not -dissatisfied. The requirements of satisfaction are higher 

than basic requirements, those are features that has potential to further develop from 

basic requirements. The customer satisfaction level is related to level of fulfillment 

of features; High fulfillment level of requirements results to high customer 

satisfaction. When reaching for customer delight, company must go further and 

fulfill attractive requirements. However, those requirements are not expected nor 

expressed from the customer and thus, not fulfilling the attractive requirements will 

not result to dissatisfaction. A delighted customer is so satisfied that he or she tells 

actively to other about the experience. (Berman 2005.) 

Measuring satisfaction gives information about the gap between predicted and 

perceived service. The companies whose customers are satisfied have not 

distinguished themselves from its competitors. The satisfaction and attractive 

requirements evolves over time, what once was attractive may now be satisfactory. 

Moreover the requirements are different for e.g. professional or novice. There is no 

proper scale to measure customer delight. (Berman 2005.) Since trust in this research 

is described as basic level of interaction in providing the service it could be stated 

that exceeding the basic requirements of service creates trust of a company to the 

customer. 
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The dimensions and their contents are summarized in the table 2 on page 31. The 

dimension is first named according to Kim et al. (2011) in the first column. In the 

second column the content of the particular dimension is unlocked and researchers 

who have investigated the same contents but with different names are written as a 

summary in the last column.   
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Table 2. Summary of dimensions of customer experience  

Dimension Contents Authors 

Environment 

 

 

Atmospherics 

Sensory elements 

Physical elements 

Surroundings 

Húlten 2011, Johnston & Kong 2011, MacLaran & Brown 2005, 

Walter et al. 2010, Bagdare & Jain 2013, Sathish & 

Venkatesakumar 2011, Kamaledevi 2010, Edvadsson et al. 2010, 

Sharma & Stafford 2000, Pareigis et al. 2011,Donovan  & 

Rossiter 1982, Bäckström & Johansson 2006 

Benefit 

 

 

Advantages for 

customer 

Processes 

Uniqueness 

Service quality 

Interactions 

Kamaladevi 2010, Pareigis et al. 2011, Colwell et al. 2008, 

Schmitt 1999, Bagdare & Jain 2013, Walter et al. 2010, Otnes et 

al. 2012, Jain & Bagdare 2009, Kauppinen-Räisänen & 

Gummerus 2013, Sathish & Venkatesakumar 2011, Paula & 

Iliutá 2008, Palmer 2010, Walter et al. 2010, 

Convenience 

 

 

Time and energy 

customer has to 

pay 

Ease of use 

Speed of delivery 

Kamaladevi 2010, Colwell et al. 2008, Jain & Bagdare 2009, 

Teixeira et al. 2008, Walter et al. 2010, Bäckström & Johansson 

2006 

Accessibility 

 

 

Availability 

Location 

Parking 

Offering 

Cleanliness 

Kumar & Karande 2000, Kamaladevi 2010, Walter et al. 2010,  

Jain & Bagdare 2009, Turley & Milliman 2000, Sirgy et al. 

2000, dAstous 2000, Colwell et al. 2008, Bäckström & 

Johansson 2006 

Utility 

 

 

Practicality 

Functionality 

Purposefulness 

Service 

performance 

Reliability 

Bitner 1992, Walter et al. 2010, dAstous 2000, Teixeira et al. 

2011, Sirgy et al. 2000, Babin & Attaway 2000, Bäckström & 

Johansson 2006 

Incentive 

 

 

Non-monetary 

and monetary 

Price promotions 

Delight 

Walter et al. 2010, Berman 2005, Valenzuela et al. 

2009,Maciejovsky 2012, Jain & Bagdare 2009, Sathish & 

Venkatesakumar2011, Bäckström & Johansson 2006 

Trust 

 

 

Human interaction 

Satisfaction 

Experience 

Expectations 

Delight 

Jain  & Bagdare 2009, Brakus et al. 2009, Walter et al. 

2010,Kearney et al. 2013, Berman 2005 
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2.6 Measuring the customer experience 

According to Meyer and Schwager (2007), to understand the customer experience a 

company must deconstruct it into its components. Only after that it could be 

measurable. Thus a few tools have been created to measure the experience since 

many researchers called for it in the last decade. 

According to Klaus and Maklan (2012), measuring of customer experience has more 

aspects than measuring just customer satisfaction as an indicator of the experience. It 

should be measured as an overall perception by customer and should be based on 

overall value in use. Measuring should also include customer emotions and peer 

influences. As known, the experience begins before and continues after the encounter 

with the firm, so the experience should be assessed alongside of all other encounters 

in all channels. An ideal measure should link directly to customer behavior and 

business performance. 

An appropriate way to measure customer experience is to assess customers’ 

perceptions of experience. The subjective response differs between judges, but 

commonly the customers use the same criteria in evaluation (Parasuraman et 

al.1988). Both utilitarian and emotional dimensions enhance the perceived retail 

experience. It has also been noticed that there are no significant differences in terms 

of determinants with regard to socio-demographic variables (Jain & Bagdare 2009.) 

Every customer is able to evaluate his or her own experience from his/her own basis 

(Basil & Basil 2009). However, when evaluating irritating aspects of shopping 

environment the degree of irritation is dependent on the nature of the environmental 

variable and is also highly affected by judges’ gender and age (dAstous 2000). 

 

The tool for measuring customer experience used in this thesis is developed by Kim 

et al. (2011). They call it Customer Experience Index (CEI). They state that it can be 

used in three ways:  

1) Managers can focus their efforts on these recognized dimensions.  
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2) Managers can measure the effectiveness of their customer experience 

management efforts. Managers can measure how important each of the 

dimensions are for customers or which are company’s strong and weak areas.  

3) Organizations are able to use Knutson et al. (2006) holistic model of 

consumer buying process of which CEI is one out of four components.  

The scores can be compared over time and thus, it can give valuable information of 

changes in customer experience. The tool is developed based on general service 

system instead of focusing on a specific industry. Thus, they suggested that this tool 

should be tested in different specific business sectors. The applicability of experience 

measures should be evaluated and further developed. 

2.7 Theoretical framework for customer experience 

As described above the customer experience is multi-dimensional concept. There are 

no common denominators for the dimensions, not even shared contents of 

dimensions, except that the environment dimension. Nevertheless many researchers 

describe the contents of experience relatively unanimously. In this thesis is used the 

experience dimensions created by Knutson et al. (2006), which was updated by Kim 

et al. (2011) to measure the customer experience. The dimensions are described 

below. 

Environment includes physical surroundings and sensory simulations. It is the place 

where interaction takes place (Kim et al. 2011). This dimension is described equally 

in all researches and there is no doubt that it should be one of dimensions.  

Benefits are described as the advantage for the customer such as the consistency of 

delivery or customization for the consumer. This content was also found for example 

Colwell (2008). 

Convenience. The time and energy resources the customer must pay signify 

convenience. It also means that the service offering must be easy to use. (Kim et al. 

2011.) This factor was mentioned also for example in Colwell (2008). 
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Accessibility relates to the cost and availability of the service at the moment the 

customer wishes to purchase. It also includes distribution channels and speed, 

timeliness and location of delivery. (Kim et al. 2011.) It is also one mentioned in 

several other researches such as Walter et al. (2010) and Jain and Bagdare (2009) 

with different terms.  

Utility incorporates the practical and functional nature of the experience. The service 

must fit to the purpose it was designed. It also includes service performance, 

capabilities and esthetics. (Kim et al. 2011.) Walter (2010) also found evidence of 

this dimension. 

Incentive covers both monetary and non-monetary incentives as inducements for 

customer to buy (Kim et al. 2011). Even tough Walter et al. (2010) or Sathish  and 

Venkatesakumar (2011) didn´t find value added services as a frequent driver for 

customer experience in restaurant context, Jain and Bagdare (2009) assert that in-

store entertainment of any form with surprises adds value to the experience.  

Trust is a dimension that establishes over time. This dimension should not be 

confused with brand trust. Trust is a basic level of human interaction in providing 

that service. (Kim et al. 2011.) This dimension has several interfaces with provider 

processes, customer processes and information provided. For example Jain and 

Bagdare (2013) and Walter (2010) discussed this in their researches. 

Knutson et al. (2006) and Kim et al. (2011) studies also provide evidence on the 

hierarchical nature of experience. The results in their study show that benefits and 

accessibility are the most frequent drivers of customer experience. Below is the 

framework for customer experience in this thesis (Figure 1). The hierarchical order 

of dimensions is assumed to occur as in Kim et al. (2011) research. 
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Figure 1. A theoretical framework for customer experience 

 

Experience Experience 

Benefit Benefit 

Accessibility Accessibility 

Convenience Convenience 

Incentive Incentive 

Utility Utility 

Trust Trust 

Environment Environment 
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3 METHODOLOGY 

3.1 Methodological choices of this study 

This research has a quantitative approach for measuring customer experience. The 

method used in this thesis for collecting the data is a survey. Survey is characterized 

by a structured set of data. The data is collected about the same variables from 

several units of analysis (e.g. a person or a country) and end up with a structured set 

of data as a data matrix. The questionnaires are the easiest and the most common 

way to collect this kind of a data set. The function of a survey analysis is to describe 

the characteristics of a data set, not to describe the single unit. Survey research seeks 

an understanding of what causes some phenomenon by analyzing the variation in 

variables among the units of analysis. The next step is to find out why there are 

correlations between variables. (de Vaus 1991, 3 – 10.) The empirical data is 

collected using a cross-sectional design. Cross-sectional design is the most common 

design used in survey research (de Vaus 1991, 33 – 42.) The data is collected at the 

one point of time from several units of analysis, in this thesis, persons. 

As previously have come out, the customer experience is a complex and 

multidimensional concept. On the other hand, parsimony is one of the goals of 

science. Parsimonious models are more likely to be true and typically more 

generalizable (Stapleton 1997). When correlation matrix becomes too large it is 

almost impossible to analyze without simplifying it. If the number of variables is 36, 

as in this case, there are 1296 correlations in the matrix and thus analyzing it will be 

too complex without simplifying it. Factor analysis is often used in social sciences to 

clarify complex correlations between numbers of variables (Kline 1994, 2 – 5). Thus, 

factor analysis is an applicable tool to organize customer experience and therefore is 

used as an analyzing method in this study. 

When a group of variables has a great deal in common a factor can be said to exist. 

Finding these related phenomena is the domain of factor analysis. The purpose of 

factor analysis is to make sense of a complex concept, to organize chaos, to identify 

and classify the surroundings. Factor loadings are the correlations of a variable with 
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a factor. Loadings can be seen as high if they are greater than 0,6 and moderately 

high if they are above 0,3. Smaller loadings can be ignored. (Kline 1994, 1 – 6.)  

Exploratory factor analysis (EFA) is a theory-generating procedure. It is used to 

determine the number or nature of factors. The researchers do not have sufficient 

evidence to form a hypothesis. (Stapleton 1997.) Principal component analysis 

(PCA) is related to EFA, but is not based on the common factor model. PCA does 

not differentiate common and unique variance. (Brown 2006, 22.) Principal 

component analysis uses the correlations between variables to develop a smaller set 

of components that recaps the correlations among variables. A good principal 

component analysis makes sense to the phenomenon researched and the results are 

possible to analyze. Rotation increases the interpretability of the results. (Tabachnick 

& Fidell 2001, 25.) In this thesis the principal component analysis is used to identify 

if the dimensions of experience i.e. the factors, would emerge similarly as those 

emerged in Kim et al. (2011) research. 

Confirmatory factor analysis is a theory-testing model (Stapleton 1997).  

Confirmatory factor analysis is a type of structural equation modeling (SEM) that 

deals with measurement models e.g. latent variables or factors. Often both PCA and 

CFA are conducted together. CFA is often used for scale development after PCA is 

conducted to explore the factor structure. (Brown 2006, 1 – 12.) In this thesis the 

confirmatory factor analysis is accomplished to test the validity of customer 

experience index in the context of Finnish ice cream bar chain. 

Principal component analysis and factor analysis are proved to be effective in this 

kind of a research. When scores on factors are estimated, they are often more reliable 

than scores on individual variable. The problems of principal component analysis 

and factor analysis are that there is no external criterion against which to test the 

solution and that there are infinite number of rotations available and the researcher 

defines which is the best for interpretability of the analysis. Also factor analysis 

suffers from disrepute as a scientific tool. (Tabachnick & Fidell 2001, 582 – 585.) In 

this thesis, a frame to where the results are interprets is used Kim et al. (2011) 

research of customer experience index. This is why the same settings are used when 

conducting PCA and CFA as were used in Kim et al. (2011) research. 
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Several goodness-of-fit statistics are provided. The fit indices can be broadly 

characterized in three categories: 1) absolute fit, 2) fit adjusting for model parsimony 

and 3) comparative or incremental fit. The researchers are advised to report at least 

one index of every category when evaluating their models. (Brown 2006, 81 – 82.) 

 is an example of an absolute fit index and is used in this research. In this research 

also  difference is examined to compare and evaluate the models. RMSEA 

assesses the extent to which a model fits a reasonably well in the population. Values 

approaching to zero suggest good model fit. If the value is 0 the model has a perfect 

fit according to this index. Also when   degree of freedom (df) is zero the fit is 

considered as perfect. (Brown 2006, 83 – 84.) In this research the parsimony 

correction category is represented by RMSEA. 

As a comparative fit index in this research is used the comparative fit index (CFI) 

and Tucker-Lewis index (TLI) (also referred as non-normed fit index, NNFI, in some 

programs). CFI and TLI have been found to behave very well as fit indices. (Brown 

2006, 84 – 86.) These same model fit indices were used in Kim et al. (2011) study of 

developing the customer experience index. 

3.2 Research process and data collection 

The research form was developed according to the original customer experience 

index form provided by Kim et al. (2011) by leaving out questions (3 pcs) that were 

not suitable to this context. Total 36 questions were left to the questionnaire, which is 

attached in the end of thesis as appendices 1 and 2. The questions were phrased to 

suit the context according the instructions provided in Kim et al. (2011) research. 

Questions from 1 to 12 were designed to measure the environment dimension. 

Questions from 13 to 18 were designed to measure the benefit dimension. Questions 

from 19 to 23 were measuring the convenience and questions from 24 to 28 were 

measuring accessibility. Utility was measured with questions from 29 to 31. 

Questions from 32 to 34 were designed for incentives measuring and last two 

questions for measuring the trust dimension. All together 36 questions were asked 
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and those were assumed to represent the seven dimensions of customer experience as 

described in Kim et al. (2011) research.  

The empirical data was collected in 2013 from June to September. The research form 

with a short information letter was sent to thirty (30) separate ice cream bars in 

Finland. The objective was to obtain about 300 answers, which means that average 

10 answers from each restaurant were expected to return. All together 213 forms 

were sent back which is 71 per cent of expected number of returned questionnaires. 

174 (81,7%) questionnaires out of total 213 were filled at least at 90 per cent level 

and thus accepted to analysis. The data used in analysis were returned from nine (9) 

different restaurants locating around Finland, from Tornio to Helsinki and from 

Joensuu to Kokkola, thus representing Finland geographically well. Twenty one (21) 

ice cream bars did not return any forms despite of a reminder mails and call. The 

average number of returned questionnaires from one restaurant was 19. Additionally 

previous empirical material and results from bachelor’s thesis (Kenttämaa 2013) are 

used. Some inside chain material, which are not public, and two other surveys 

conducted by Taloustutkimus Oy are also used as a secondary empirical data. 

(Permission to use the secondary data from Spice Ice chain management) 

3.3 Introduction to the case 

The case company provides delicious and individual ice cream experiences. It is 

Finland´s leading ice cream bar concept, which was founded in 1987 and has 30 

restaurants in Finland and 3 in Estonia. Its product portfolio consists of 24 ready-

made ice cream portions, scooping ice creams, soft ice and toppings. The location of 

restaurant is almost solely in a shopping center with a central position. The average 

staff is 5 persons per restaurant. (www.spiceice.fi, www.franchising.fi) 

The brand slogan is “Going crazy allowed” (in Finnish “Sekoilu sallittu”), which 

means that a customer may blend the ice creams and toppings however she/he wants 

or it can be understood that a customer may “go crazy” from the experience. The 

target group is people who are 15 – 25 year old and families with kids. The chain has 

season campaigns e.g. Easter, summer, Halloween and Christmas and other special 

offers occationally. (Spice Ice chain materials) 

http://www.spiceice.fi/
http://www.franchising.fi/
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Taloustutkimus Oy has made a research among Finnish café and fast food chains in 

2011 and 2013. The results concerning this particular ice cream bar chain are as 

follows and can be seen in table 3. In 2013 the most frequent drivers of choosing the 

place (café and fast food) were environment and pricing. The consumers perceived 

strengths for this chain were both years the products’ selection and taste, speed of 

service and staff´s willingness for customer service. (Taloustutkimus 2011 and 

2013.) 

Table 3. Comparing the familiarity and total grades of case chain and the industry overall in 

Finland 

 
Familiarity 

 
Total grade* 

 

Year 2011 2013 2011 2013 

This chain 41 % 46 % 7.79 7.7 

All chains -- -- 7.5 7.58 

*Note: Scale 4 – 10     

 

One question was “Would you recommend this chain to your friends?” See results 

from table 4.  The results indicate a great loyalty and satisfaction of customers for 

this chain.  

Table 4. Intentions of recommending the chain to a friend 

Intentions of recommending the chain to a friend Per cent 

Yes, I would recommend 96.6 % 

No, I won´t recommend 0.6 % 

Not answered 2.9 % 
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4 TESTING THE CUSTOMER EXPERIENCE INDEX 

4.1 Description of data 

The analysis is conducted using variables from number 1 to number 36 from the 

questionnaire (Appendix 1 and 2). These variables represent the data of customer 

experience index, which was created by Kim et al. (2011). The collected data was 

firstly changed manually from questionnaires into statistics in excel and edited to be 

analyzable. The number of empty cells, in the whole data was 55 out of total 6264 

cells. The question form was approved to analysis if there were maximum three 

empty answers, which equals to over 90 per cent filling rate per question form. In 

whole data, there were commonly from zero to four empty cells per variable. One 

variable had nine empty cells, but it was still accepted to analysis thus nine out of 

total 174 cells summarized only 5,2 per cent. For further analysis the empty cells 

were filled with the mean of that particular variable. Variable number 17 was 

recoded (1=7….7=1). The descriptive data can be found in appendix 3. Mean scores 

are based on a seven-point Likert scale (1=strongly disagree…7=strongly agree).  

The descriptive of respondents can be found from tables 5 and table 6. The 

respondents represent somewhat equally all income classes (Table 6). Descriptive 

statistics were conducted using SPSS statistics 22 and Microsoft Excel programs. 

Table 5. Descriptive of respondents 

Average age of respondents 33.5 years 

Female 74 % 

Male 22 % 

Not informed 4 % 

Knew the chain beforehand 96% 

Had visited before 92.5% 
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Table 6. Household incomes of respondents 

Household incomes, € Per cent 

-15000 19.5 

15001-25000 10.9 

25001-45000 25.9 

45001-65000 12.6 

65001- 14.4 

empty 16.7 

 

The descriptive statistics for the index and its seven dimensions were then conducted. 

The reliability can reflect the internal consistency of the items measuring a certain 

factor (Tabachnic & Fidell 2001, 715 – 716). Internal consistency is traditionally 

estimated with Cronbach´s alpha, which is also used in this study (Brown 2006, 7). 

Alpha measures reliability of scale. It ranges between 0 and 1. The higher the alpha 

is the more reliable the scale is. Alpha should be at least 0,7 to be considered as good 

reliability for scale. (de Vaus 1991, 255 – 257.) However, Cronbach´s alpha can 

either under- or over-estimate the reliability of factor but it is still widely used in 

applied research (Brown 2006, 337 – 345).  

According to the results of descriptive statistics, the benefit factor is not fitting inside 

the suggested guidelines of good reliability. Other factors did get meaningful 

reliability scores i.e. above 0,7. Means, standard deviations and reliability scores are 

presented in table 7 on page 43 for revised first-order seven-factor model of 

experience. The total mean of 24 variables, which is representing revised first-order 

seven-factor model of experience, was 5,56 and Cronbach´s alpha to total scale was 

0,9. These can be considered as great results. Mean scores are based on a seven-point 

Likert scale (1=strongly disagree…7=strongly agree), n=174. Comparable results of 

initial first-order seven-factor model of experience (36 variables) can be seen from 

appendix 4. 
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Table 7. Means, standard deviations and reliabilities for factors in revised first-order seven-

factor model of the experience 

Factor 
Number of  

items 
Mean SD 

Reliability  

Cronbach´s  

Environment 6 5.54 1.46 0.84 

Benefit 4 5.66 1.39 0.60 

Convenience 3 5.74 1.31 0.87 

Accessibility 4 5.84 1.37 0.72 

Utility 2 5.90 1.09 0.76 

Incentive 3 4.72 1.98 0.79 

Trust 2 5.52 1.47 0.89 

Total 24 5.56 1.51 0.90 

 

4.2 Principal component analysis 

The principal component analysis was conducted using SPSS statistics 22 program. 

The principal component analysis (PCA) was employed to initially identify if the 

same dimensions would be found as in the Kim et al. (2011) research. Kaiser-Meyer-

Olkin (KMO) measure of sampling adequacy and Bartlett´s test of sphericity were 

examined to determine the appropriateness of factor analysis. The value 0,60 or 

greater is required for KMO to be considered a good factor analysis (Tabachnick & 

Fidell 2001, 589). In this case the KMO was 0,86 that is much higher than adequate 

value. The chi-square value of Bartlett´s test was 3539, that was statistically 

significant at p < 0,001 level (table 8). Both these results show that the data can be 

analyzed through factor analysis to identify the underlying patterns of the experience. 

Communalities for each variable are all above 0,43 and thus being above 0,2 the 

variables are well defined by the solution (Tabachnick & Fidel 2001, 637). The 

principal component analysis was employed based on eigenvalues greater than 1 with 

Varimax rotation. The results of PCA are presented in appendix 5. Through PCA 

eight factors were found instead of seven, that were found in Kim et al. (2011) 

research. These factors explained 65,4 % of the total variance. 
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Table 8. Results of KMO and Bartletts´s tests 

KMO Measure of Sampling Adequacy 0.86 

Bartlett´s test of Sphericity 
 

approx. Chi-square 3539 

df 630 

significance p<0,001 

 

4.3 Confirmatory factor analysis 

Confirmatory factor analysis was performed for two models using SPSS Amos 22.0 

program. Since the experimental nature of study the settings of CFA were detailed to 

match the settings of original developing study of customer experience index (Kim et 

al. 2011), which is also used as a suggestion of two models: 

1) Initial first-order seven-factor model for 36 items 

2) Revised first-order seven-factor model for 24 items 

Structural equation modeling (SEM) is sensitive to the distributional characteristics 

of data. Thus skewness and kurtosis were tested for each 36 items and they are at 

satisfactory level within conventional criteria of normality, (-3 to 3 for skewness and 

-10 to 10 for kurtosis) according to the guideline suggested by Kline (1998) via Kim 

et al. (2011). Consequently each variable meets the requirements of normality for 

maximum likelihood estimation method (MLE), which is used here to test the model. 
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The goodness of fit was tested with RMSEA, CFI, TLI, degrees of freedom and  

statistics. Guidelines used in Kim et al. (2011) study are in the list below. 

 RMSEA value less than 0,05 (originally in Kim et al. 2011 study on page 

121 is written that RMSEA value less than 0,5 is considered as a good fit 

of model, but here is assumed there is a mistake and there should be 

“values below 0,05” as the rest of the article indicates.) 

 CFI and TLI values greater than 0,9 

 df less than 3 

Guidelines for good fit of model by Brown (2006, 87) are in the list below.  

 RMSEA values close to or below 0,06  

 CFI and TLI values close to 0,95 or greater.  

However these are guidelines and should be evaluated as such. As can be seen above 

the guidelines slightly differ in different references. Especially the guidelines for 

RMSEA are debated subject, but value 0,05 could be adopted as a “gold standard” 

(Chen, Curran, Bollen, Kirby & Paxton 2008).  

First the initial first-order seven-factor model of experience was tested. This model 

included all 36 items, i.e. all observed variables that were in the questionnaire.  In 

this model eight items with factor loadings below 0,5 were indicated. All loadings of 

this model can be found from appendix 6. Fit indices for initial first-order seven-

factor model are presented in table 9 on page 46. 

Next the revised first-order seven-factor model of experience was tested. This model 

included 24 items, which were identified in Kim et al. (2011) study to provide better 

model fit than the initial first-order seven-factor model of experience. Originally in 

Kim et al. (2011) study were 26 items left in revised first-order seven-factor model, 

but two of them were not suitable in this context and thus were left out in the very 

beginning of this research. The results revealed that this model had three variables 

with loadings below 0,5, which notwithstanding indicates better fit for model than 
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initial model had. The results of CFA for revised first-order seven-factor model are 

presented in figure 2 on page 47. The figure includes standardized factor loadings for 

each variable in the model. All loadings were significant at level p < 0,001. The fit 

indices for revised first-order seven-factor model are presented in table 9. 

 

Table 9. Comparison of overall fit indices for two models of the experience 

Model 2 df 2/df TLI CFI RMSEA  

Initial first-order seven-factor 

model (36 items) 
1354 573 2.36 0.731 0.755 0.089 -- 

Revised first-order seven-factor 

model (24 items) 
555.4 231 2.40 0.805 0.837 0.090 799 

TLI= Tucker-Lewis index; CFI= comparative fit index; RMSEA= root mean square error of 

approximation, n=174 
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Figure 2.  Results of revised first-order seven-factor model of experience with standardized 

factor loadings. Notes: *** Factor loadings were all significant at level p <0,001; n = 174 
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5 CONCLUSIONS 

5.1 Discussion of the results 

The experiment on testing the customer experience index tool was conveyed in 

Finnish ice cream bar chain. According to the results it can be stated that pleasure 

and convenience, accessibility and entertainment are in a great role when customers 

come and visit the stores. Some similarities to Kim et al. (2011) can be detected. In 

the principal component analysis the incentive factor is matching with the original 

research. Accessibility and convenience factors can also be well identified, but are 

not exactly as expected. Benefit factor is very scattered in this test study: Two 

variables do not load significantly at all and the rest four loadings are divided 

between three different factors. This might be explained with the nature of context, 

the customers do not expect literally to benefit from the product i.e. ice cream. 

The environment factor is interestingly divided. Entertainment seems to rise as a 

separate factor with variables concerning entertainment, simulating surroundings and 

fun. Also theme of surroundings has risen as an individual factor. On the other hand, 

the environment in this context is described not only from emotional and sensorial 

viewpoint but also very practical and utilitarian point of view. This may indicate that 

as Kauppinen-Räisänen and Gummerus (2013) stated, in remembered eating 

experiences the food is not in a great role but a place, context and time might 

determine the experience. For example, in this context events, pleasure and 

enjoyment might be the determining factor and thus the environment factor is 

distributed and combined otherwise. 

One quite surprising result of PCA is that the variables, which were designed to 

measure trust (tru35 and tru36) were integrated into the factor, which seemed to 

measure environment. However when thinking the context and the questions no 35 

and 36 the results might be explained. Question was “My satisfaction with a store 

/with the product or service is the company´s most important concern.” If the 

customer have thought this from the store/product/service point of view and ignored 

the “company´s concern” viewpoint the results are understandable. However this 

would need more research to be sure why this factor is integrated to other factor. 



49 

 

Two models of customer experience index were tested using CFA, initial first-order 

seven-factor model and revised first-order seven-factor model. The goodness of fit 

tests did give some encouraging results, but all results did not fit inside the given 

guidelines. RMSEA, TLI and CFI were not at acceptable level in either of models, 

while other results, namely degree of freedom and , did indicate a good fit for both 

models. However, revised first-order seven-factor model can be evaluated as a better 

model because of remarkable better  and df results. Also df is significantly 

smaller for revised model, which is considered to be better fit for model. Similarly 

TLI and CFI results were better for revised model even if they were not at acceptable 

level according to guidelines. 

Then loadings for these two models were analyzed. Revised model indicated better 

fit for model here also. However there are still some unsatisfactory results left; three 

variables had low loadings (below 0,5) of which two were variables in benefit factor 

and one in incentive factor. Kim et al. (2011) suggests that the evaluation of each 

variable for interpretation of meaning or clarity should be examined to face validity 

regarding to the item´s relationship to the appropriate dimension. These results 

indicate that also the relationship of variable to the context should be carefully 

evaluated. As came up in principal component analysis, the benefit factor was very 

scattered in this context and those results reflects to CFA also. 

Furthermore, Kim et al. (2011) stated that the dimensions had a hierarchical order 

based on the mean scores of factors. This order was also presumed as a hypothetical 

order in the context of this study (table 10 on page 49). However, this order has 

changed in this context; it is not the same either in initial model or revised model. As 

the revised model emerged to have a better fit of model in CFA, that model is used to 

compare the order of dimensions with Kim et al. (2013) study. 
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Table 10. Comparison of dimension order with Kim et al. (2011) 

Order 
Revised first-order seven-factor model from 

Kim et al. (2011) 

Revised first-order seven-factor 

model from this study 

I Benefit Utility 

II Accessibility Accessibility 

III Convenience Convenience 

IV Incentive Benefit 

V Utility Environment 

VI Trust Trust 

VII Environment Incentive 

 

As can be seen the accessibility, convenience and trust had the same position in both 

studies. What is interesting is that utility is in the first place in this context. This 

means that customers prefer for example practicality and product safety to all other 

functions. This result reinforces the results of Bitner (1992) that utility is emphasized 

in tasks with high complexity.  

Interesting is that accessibility comes before convenience since the café and fast food 

industry is commonly stressed with the speed of service. This means that for 

customers of this chain, product information, easiness of acquiring, product 

availability and cleanliness are more important than speed of service or the time it 

takes to buy. The result of accessibility differs from Walter et al. (2010) results, as 

according to them the location is not important when choosing the restaurant. 

However the difference may be explained with the context: Walter et al. (2010) 

confirmed their research among restaurant customers and the context in this thesis is 
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café and fast food. The shopping decision for café or fast food is commonly made at 

the point of purchase while restaurant is usually picked and consuming is planned 

beforehand. 

Benefit has an attention-grabbing ranking. The results of PCA and CFA did not give 

encouraging results for benefit dimension, but here it is at place four, the midmost of 

all dimensions. When considering the dimension through the variables and 

comparing this result to the contents of the dimension the reason is beginning to 

clarify. The customer receives value through processes and interactions with 

employees (Pareigis et al. 2011) and consequently a benefit from shopping. 

Similarly, the consistency of delivery and analogy between the stores are benefit-

adding functions according to Colwell et al. (2008). Thus the reason of ranking is 

clearly understandable since the context in this study is an ice cream bar chain and 

the idea of chain is to be consistent and recognizable but distinctive from the 

competitors. 

Environment is seen important in all researches of customer experience still the 

ranking is low from the customers point of view. This is in line with Bäckström and 

Johansson (2006) where the customers did not mention any elements of physical 

environment that would have influenced on consumers´ in-store experience. 

However, already in 1982 have Donovan and Rossiter stated that environment 

influences on the amount of time which an individual spends in the store beyond his 

or her original intentions. These views may indicate that customers do not consider 

environment as one factor of experience but if surroundings are not enjoyable or 

pleasant it influences experience negatively. Nevertheless the environment has an 

influence on the mood of the customer (Bagdare & Jain 2013) and atmosphere has 

influence on consumer behavior (Maclaran & Brown 2005) and thus it is an 

important dimension for the company. 

Noteworthy is also the ranking of incentive dimension, last. This may be explained 

with monetary value of purchase; it is so small (2 to 6 €) that incentives are not 

expected, not even a loyalty card. This can be explained at least in Finland with the 

wide range of loyalty cards; every boutique has its own and customers seem to be 

frustrated to them. However, according to Berman (2005) incentives are not expected 
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nor expressed from the customer, so these results can be seen as developing area for 

delighting the customers. 

Enclosing the results of factor analysis, CEI can be used as a framework but as such 

it is not a perfect tool for measuring the customer experience in the context of 

Finnish ice cream bar chain. There is plenty of important information included in the 

results and those can be well used in managerial implications. Notwithstanding, the 

theoretical reliability and validity for the index should be further developed. 

5.2 Answers to the research questions 

This thesis started with a thought of customer experience being a complex and 

undefined concept. The problem of customer experience is that it haven´t been 

conceptualized concretely. However, the experience is usually described with similar 

criteria by customers, thus it can be stated that it can be a measurable concept. Every 

customer evaluates the perceived experience from his or her own perspectives. In this 

study the objectives were to identify the dimensions of customer experience and to 

define how to measure the experience.  

The first research question was “What are the dimensions of customer experience?” 

As a framework when identifying the dimensions Knutson et al. (2006) and Kim et 

al. (2011) studies of customer experience were used. Seven dimensions were 

conceptualized and the contents of each dimension were identified. The main results 

of this study are that through defining these seven dimensions the customer 

experience is well expressed and the dimensions have contribution to other studies of 

experience. The dimensions are: 

 Environment  

 Benefit  

 Convenience  

 Accessibility  

 Utility  

 Incentive  

 Trust  
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The second research question was “How can the dimensions be measured in the 

context of Finnish ice cream bar?” The measuring of the experience was conducted 

using a Customer Experience Index (CEI) tool. The tool chosen for measuring the 

customer experience was created by Kim et al. (2011). The aim was to test if the CEI 

is a valid tool for measuring the customer experience in the context of Finnish ice 

cream bar. The results reinforce the usefulness of Customer Experience Index as a 

tool for measuring the experience, but they did not favor the theory of common 

measurement tool for all industries. Rather that the CEI can be used as a framework 

and the results need to be interpreted to the results of same industry and the tool need 

to be modified for diverse industries separately. 

5.3 Theoretical contribution 

The results indicate that the contents of dimensions are well defined. Other 

researchers (e.g. Bagdare & Jain 2013, Otnes et al. 2012, Walter et al. 2010, Colwell 

et al. 2008) have identified the same criteria of experience but used different names 

for them. Different researches emphasize some dimensions over other depending on 

the context the study is carried. The theoretical influence of this study is giving 

contribution to the discussion on the dimensions of customer experience. Now that 

the dimensions are defined other researchers may use the conceptualizing in their 

studies of experience. When new information emerges it can be implemented to this 

knowledge and not a totally new characterization need to be conveyed. Moreover, 

this study has improved the understanding of customer experience in this specific 

industry. 

The results of empirical study emphasized several results of the previous researches 

on customer experience. For example as Chakravorti (2011) has stated the 

experience has not only utilitarian and functional aspects but also emotional and 

hedonic aspects. This study reinforces these results. Furthermore, several researches 

(e.g. Walter et al., 2010 and Otnes et al. 2012) stated that service quality is an 

important for customer experience. This study emphasized that notion as the highest 

mean score (6.4) was for the variable (ben18), which measured service quality and 

the value added for customer. However, Sathish and Venkatesakumar (2011) did not 

find a significant role for personnel in creating a customer experience, thus in that 
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sense this study does not agree with the theory. Additionally this study emphasized 

the notion about easiness of use when creating the positive experience for customer 

(Bäckström & Johansson 2006, Teixeira et al 2012). In this study similarly the 

highest mean score (6.4) were for variable (con23), which measured the importance 

of easiness of use. 

The study of testing the Customer Experience Index gave new information on 

measuring the experience and the applicability of CEI in this specific industry. Even 

though the variables defined for CEI in Kim et al. (2011) study to measure a 

common customer experience need fine adjustment to fit to this specific context the 

CEI is applicable tool when measuring the customer experience. As Kim et al. (2011) 

suggest each variable needs to be individually evaluated for appropriateness of 

dimension. The results of this study indicate also that the appropriateness of variable 

should be evaluated to fit the context.  

As have been told, the model of CEI did not fit perfectly to this context. All 

dimensions were identifiable from the data, but to some extent they were different 

from the expected. Convenience, accessibility, incentive and utility were moderately 

as expected, but environment, benefit and trust were slightly disparate. The 

entertaining seemed to rise as an own factor in this context, out from the rest of 

environment. Benefit factor was very scattered as analyzed before and trust was 

integrated to the environment factor. These results would need more research to get 

an explanation. 

5.4 Managerial implications  

5.3.1 Customer experience management 

As Kim et al. (2011) stated, by understanding the dimensions and nature of customer 

experience, the management can develop their marketing and promotion strategies to 

offer better and more memorable shopping experiences for their customers. The 

results of this survey can be used when designing the customer experience in this 

particular chain. The results indicate for example that customers prefer practicality to 
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speed of service. According to this managers may put more effort on designing the 

information tables or fluency of processes than thinking how to speed up the process. 

As the measuring is crucial in many points of management, the customer experience 

index tool is useful in this sense. It provides an instrument with which to measure 

experience. Even if the model should be further developed to fit the context better, it 

nevertheless provides useful information for managers as such. By conducting a new 

survey in the future, managers can compare the results and see how the renewal of 

concept has influenced on customer experience. If the descriptive statistics are held 

same in the future surveys, the company can characterize its customers for example 

by location, age or gender and see how experience differs in different segments.  

5.3.2  Comparing the perceived and designed customer experience of Finnish 

ice cream bar chain 

The objective of this thesis was also to compare these results to the results of 

bachelors´ thesis (Kenttämaa 2013). Comparing the results gives contribution to 

discussion of knowledge gap between perceived experience by customer and 

designed experience by the company. 

As was found in Kenttämaa (2013), also the data conducted for this thesis show that 

incentives in this context are not important drivers of shopping decision, but price 

promotions are seen as an extra bonus when visiting the shop from both viewpoints. 

However, when theory of experience and the results of this thesis were discussed, the 

incentives are not expected by customers, but can be viewed as developing area of 

business to exceed the expectations.  

The environment is also considered to be significant factor of experience and the 

entertaining dimension of experience is highlighted in both thesis. The atmosphere of 

the shop is influencing to the customers experience of the product and service, which 

was also noticed by both counterparts of the researches. 

Practicality of shopping experience was seen very important from the customers’ 

point of view. Convenience of ordering, and buying the product was seen 
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significantly important by the customer. This means that understandability of product 

or service should be a major concern of management when designing the elements of 

experience. As the service design is changing in this chain from product assortment 

to service process, great attention should be paid on information-sharing elements 

and processes. This was also noticed at the management side of the research 

(Kenttämaa 2013). 

Speed of service and accessibility is greatly meaningful for both counterparts. The 

location of a shop is a major indicator of this factor. The easiness of use as 

understanding how to use a service is very important for the customer. Customers 

also expect high involvement on interaction with employees, which likewise, was the 

management’s interest. The quality of customer service and competence of personnel 

is significant for customer when defining customer experience. The data shows that 

the highest mean scores were set to questions, which were concerning the importance 

of customer service quality and the easiness of acquiring the product or service. 

These results not only reinforce but also highlight the importance of employee 

education issue, which was noticed previously in Kenttämaa (2013). 

5.5 Validity, reliability and limitations 

The test is valid if it measures what it is intended to measure. As previously have 

emerged this test was intended to measure customer experience. It is a complex and 

multidimensional concept and consequently, hard to measure. However the 

dimensions are identified by many studies and thus validity of measuring it increases.   

In a survey research, to get enough valid answers for data is always difficult. High 

motivation of subjects to answer to test is said to increase the face validity (Kline 

1993, 16). When collecting the data for this thesis the employees were requested to 

provide a small inducement to the customer who returns the filled questionnaire, e.g. 

free coffee or ice cream. This was thought to increase the motivation of subjects and 

increase the sample size. Concurrent validity increases if the results of test correlate 

highly with another test of the same variable, which was administrated at the same 

time. Also validity and reliability increases when the sample size increase. (Kline 

1993, 17) The sampling error is 7,5% on the 95 per cent confidence level for sample 



57 

size 178 (de Vaus 1991, 71), thus it can be stated to be the quite same for sample size 

174. 

The stability over time is not tested in this study, which has an influence on the 

reliability of test. The correlation test between two sets of data would have raised the 

reliability (Kline 1993, 5 – 6). The retest is not accomplished because of the timeline 

of the study. The data was collected during the summer when ice cream industry has 

a high season and the study was expected to be ready before next summer. However 

the retest would not be reliable due to concept change, which has been implemented 

in this particular chain starting from September 2013 and should be accomplished 

before the summer 2014. 

Variables have an influence on internal reliability of test. The translation process 

from English to Finnish may create different meanings for variables, e.g. the 

variables tru35 and tru36 may have had this kind of distortion, as have been 

discussed in chapter 4. Not only the translation but also adapting the variable to fit 

the context may have had an effect on internal reliability. Therefore the pretest for 

understandability of questionnaire was accomplished before the question form was 

sent. Seven test-customers filled the questionnaire, then the understandability of 

variables was discussed with the test customers and thus re-composition of a few 

variables was conducted. 

The data collection was performed using a paper form due to the context. A low 

activity on social media and no customer register entailed the collection process to be 

manual. The data, to which this study is interpreted, was collected electronically via 

Internet by Kim et al. (2011). This may have influence on comparability of these 

results. 

The results of this study are limited only to this context and should also be evaluated 

with a retest in the same context or with a different chain in the same industry to get 

more valid results. The renewal of chain concept was intended to be carried out for 

part of the stores before collecting the data and thus it could have influenced to 

results. However, implementing the change did not happen before data collection 

process, but on the other hand non-implementing the change did have influence on 
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the construction of this study. Thus new limitations for reproducibility of test 

emerged. 

5.6 Suggestions for future research 

Since the customer experience index tool was not fitting acceptably to the context of 

this study, it could be suggested to further improve the model to fit the context. For 

example the benefit factor did not load acceptably and was very scattered. It could be 

interesting to investigate more deeply the reasons of this misfit.  

Also there were little references available of customer experience in this specific 

context i.e. café and fast food and restaurants, even though this is one industry where 

customer experience is widely and often successfully implemented in practice. 

Therefore doing research in this major area of business is recommended. 

Since the concept of this particular ice cream bar chain has been changed after 

collecting the data for this study, it would be interesting to collect a new data from 

new chain concept and compare the results. This would be beneficial for the 

company to see if the new concept is proven to be successful.  
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Appendix 1 

Question form in Finnish 

Ympäristöön liittyvät väittämät (Environment) 

1) Spice Icen palveluympäristön pitää olla viihtyisä (env1) 

2) Spice Icen piristävä/innostava ulkoasu lisää ostohalujani (env2) 

3) Spice Icen ympäristö on miellyttävä aisteille (tuoksu, näkö, kuulo, tunto) (env3) 

4) Spice Icella tulee olla erityinen teema (env4) 

5) Vuorovaikutus henkilökunnan kanssa tekee jäätelön ostamisesta kiinnostavampaa (env5) 

6) Spice Icen konsepti motivoi minua ostamaan jäätelöä (env6) 

7) Jäätelöbaarin tunnelma vaikuttaa siihen miten koen tuotteen (env7) 

8) Spice Icen palvelun tulee olla hyvin vuorovaikutteista (env8) 

9) Tunnen oloni mukavammaksi, kun tuote ja asiakaspalvelu ovat jäätelöbaarin luonteeseen 

soveltuvia (env9) 

10) Spice Icen houkuttelevimmat tuotteet ovat jäätelöbaarin valikoimaan sopivia (env10) 

11) Spice Icen ja sen henkilökunnan olemus  ovat minulle erittäin tärkeitä (env11) 

12) Tuotetaulut ovat hyödyllisempiä kun ne tarjoavat valaisevaa tuotetietoa (env12) 

Kokemusta edesauttavat tekijät (Benefit) 

13) Minulle on tärkeää, että ymmärrän tuotteen ja palvelun toimintatavan (ben13) 

14) Yhdenmukaisuus Spice Ice jäätelöbaarien tuotteiden esille laitossa ja palvelussa parantaa 

mielikuvaani Spice Icesta (ben14) 

15) Haluan hyötyä ostamastani tuotteesta (ben15) 

16) Spice Icen tuotteet ovat turvallisia käyttää (ben16) 

17) Suurin osa Spice Icen tuotteista on suunniteltu vastaamaan normeja eivätkä ole yksilöllisiä 

(ben17) 

18) Hyvä asiakaspalvelun taso tuo lisäarvoa minulle (ben18) 

Käyttömukavuuteen liittyvät väittämät (Convenience) 

19) Mitä vähemmän aikaa kuluu saadakseni palvelua sitä todennäköisemmin ostan tuotetta uudelleen 

(con19) 

20) Mitä vähemmän aikaa kuluu saadakseni palvelua sitä todennäköisemmin tulen tähän Spice Iceen 

uudelleen (con20) 

21) Tuotteen palvelutapahtuma kokonaisuudessaan tulee olla nopea (con21) 

22) Mitä helpommin löydän Spice Icen sitä todennäköisemmin käyn siellä (con22) 

23) Tuotteen tilaamisen ja ostamisen tulee olla helppoa (con23) 

Saatavuuteen liittyvät väittämät (Accessibility) 

24) Tuotetiedot ovat selkeästi näkyvillä Spice Icessa (acc24) 

25) Jäätelöbaari on selkeästi järjestetty, jotta löydän mitä etsin (acc25) 

26) Minun on helppo tulla Spice Iceen asioimaan (acc26) 

27) Tarjottuja tuotteita on saatavilla (acc27) 

28) Spice Ice ja sen ympäristö on siisti ja roskaton (acc28) 

Käyttöön liittyvät väittämät (Utility) 

29) Jäätelöbaarin käytännöllisyys on tärkeä asioinnin kannalta (uti29) 

30) Tuotteeseen tai palveluun ei kohdistu odottamattomia yllätyksiä (uti30) 

31) Tuoteturvallisuus on minulle yksi tärkeimmistä asioista (uti31) 
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Kannustimiin liittyvät väittämät (Incentives) 

32) Ostan todennäköisemmin tuotteen, jos siihen tarjotaan kannustimia (esim. kanta-asiakaskortti) 

(inc32) 

33) Kannusteet lisäävät todennäköisyyttä, että ostan myös muita tuotteita (inc33) 

34) Tuotteisiin liittyvät tarjoukset ovat bonusta (inc34) 

Luottamukseen liittyvät väittämät (Trust) 

35) Koen, että tyytyväisyyteni Spice Icen jäätelöbaari-konseptiin on yritykselle erittäin tärkeää 

(tru35) 

36) Koen, että tyytyväisyyteni tuotteeseen  ja palveluun on yritykselle erittäin tärkeää (tru36) 

Tausta kysymykset (Descriptive statistics) 

 Tunsitko ketjun ennestään 

 Oletko asioinut Spice Icessa aikaisemmin 

 Voisitko suositella Spice Icea ystävillesi 

 Ikäsi 

 Sukupuoli  

 Talouteni vuositulot, euroa 
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Appendix 2 

Question form in English 

Environment 

1) Spice Ice surroundings should be enjoyable (env1) 

2) Stimulating service environments make me more likely to buy (env2) 

3) Spice Ice environment is stimulating to senses (env3) 

4) Spice Ice should have a specific theme (env4) 

5) Interaction with the staff makes shopping more interesting (env5) 

6) The concept of Spice Ice motivates me to purchase (env6) 

7) The atmosphere of ice cream bar has an impact on my interactions (env7) 

8) Spice Ice service presentation must be very interactive (env8) 

9) I feel more comfortable if product and service are consistent to ice cream bar character 

(env9) 

10) The most appealing of the Spice Ice products are consistent to ice cream bar assortment 

(env10) 

11)  The appearance of Spice Ice and its service personnel are very important to me (env11) 

12)  The product displays are more beneficial if they provide educational information (env12) 

 

Benefit 

13) Understanding how to use a product and service is important to me (ben13) 

14) Consistency in product and service performance assures my image of Spice Ice (ben14) 

15) I want to benefit from the product I buy (ben15) 

16) The products are safe to use (ben16) 

17) Most products are designed to fit the norms instead of individuals (ben17) 

18)  Spice Ice service level add value to me (ben18) 

 

Convenience 

19) The less time it takes to receive service, the more likely I am to buy product again (con19) 

20) The less time it takes me to receive service, the more likely I am to return to this Spice Ice 

(con20) 

21) The service process should be fast (con21) 

22) The easier it is to find Spice Ice the more likely I am to visit there (con22) 

23) The process of buying should be simple (con23) 

 

Accessibility 

24) The product information are readily available at Spice Ice (acc24) 

25)  Spice Ice is well organized, so that I can find What I am looking for (acc25) 

26) It is easy for me to acquire (acc26) 

27) Products are always readily available (acc27) 

28) Spice Ice and its surroundings are cutter free (acc28) 

 

Utility 

29) Practicality of ice cream bar is important (uti29) 

30) There are no unexpected surprises concerning the product or service (uti30) 

31) Product safety is my major concern (uti31) 

 

Incentive 

32) I am more likely to buy a product if incentives are offered (inc32) 

33)  Incentives increase the chance that I will also buy other products (inc33) 

34) Price promotions that accompany the product are a bonus (inc34) 

 

Trust 

35) My satisfaction with the Spice Ice concept is a company´s most important concern (tru35) 

36) My satisfaction with the product and service is a company´s most important concern (tru36) 
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Descriptive 

 Were you familiar with the chain before?  

 Have you visited Spice Ice before? 

 Would you recommend Spice Ice to your friend?  

 Age 

 Gender 

 My household income in a year, € 
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Appendix 3 

Descriptive of data 

n=174 

Variable Mean Median Mode Std. Deviation 

Environment (ENV)    

env1 6.3 7 7 1.10 

env2 5.8 6 7 1.17 

env3 5.1 5 5 1.48 

env4 4.3 4 4 1.79 

env5 5.4 6 6 1.53 

env6 5.1 5 6 1.58 

env7 5.4 6 6 1.40 

env8 5.6 6 7 1.47 

env9 5.8 6 6 1.33 

env10 5.7 6 7 1.34 

env11 5.6 6 7 1.29 

env12 5.9 6 7 1.30 

 

Variable Mean Median Mode Std. Deviation 

Benefit (BEN)     

ben13 5.2 5 5 1.53 

ben14 5.6 6 6 1.26 

ben15 5.5 6 7 1.51 

ben16 6.1 6 7 1.13 

ben17 3.3 3 4 1.59 

ben18 6.4 7 7 0.94 
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Variable Mean Median Mode Std. Deviation 

Convenience (CON)    

con19 5.8 6 7 1.40 

con20 5.6 6 7 1.26 

con21 5.6 6 5 1.27 

con22 6.0 6 7 1.15 

con23 6.4 7 7 0.85 

 

Variable Mean Median Mode Std. Deviation 

Accessibility (ACC)    

acc24 5.2 6 7 1.76 

acc25 5.7 6 6 1.42 

acc26 6.1 6 7 1.11 

acc27 6.1 6 7 1.10 

acc28 5.9 6 7 1.19 

 

Variable Mean Median Mode Std. Deviation 

Utility (UTI)     

uti29 5.9 6 6 1.06 

uti30 5.9 6 7 1.12 

uti31 5.8 6 7 1.30 

 

Variable Mean Median Mode Std. Deviation 

Incentive (INC)    

inc32 4.3 5 5 2.04 

inc33 4.3 5 5 1.99 

inc34 5.6 6 7 1.53 

 

Variable Mean Median Mode Std. Deviation 

Trust (TRU)     

tru35 5.4 6 7 1.52 

tru36 5.7 6 7 1.41 
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Appendix 4 

Descriptive statistics for initial first-order seven-factor model of customer 

experience 

Means, standard deviations and reliabilities for factors in initial first-order seven-factor model 

of the experience (36 items) 

Factor 
Number of  

items 
Mean SD 

Reliability  

Cronbach´s (>0,70) 

Environment 12 5.50 1.49 0.88 

Benefit 6 5.32 1.67 0.50 

Convenience 5 5.92 1.22 0.83 

Accessibility 5 5.80 1.38 0.79 

Utility 3 5.87 1.15 0.75 

Incentive 3 4.72 1.98 0.79 

Trust 2 5.52 1.47 0.89 

Total 36 5.54 1.53 0.92 

Mean scores are based on a seven-point Likert scale (1=strongly 

disagree…7=strongly agree); n=174 

 

 

 

 

 

 

 



71 

Appendix 5 

Results of principal component analysis 

Results of principal component analysis using eigenvalues greater than 1 and Varimax rotation 

 Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6 Factor 7 Factor 8 

Env1      0.674   

Env2      0.680   

Env3 0.549     0.484   

Env4       0.659  

Env5 0.639        

Env6 0.581        

Env7 0.493        

Env8 0.747        

Env9 0.703        

Env10 0.727        

Env11   0.490    0.450  

Env12   0.499      

Ben13         

Ben14 0.708        

Ben15         

Ben16   0.461      

Ben17        0.746 

Ben18   0.653      

Con19  0.853       

Con20  0.835       

Con21  0.821       

Con22   0.573      

Con23   0.567      

Acc24 0.680        

Acc25 0.714        

Acc26    0.631     

Acc27    0.714     

Acc28    0.795     

Uti29 0.555        

Uti30 0.472        

Uti31  0.563       

Inc32     0.843    

Inc33     0.826    

Inc34     0.680    

Tru35 0.703        

Tru36 0.623        

N= 174 
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Appendix 6 

Standardized factor loadings in initial first-order seven-factor model of 

experience      

 

Notes: *** Factor loadings were all significant at level p < 0,001: n =174
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