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INTRODUCTION 

Malaysia is one of the nations in the Asia-Pacific region with excellent potential for the development of organic food 

(Nathan et al., 2021). With the country’s organic product consumption demand estimated at more than RM20 million per 

year with a growth rate of at least 12.4% annually (Cheng et al., 2020; Suhaimee, Ibrahim & Abd Wahab, 2016), it has 

become one of the primary drivers of Malaysia’s economic growth in the service sector (Salmuni et al., 2020). While the 

Department of Agriculture Malaysia (DOAM) (2019) reported that people’s acceptance of organic food products is 

increasing dramatically, the COVID-19 outbreak starting end of 2019 has severely affected the marketplace environment 

including retail outlets. Although the government’s preventative steps (lockdowns, confinement orders, movement 

restrictions, social distancing) were implemented to slow down the spread of COVID-19, these, unfortunately, have 

directly impacted the supply, demand, and day-to-day operations of the Malaysian retail sector (Jaafar, 2021), including 

organic foods. The ‘new normal life culture has changed many consumer preferences, behaviors, and retailers’ practices 

during the pandemic (e.g., online shopping). As retailing is all about having a total customer experience (Bascur & Rusu, 
2020; Berry et al., 2002), it is quite reasonable to think that the success of resuming retail outlet operations lies in the 

retailers’ ability to provide top-notch customers’ retail outlet shopping experiences in the post-pandemic era. The 

challenge for retailers however is that today’s customers have a broader understanding of a company's offerings including 

those of its rivals and pricing structures. As they value novelty, they highly expect to get memorable experiences through 

the company’s delivered systems, products, and services (Bascur & Rusu, 2020).  

The customer experience (CE) in the retail environment context is the result of interaction between a subject (the 

customer) and an object (the experience provider), and the act of co-creation between the two (Garg et al., 2014). In the 

context of organic food that is sold in retail outlets, customer experience (CE) takes place whenever a consumer interacts 

with products (experience with organic foods) or the physical environment of the store and the employees, policies, and 

procedures of the retailer (retail outlet shopping experience). Moreover, CE takes place when the consumer consumes 

and uses the product (consumption experience of organic foods). In short, customers are impacted by all aspects of a retail 

store, from the product selection process to everything that occurs after the purchase involving the customers (Chatzoglou 
et al., 2022; Terblanche, 2018; Mouri et al., 2015; Yang et al., 2012). This may be why Lemon and Verhoef’s (2016) 

definition of CE it is a multidimensional construct focusing on a customer’s cognitive, emotional, behavioral, sensorial, 

and social responses to a firm’s offerings during the customer’s entire purchase journey, for instance, is found to be based 

on a synthesis of CE’s components and its related stages. 

 

ABSTRACT – Researchers have shifted their focus to investigating the cognitive, emotional, and 
behavioural elements of the customer’s consumption experience following the application of a 
customer-centric approach by businesses in their operations. This review paper attempts to 
conceptualize the role of customer experiences (CE) of retail organic foods using the lens of the 
Cognitive-Affective-Behaviour (C-A-B) theory. C-A-B is chosen as it is a widely used theory to 
explain an individual’s comprehensive evaluation of an object, which represents their personal 
cognitive, emotional, and behavioural responses. Particularly, the C-A-B model reflects the direct 
effect that cognition has on emotional responses, which then drives collective behaviour, which in 
turn works as the motivation for a person to participate in a certain behaviour. From the review, CE 
is suggested to show positive and negative influences respectively on green experiential 
satisfaction and retail organic food repurchase intention. The links suggested amongst the 
variables would help to extend the cognition-affection-behavioural framework to the green retail 
contexts by testing a novel relationship of understanding consumers’ green behaviour. The findings 
may also demonstrate the importance of promoting sustainable store strategies that create 
favourable customer experiences of themselves. It is also expected that this insight will help to 
improve, both practically and theoretically, the customer experience measurement tools used in 
the green retail service industry, as well as to broaden and deepen our understanding of The 
Theory of Cognitive-Affective-Behaviour (CAB). 
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This review paper attempts to conceptualize the role played by customer experiences (CE) in retail organic food 

settings using the lens of the Cognitive-Affective-Behaviour (C-A-B) theory. The C-A-B theory is selected because it is 

commonly used to describe how a person's thoughts (cognitive), feelings (emotional/affective), and actions (behavioral) 

relate to their overall assessment of an object. Specifically, the C-A-B theory captures the direct effect of cognition on 

affective reaction, which in turn influences collective behavior that will stimulate an individual’s motivation to engage in 

certain behavior. The review would help reveal whether how CE can be applied both in the cognitive and affective 

components of CAB that will result in the consumer being able to rationalize and/or to be emotionally affected which can 

influence them to behave in a certain way (e.g., to purchase retail organic foods) within a retail shopping context. 

LITERATURE REVIEW 

Conceptualization of Customer Experience 

The term ‘experience’ was used by Hirschman and Holbrook (1982) to describe the facet of consumer behavior that 

makes use of multiple senses, imagination, and emotional expression during the consumption of a product. This concept 

was developed further in the early 1980s by scholars who centered their attention on the experiential aspects of deals 

rather than their purely rational or cognitive components (Holbrook & Hirschman, 1982). Researchers’ interest in CE 

persisted throughout the 1990s. According to Schmitt (1999), experiences have reason and purpose, are induced rather 
than self-generated, and are brought on by certain stimuli. Hence, experiences are states that form in response to the 

existence of a stimulus, as opposed to evaluations or emotional states that an individual is now going through (Brakus et 

al., 2009). Schmitt (1999) added that encountering, experiencing, or living through things that impart value on a person's 

sensory, emotional, cognitive, behavioral, and relational domains is what leads to the formation of experiences. The 

aforementioned experience is characterized by its uniqueness as it pertains alone to the person. It requires active 

engagement across several dimensions, including intellectual, emotional, sensory, physical, and spiritual aspects. This 

observation is supported by Jain et al. (2017), who emphasize the customer's role in this multifaceted process. Poulsson 

and Kale (2004) suggest that individuals have the potential to acquire experience via their exposure to certain stimuli. 

According to Goode et al. (2010), an experience encompasses the cognitive processes, emotional responses, behavioral 

manifestations, and subjective assessments that arise in connection with or in reaction to stimuli. Poulsson and Kale 

(2004) observed that these states exhibit a strong interconnection and mutually reinforce each other throughout the 
duration of the event. 

Clearly, these theoretical ideas suggest that experience in a retail context may be seen as the results of the interaction 

between a subject (the customer) and an object (the business that provides the experience) and from the two of them 

working together to create the experience (Bustamante & Rubio, 2017). It encompasses the interactions of customers with 

products (their experiences with the products), as well as the physical surroundings of the retailer, as well as the 

employees, rules, and procedures of the retailer (in-store retail shopping experience). The customer's emotional, social, 

cognitive, affective, and physical reactions to the business are therefore represented by CE, which has been viewed as a 

multidimensional construct in the retail setting (Verhoef et al., 2009; Brakus et al., 2009). According to Schmitt (2010), 

the term "customer experience" encompasses all interactions related to the acquisition of a product or service. This 

includes the entirety of a customer's purchasing experience, as highlighted by Lemon and Verhoef (2016), which 

represents the direct or indirect engagement between the customer and a collective of market participants, as noted by 

Keiningham et al. (2017). Similar to Lemon and Verhoef (2016), Homburg et al. (2015: p. 8) define CE as "the evolution 
of a person's sensorial, affective, cognitive, relational, and behavioral responses to a brand by traversing a journey of 

touchpoints along pre-purchase, purchase, and post-purchase (phases) and continuously judging this journey against 

response thresholds of co-occurring experiences". Mowen and Minor (2002) argued consumers' experiences are shaped 

by the customers' knowledge together with emotions when utilizing products or services. Customers' emotional responses 

to the personal events they experience will be significantly influenced by the goods or services they purchase (Grundey, 

2008). In the restaurant context, for example, experience quality refers to the experience of a customer or observation of 

features of the restaurant received during the course of the dining process (Jeong and Jang, 2011). 

CE includes the entirety of the purchase process (Hollebeek and Rather, 2019). According to the theory put forth by 

Woodward and Holbrook (2013), "all experiences are consuming experiences." They are typically thought to be 

interacting occurrences that result in a person's experience of either pleasure or displeasure. Verhoef et al. (2009) contend 

that a client's experience can be either positive (enjoyable) or negative (unenjoyable), leading to either positive or negative 
responses from the consumer regarding satisfaction, value, quality, image, purchase intentions, patronage, loyalty, and 

recommendations. Likewise, theorizing experiences as different from products or services, Pine and Gilmore (1998: p. 3) 

said that consumers buy experiences to "spend time enjoying a succession of memorable events that a corporation 

creates... to engage him in an intrinsically personal way." In line with Abbott (1955: p. 40), the basic premise is “what 

people really desire is not products but satisfying experiences”. According to Kusumawati and Rahayu (2020a), the long-

term success of a retail firm is contingent upon the positive experiences of its consumers. Customers are more likely to 

have a favorable experience when their expectations about the product or service are met. The acquisition of experiential 

features via consuming is often seen as crucial for conceptualizing the encountered values (Sweeney and Soutar, 2001). 

Therefore, this study discovered that CE is a multi-dimensional model that captures the customer's cognitive, emotional, 

behavioral, and sensory responses throughout the entirety of their purchasing experience (Lemon and Verhoef, 2016; 

Brakus et al., 2009). 
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As the customer experience (CE) idea has gained prominence in recent years, many researchers develop a model, 

indicator, scale, or tools to measure CE in the service delivery context (Salmuni et al., 2020). For instance, the customers' 

perceptions of a company's service quality have been quantified with the use of a metric called the Customer Experience 

Index (CEI). A number of different models were developed, such as SERVQUAL (Parasuraman, Zeithaml & Berry, 1985; 

Parasuraman, Zeithaml & Berry, 1988; Parasuraman, Zeithaml & Berry, 1991), SERPERF (Cronin & Taylor, 1992), the 

Gronroos Model (Gronroos, 1984), and most recently, the Customer Experience Quality (EXQ) (Khasif et. al., 2016) 

which has been used to measure the customer experiences in service delivery. These models have proposed both tangible 

and intangible service attributes as a measurement construct to service delivery systems. In a manner comparable to that 
of the healthcare sector, which has implemented a diverse range of CE measuring tools including The Net Promoter Score, 

often known as NPS, which is the metric that is applied most frequently in hospital systems and the National Health 

Service (NHS) to evaluate the degree to which patients are satisfied with regard to healthcare services (Salmuni et al., 

2020). 

 

Customer Experience in Cognitive Situations 

Many scholars contended that cognition is the earliest stage of the CE, coming before emotional (affective) responses 

because cognition primarily processes newly acquired knowledge (Bustamante & Rubio, 2017; Da Silva & Syed, 2006; 

Kempf, 1999). Numerous academic research highlights the fact that subjective reactions develop later, and functional 

appraisal of the product or service happens first in cognitive thinking (Bagozzi et al., 1999; Garbarino & Edell, 1997; 
Lazarus, 1982). According to Garbarino and Edell (1997), the customer's interaction with the product yields information 

that influences how perceptions, expectations, and demand for the product as a whole are formed. Nevertheless, according 

to The American Psychological Association (2016), cognitive processes which is considered as a higher mental process 

include perception, memory, language, problem-solving, and abstract thought.  

Several academic studies demonstrate that in cognitive thinking, functional rather than subjective evaluation of the 

product or service occurs first (Bagozzi et al., 1999; Garbarino & Edell, 1997; Lazarus, 1982). The way the client interacts 

with the product produces information that affects how perceptions, expectations, and demand for the product as a whole 

are created (Garbarino and Edell, 1997). Nevertheless, vision, memory, language, problem-solving, and abstract 

reasoning are among the cognitive processes that are taken into account by higher mental processes, according to The 

American Psychological Association (2016). Hence, cognitive experience involves more than merely learning new facts 

(classifying, analyzing, and reasoning). Instead, it results from consumers' own mental responses to external stimuli, 

which are what inspire them to engage in creative interactions with businesses and brands (Schmitt, 1999a). Many 
elements make up these mental reactions, which include joyful ideas, memories, or thoughts. As a result, marketing 

attempts to appeal to target customers via the use of surprise create interest, and provocation (Schmitt, 1999a; Brakus et 

al., 2009). The idea is to get customers to think creatively about the information they are exposed to when they are buying 

or consuming something (Schmitt, 1999; Gentile et al., 2007). The capacity of customers to establish connections and 

completely comprehend ideas when they are in a position to buy or consume, according to McCrae (1987), is improved 

by creative thinking. 

Clearly, this viewpoint holds that mechanisms that convert a person's interactions into ideas or thoughts are what lead 

to cognition. These thoughts encompass products or services encountered, the servicescape, in-store communication, and 

so forth. Employing a variety of stimuli to provide consumers with a comprehensive cognitive experience, managers 

strive to arouse the customers' ideas through these activities. Consequently, the cognitive component of marketing stimuli 

is their ability to stimulate thought, curiosity, innovation, etc. This mental activity can be induced by cognition or by 
combining the consumer's experience of the item with information from other sources to provide uniqueness, usefulness, 

and/or knowledge for the customers. 

 

Customer Experience in Affective Situations 
 

The relationship between emotions and experiences has been demonstrated by experiential theorists since the 1980s 

(Holbrook & Hirschman 1982). The first examination of consumer emotions drew from psychological research, whereby 

scholars recognized the intricate nature of emotions and attempted to address intrinsic challenges in perceiving, 

evaluating, and distinguishing emotional conditions (Izard, 1977; Plutchik, 1980). The importance of how consumers feel 
during CE is highlighted in a more recent study (De Keyser et al. 2015; Verhoef et al. 2009), which is also known as an 

emotional reaction (Baxendale, Macdonald, and Wilson 2015; Verhoef et al. 2009) or distinct emotions (De Keyser et al. 

2015). The phrase "emotional (affective) reaction" describes how customers feel as a result of their interactions with 

businesses (Shaver et al. 1987; Verhoef et al. 2009). 

Numerous modern theories of emotion concur that the fundamental distinguishing emotions are typically pleasure 

(joy), surprise, wrath, sorrow, and fear (McColl-Kennedy et al., 2019; Shaver, Morgan, & Wu, 1996). To quantify the 

emotional component of consumer behavior, however, a number of significant issues from this research appeared that 

needed to be solved (Keiningham et al., 2017). These issues included uncertainty about the nature and significance of 

emotions in influencing customer behavior (Bagozzi et al., 1999; Laros & Steenkamp, 2005). Past research has taken a 

variety of various stances when addressing consumer sentiment. Some individuals thought of them in terms of the benefits 

and drawbacks they possessed (Oliver, 1997; Oliver 2010). Others have combined emotion research to create 

comprehensive sets of emotions related to consumption (Richins, 1997; Ruth et al., 2002), while others have concentrated 
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on specific emotions, such as joy and surprise (Arnold et al., 2005; Finn, 2005), delight (Oliver et al.,1997), anger, rage, 

irritation, frustration, and annoyance (McColl-Kennedy et al., 2003), and regret (Tsiros & Mittal, 2000; Parasuraman et 

al., 2016; Bougie et al., 2003). The different perspectives on the nature and component of emotions lead to inconsistent 

attempts to measure how emotions affect customer experience. This is unquestionably applicable to the retail industry 

because interactions between customers and a retailer's brands, service personnel, and products can arouse strong 

emotions in them (Mattila & Enz, 2002), which in turn may have an impact on key customer outcomes like positive or 

negative word-of-mouth, loyalty or retention metrics (Schoefer & Diamantopoulos, 2008). 

 
The Linkages to C-A-B 
 

The C-A-B framework is a widely used theory for portraying attitude formation (Loh et al., 2022). According to 

Holbrook and Havlena (1982), the Cognitive-Affective-Behavioral (C-A-B) model describes how consumers make 

purchasing decisions. According to a theoretical point of view, the retail service sector measures service delivery across 

the actual phases of the customer experience (Wu et al., 2022), including cognitive, emotional, and behavioral responses. 

The relevant variables may be used to describe each phase of the customer experience. In addition, further analyses of 

the relevant literature demonstrate that the concept of CE is based on customers' cognitive, emotional (affective), and 

behavioral responses (Salmuni et al., 2020; Walter et al., 2010; Verhoef, et al., 2009; Mayer & Schwager, 2007; 
Edvardersson et al., 2005; LaSalle & Briton, 2003).  

However, few attempts have been made to comprehend CE in terms of cognitive, emotional, and behavioral responses 

(Palmer, 2010). This literature search on the Attitude Model is motivated by the requirement to comprehend the CE 

phases. People’s attitudes are molded by their experiences, and their attitudes might shift as they gain more experience 

(Loh et al., 2022). The way people think and act toward their surroundings is shaped by their attitudes. The explanation 

of consumer behavior in the context of service has benefited significantly from the concept of attitude (Usak et. al., 2020; 

Ki & Hon, 2012; Kwun, 2011; Han & Kim, 2010; Grace & O’Cass, 2004;). In psychology, an attitude is described as a 

taught inclination to react consistently favorably or unfavorably towards a specific object (Ajzen & Fishbein, 1977; 

Wilkie, 1994). The first view of human behavior indicates that the attitude model consists of three components, namely 

cognitive, affective, and conative (behavior) (Jain, 2014). Each of these components is highly distinct from the others, 

and they can all contribute to the formation of people’s attitudes and, consequently, their interactions with the outside 

world. In other words, the Cognitive represents a person’s knowledge, views, thoughts (perceptions), or beliefs, the 
Affective component deals with overt emotions like dread or hatred, while the Conative component reflects a person's 

inclinations to act in a certain manner with respect to the attitude object. Ajzen and Fishbein (1975) argued cognitive, 

emotional, and behavioral components are frequently indistinguishable in empirical studies, and the three-component 

concept is unsuitable since it implies that the three kinds of responses are normally separate. Because all measures of 

attitudes (cognitive, emotional, and behavioral) arrange persons along an evaluative continuum, their study shows that 

only a unidimensional model of attitude is suitable (Ajzen & Fishbein 1975). 

Several different conceptualizations of attitudes, particularly those found in the field of marketing, have asserted that 

attitudes are formed on the basis of cognitive, emotional, and behavioral factors (Eagly & Chaiken 1993; Ford & Smith 

1987; Lutz, 1991). People construct beliefs, which have a cognitive component, in response to the information that is 

presented to them concerning the attitude object (Eagly & Chaiken 1993). Consumers engage in a wide array of 

information processing techniques and strategies on a daily basis in order to generate numerous opinions on a broad range 
of goods, products, and alternatives (Zinkhan & Braunsberger, 2004; Vannoy, 1965). The degree of complication in the 

cognitive structure of a customer is a significant factor in influence. 

Affective components are based on how people feel (emotional experiences) or what they like (customer’s 

preferences.) Positive (e.g., pleasure) and negative (e.g., rage) emotional effects on products can result from positive and 

negative experiences with the product or service features (Derbaix & Pham, 1991). Individuals with favorable affective 

responses to an experience with a product or service are more likely to view an attitude object favorably (satisfactorily), 

whereas those with negative affective reactions are less likely to evaluate the attitude object favorably (Eagly & Chaiken 

1993; Oliver 1980, 1993; Westbrook 1987). According to Czepiel and Rosenberg (1977), customer satisfaction is an 

attitude since it is a measurable evaluative orientation. They argued that an attitude can only exist after real consumption 

or experience since it is made up of affective elements (such as joy, wrath, favor, and satisfaction) and is typically 

manifested in behavior. The behavioral component examines individuals' overt activities with respect to the attitude 

object. It is based on the acts that people display (Eagly & Chaiken 1993; MacKenzie & Lutz 1989). According to Bem 
(1970) and Eagly and Chaiken (1993), attitudes are drawn from behavior that has occurred in the past and is created by 

either direct or indirect experiences. People have a tendency to infer attitudes that are compatible with their previous acts, 

according to a self-perception explanation of how attitudes are formed. 

The links between the three components were captured using the C-A-B framework, which was developed utilizing 

the aforementioned context. This theory, in particular, illustrates how cognition has a direct impact on affective response, 

which in turn affects behavior and serves as a motivator for someone to engage in a certain action. Numerous previous 

studies in various contexts have used the C-A-B framework as the underpinning theory (Loh et al., 2022). In the mobile 

context, for example, Kim et al. (2013) verified the links between user engagement incentives (conation), perceived value 

(cognition), and contentment (affection). On the other hand, Salmuni et al. (2020) through their study on the healthcare 

industry context validated a CE measurement model by taking into account relevant variables and depicting three stages 

of the customer journey. The variables are Service Personal Value, Service Value, and Service Quality (cognitive phase); 
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Emotional Satisfaction (affective phase); and Favorable Behavioral Intention (behavioral responses phase). In order to 

examine the impact of emotional intelligence on consumers' value perceptions and purchasing behaviors in the setting of 

e-commerce, Lim and Kim (2020) used the C-A-B as the overarching theory. Furthermore, Dai et al. (2020) used the C-

A-B framework to investigate how perceived information overload (cognition) impacts social media users' information 

avoidance intention (conation) through fatigue, frustration, and dissatisfaction (affective). However, very few studies 

have used the C-A-B framework to particularly investigate the organic foods retailer context. In addition, a multi-

dimensional C-A-B framework was developed to assess customers' intentions to purposefully repurchase the products 

and services they have purchased. A collection of perceptual attitudes that can recognize consumer decision-making and 
behavior must thus be provided by the C-A-B model (Gursoy et al., 2019). As a result, it is consistent with the goal of 

this study, which is to conceptualize the role played by customer experiences (CE) in the retail context for organic foods 

using the Cognitive-Affective-Behavior (C-A-B) paradigm. 

METHODOLOGY 

Using the perspective of the Cognitive-Affective-Behaviour (C-A-B) theory, this review paper attempts to 

conceptualize the role of customer experiences (CE) of retail organic foods. Therefore, the extensive literature review 

was performed to develop understanding on the three components of the C-A-B Theory in order to explain an individual’s 

comprehensive evaluation of an object, which represents their personal cognitive, emotional, and behavioural responses. 
An electronic citation database was carried out using Scopus, Web of Science, Emerald Insight and Google Scholar to 

find relevant works that dealt with the subject matter of this study including customer purchase experiences towards 

organic foods, and their situations or conditions in cognitive, affective and behaviour setting. Next, the titles and abstracts 

of each article were reviewed to determine their applicability and relevancy. The use of keywords and their combinations 

(cognitive, affective, emotions, behaviour, The C-A-B Theory, customer experience, in-store experience, organic foods, 

retailer) improved this attempt by assisting in the search for pertinent studies. Utilizing this approach then, few selected 

papers that look at the customer experiences in retail setting and their adoption of cognitive, affective and behaviour 

situations were identified, chosen, and used for the review of the current study. Most of the studies were obtained from 

the Asia Pacific Journal of Marketing and Logistics, Journal of Business Research, Journal of the Academy of Marketing 

Science, Journal of Service Research, International Journal of Environmental Research and Public Health, Journal of 

Service Theory and Practice, Journal of Retailing and Consumer Services, and Journal of Services Marketing. In order to 
develop an understanding of the application and roots of the theory, older articles have also been discussed, while relevant 

research published between 2010 and 2020 was considered for this analysis in order to give an up-to-date and critical 

overview. 

CONCLUSION 

Using the C-A-B paradigm, this review paper attempts to conceptualize the underlying mechanism that drives 

customer experience in the setting of organic food retailers. An extensive and thorough analysis of the literature offers a 

more in-depth understanding of many customers’ experience-related challenges in a systematic way. The evaluation 

underlines how customer experience is becoming a key idea for gaining a competitive edge. The notions of retail 
experience and customer experience are both positioned in the cognitive-affective elements drawing from the C-A-B 

Theory, and it becomes clear through an examination of various viewpoints and definitions of these terms. Apart from 

the definitions of customer experience, this review paper also discusses the method and phases, experience formation, 

and scale and measurement. The review of the literature reveals that there are gaps in the conception of the customer 

experience, both from a theoretical and a practical standpoint. Thus, it can be concluded that customer experience is found 

as a holistic notion that encompasses all of the attitudes, feelings, and impressions that are formed as a result of interaction 

at various phases of the consuming process These experiences are then can be concluded as the sum of the customer's 

impressions of the service's delivery, the business itself, the environment, and their interactions with employees and other 

customers. These, in turn, induce the consumer's cognitive, emotional, and behavioural responses, which cement the 

experience in the consumer's mind. 

IMPLICATIONS FOR MANAGEMENT 

There are significant management implications from this study, which may include a call to action for green retailers 

to create strategies that foster favourable impressions of their brands in the minds of consumers. First, the findings imply 

that CE is an essential driver for retailers seeking to increase their customers' emotional and cognitive responses. Hence, 

this study emphasizes the significance of experiential marketing (Pine & Gilmore, 1998), which may be done by engaging 

various consumer senses and activating their cognitive, emotional, behavioural, and sensory experience. Retailers should 

focus on increasing consumers' emotional on consumer experience, as this has a significant impact on their subsequent 

affective brand loyalty (Khan et al., 2020). Based on the findings, managers should assess the psychological factors that 

influence customer satisfaction and repurchase intent, as well as design strategies to reduce negative customer 
experiences. Further, it is advisable that managers adopt relationship marketing techniques, such as enhanced 

communication and customer trust (Elsantil et al., 2021; Sharifi & Esfidani, 2013) in order to reduce cognitive dissonance 

and encourage favourable experiences. 
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Moreover, this review also implies that there are certain gaps in the conception of the customer experience, both from 

a theoretical and a business perspective. It emphasizes the lack of consensus and clarity on its concept, definitions, 

characterization, formation, and measurement, all of which have yet to be thoroughly investigated and validated. There 

are several research-related complexities that need to be further addressed by both academics and practitioners. 

Notwithstanding the substantial quantity of work that has been done on the subject of customer experience, it has not yet 

been clearly established and evolved as an academic field for management training and management application in 

business. A great number of studies point out how important it is to have methods that are accurate and valid for 

integrating, implementing, and measuring. More empirical research is required in order to establish a robust 
conceptualization of the customer experience, investigate the way in which it relates to other conceptual frameworks, and 

investigate how it might be generalized across a variety of settings. 
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