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ABSTRACT

The Marketing 3.0 era calls for a holistic approach to marketing practices, where value creation
is driven by positive customer experiences that stimulate customer engagement and interaction.
It is thus increasingly important for firms, particularly in the service sector, to improve
customer experience to enhance value and brand success under this marketing paradigm. This
study thus examined how customer expectations and perceived service quality influence
multidimensional aspects of customer experience (cognitive, emotional, hedonic, and sensory)
in the context of the airline service industry. Data was collected from 400 low-cost airline
travellers in Malaysia and analysed with partial least squares structural equation modelling
(PLS-SEM). The results show that both customer expectations and service quality have a
significant positive effect on all dimensions of customer experience. The findings have
important implications for marketing and consumer behaviour researchers as well as
practitioners in the service sector.

Keywords: Customer Expectation, Service Quality, Customer Experience, Experiential
Marketing

INTRODUCTION

The Marketing 3.0 era (Kotler et al., 2010) entails a ‘value-driven’ and ‘holistic’ approach, wherein
marketing practices are expected to lead to valuable and inspirational product creation driven by
customer interaction, engagement, and brand relationships. In this era, engaging customers to
participate and interact with a company’s multiple touchpoints through their consumer experience
is key to value creation and relationship management (Lemon & Verhoef, 2016; Zhang et al.,
2017). Marketing 3.0 also emphasises a company’s value communication and product positioning
in the market by collaborating with its customers. Therefore, marketers play an important role in
generating more interactive communication with customers by engaging them not just to fulfil
their material, emotional, and spiritual needs through their consumer behaviour but also to share
their consumer experiences. This holistic approach further addresses the complex and multi-
dimensional nature of today’s consumers, who increasingly demand product offerings that match
the values of their mind, heart, and spirit (Kotler et al., 2010). The holistic marketing approach is
thus highly relevant in studying the notion of customer experience by engaging customers’
thoughts, emotions, social interactions, and physical senses to create value.
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In recent years, the term ‘experience’ has been used as a marketing strategy in promoting a variety
of brands, products, and services. The concept of experience has become an economic offering
(Pine & Gilmore, 1998) as well as a vital element of consumer behaviour research (Holbrook &
Hirschman, 1982). The tenet of ‘experience’ enables firms to brand their distinct product or service
in the form of the valuable, memorable, and hedonic experiences of consumers. This practice is
known as experiential marketing (Schmitt & Zarantonello, 2013), whereby firms sell their products
and services with experiential elements created via stimulation factors such as technology. Most
marketing and consumer behaviour researchers share the view that consumers engage themselves
physically, mentally, emotionally, socially, and spiritually in the journey of consumption to gain
meaningful and memorable experiences (Verhoef & Lemon, 2016).

Given the strong association between customer experience and product branding, leading
organisations are now aware that customer experience is the key to strategic synergy in the
consistent delivery of value to consumers. However, firms face challenges in understanding how
to fulfil or improve customer experience in terms of product/service development and innovation.
In particular, issues exist in identifying the product attributes and benefits that customers expect
when experiencing a product or service. Businesses are also concerned about the perceived
importance of experiences to customers in their consumption. In addition, existing methods of
examining customer experience indicate limited reliability and validity in measuring perceptions
of customer experience.

To fill these gaps, the present study researched the roles of customer expectations and perceived
performance in customer experience from a multidimensional perspective. Specifically, it
examined how a firm’s offerings can generate cognitive, emotional, sensory, and hedonic
dimensions of customer experience in the consumption journey. The findings of this study can
drive and enhance well-designed technological developments and innovations that enrich customer
experience.

LITERATURE REVIEW

Consumers’ motivation to fulfil their needs has shifted over time from utilitarian to hedonic drives.
Today, consumers are seeking more than just functional and instrumental benefits (e.g. features
and quality) to satisfy their needs and wants and achieve their desired lifestyle. Experiences are
now viewed as expressions of the hedonic well-being attributes sought by consumers to fulfil their
basic human needs of emotional well-being, pleasure, and self-realisation (Addis & Holbrook,
2001; Schmitt & Zarantonello, 2013). Consequently, numerous efforts have been undertaken by
research scholars and practitioners to examine the importance of customer experience in the
marketplace. Their work has generally emphasised the approaches, methods, tools, ideologies, and
techniques behind improving consumers’ perceptions of value through experiential elements in the
long run.

Experience

The notion of experience has been defined as a mental phenomenon rooted in an individual’s
consciousness when external stimuli affect his or her emotions and senses as expressive or
memorable occurrences (Jantzen et al., 2012; Jittner et al., 2013). The Cambridge Advanced
Learner’s Dictionary (2010) defines experience as “something that happens to you that affects the
way you feel” while the Compact Oxford English Dictionary (2010) terms it “knowledge or skill
gained over time” or “an event or occurrence which leaves an impression.” In general, these
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definitions explain that phenomena that happen to an individual influence his or her behaviour,
knowledge, skills, and way of thinking. In addition, experience can result from physiological
reactions towards external stimuli and can subsequently be expressed as feelings and memories
towards those particular external stimuli (Cham et al., 2020a; Cham et al., 2020b; Hellén &
Gummerus, 2013; Jaakkola et al., 2015). Individuals’ experiences involve their personal intense
feelings, which they share with their society either orally or behaviourally in their daily life
activities (Coru & Cova, 2003, 2015). After an initial overview of the literature, the present
research examined specific prior work on the concepts of experiential consumption, experiential
marketing, and customer experience.

Experiential Consumption

The concept of experience in consumer behaviour entails the emotional and subconscious natures
of rational information processing in consumption decisions (Berry & Carbone, 2007; Holbrook
& Hirshman, 1982; Meyer & Schwager, 2007). In the literature, experience has been extensively
investigated as a key element for understanding the cognitive, affective, and hedonistic aspects of
consumption (Akaka et al., 2015; Bigne et al., 2008; Gilovich et al., 2015). The findings of prior
research have proposed a new theoretical perspective of behavioural consumption in which
consumers’ perceived experience reflects their subjective state of consciousness carrying symbolic
meanings, hedonic responses, and aesthetic criteria. This builds the view of experiential
consumption as the process that addresses consumer perceptions of an experience through their
behavioural reactions. Consumers do not actually buy products for the latter’s functional benefits
alone; rather, consumers seek to purchase a pleasurable experience via the product consumed.
Schmitt and Zarantonello (2013) provided a detailed explanation that consumers want products,
services, and marketing communication campaigns to dazzle their senses, touch their hearts, and
stimulate their minds. They expect that product usage should not just related to their lifestyle but
also be incorporated into it as their experiences.

Experiential Marketing

Today, customers’ satisfaction with a product’s functional features and quality is no longer the
primary concern, given that they also seek extraordinary experiential benefits to fulfil their human
needs for emotional-wellbeing, sensory pleasure, and self-realisation. The role of experience was
put forth by Pine and Gilmore (1999) as a ‘new economic offering’, while Schmitt’s (1999)
proposition of ‘experiential marketing practices’ inspired numerous subsequent works on the
experiential elements of value creation for customers. In the sectors of retailing, tourism, and
automobile, for example, the development of customer experience involves encouraging
businesses to promote their offerings by creating some stimulation that affects the senses and
feelings of consumers (Gupta & Vajic, 2000; Laming & Mason, 2014; Schmitt & Zarantonello,
2013). Research in this area has predominantly focused on how experiential marketing enables
firms to brand their product offerings in terms of good value and memorable benefits, which in
turn leads to successful competitive advantages and brand positioning (Adhikari & Bhattacharya,
2016; Laming & Mason, 2014; Schmitt & Zarantonello, 2013).

Customer Experience

Based on a review of the literature, the present study examined customers’ perceived experiences
in their consumption journey. Several studies have defined customer experience as a personal
feeling about an occurrence, which reflects customers’ cognitive perception about a particular
consumption activity as well as their involvement and interaction in it (Gupta & Vajic, 2000; Kim
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etal., 2016; Mossberg, 2007; Walls et al., 2011). Customers undergo and interact in a consumption
activity through a series of touchpoints (e.g. service encounter, technological application, product
performance, etc.) which may form sensations and perceptions that arouse their affective feelings
(Krishna, 2012; Meyer & Schwager, 2007; Pullman & Gross, 2004; Schmitt & Zarantonello, 2013;
Shaw & Ivens, 2002). From the experiential consumption perspective, an individual may be
motivated to consume a product or service due to a desire for hedonic and emotional arousal
experiences that elicit affective feelings of pleasure, enjoyment, and even entertainment. Thus,
customer experience is viewed as the expressive feelings people seek through purchasing in order
to fulfil their own goals (Verhoef & Lemon, 2016). Similar findings have been revealed by others
(Bigné et al., 2008; Sundbo, 2015), who indicate that customer experience is a mental phenomenon
within individual consciousness that is triggered by external stimuli. This conceptualisation of
customer experience highlights two main aspects that generate an affective emotional state: first,
the internal cognitive appraisal of a product’s or service’s performance; and second, personal
feelings about the consumption of the product or service. Overall, it is generally accepted among
researchers and practitioners that customer experience positively affects customers’ behavioural
outcomes related to branding, such as satisfaction, loyalty, and word-of-mouth.

Customer experience has been of interest in various studies attempting to conceptualise and
measure this concept (e.g. Brakus et al., 2009; Grewal et al., 2009; Pucinelli et al., 2009; Verhoef
et al., 2009). A systematic review of the literature on how consumers perceive their experience
posits that customer experience can be categorised into cognitive, affective, hedonic, and sensory
responses in the consumption environment. Therefore, the current research adopted this
multidimensional perspective of customer experience, which comprises consumers’ cognitive
evaluation of their expectations and rational buying decisions (Sundbo, 2015), their emotional
affective feelings (Frijda, 2009; Titz, 2008), their hedonic responses (Jantzen et al., 2012; Weijers,
2012) and their sensory feelings (Hulten et al., 2009). Extant research has provided strong and
significant evidence that these dimensions are formative variables in the measurement of customer
experience. However, the effect of customer expectations and perceived service quality on the
formation of customer experience remains complex.

Customer Expectations

Most scholars consider customer expectations about a product or service attribute as the standard
or reference point to justify customer purchasing judgements and evaluations (Ariffin & Maghzi,
2012; Guiry et al., 2013; Gures et al., 2014; Higgs et al., 2005). Accordingly, customer
expectations reflect a functional measurement of the forecasted or predicted quality performance
of a product or service prior to consumption (Boulding et al., 1993; Higgs et al., 2005). Previous
studies have further elaborated customer expectations as consumers’ perceptions of what should
occur, how realistic and feasible a product or service is, as well as the minimum level of tolerance
that should ideally be attained by a product’s or service’s performance.

Prior research on expectations (e.g. Ariffin & Maghzi, 2012; Lim et al., 2020; Motwani &
Shrimali, 2014; Sheng & Chen, 2012) has proven that consumption expectations may impact the
evaluation of customer experiences. This argument is based on the expectancy disconfirmation
theory, which describes that an experienced product or service performance is either better or
worse than expected (Bigné et al., 2008; Hamer, 2006). The contrast between actual perceived
performance and expected performance embodies the cognitive dimension of experience
evaluation (Brown et al., 2008). The cognitive experience explains how perceived product/service
performance compares to customers’ needs and expectations for well-being and pleasurable
feelings (Johnston & Kong, 2011; Kim et al., 2016). Therefore, perceptions of cognitive
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experience result from either confirming or disconfirming one’s expectations based on the
judgment of discrepancy between one’s expectations and product/service performance (Bigné et
al., 2008). The extant literature corroborates that customer experience is shaped by the comparison
between perceived performance attributes and the degree of fulfilment of expected benefits
(Mason & Simmons, 2012; Qazi et al., 2017; Veale & Quester, 2009; Verleye, 2015). Based on
this discussion, the current research postulated that:

H1: Customer expectation has a significant relationship with perceived customer experience.
Perceived Service Quality

Services are consumption activities that prioritise the delivery process and interactions between
individuals, with technological connotations at multiple touchpoints in the consumption process
instead of acquired objects (Cheng et al., 2019; Kumar et al., 2019; Robledo, 2011; Sundbo, 2015).
In the service sector, service attributes can be assessed from the physical context of the
environment and the performance of the service by the service provider at the different points of
interaction. The physical environment is referred to as the ‘servicescape’, which comprises the
elements of ambience, layout, equipment, and facilities. Artifacts and symbols further provide
‘mechanics clues’ on the appearance and image of the service provider (Berry et al., 2006; Cham
etal., 2016; Walls et al., 2011), thereby embodying the tangibility of a service performance setting.
In the service delivery process, functional performance is known as service quality. The concept
of service quality has been examined widely from the perspectives of reliability, responsiveness,
assurance, and empathy, as per the SERVQUAL model developed by Parasuraman et al. (1994,
1988).

Consumers evaluate overall service performance attributes in their journey of consumption
(Laming & Mason, 2014; Sundbo, 2015, Tan et al., 2019). Perceived service quality, as a proxy
for perceived performance, is thus perceived to be highly relevant to customer experience
perceptions (Cham & Easvaralingam, 2012; Cheng et al., 2014; Jaakkola et al., 2015; McColl-
Kennedy et al., 2015). Customers’ perceptions of a service incorporate their judgement of
performance quality, which forms the cognitive and emotional affective dimensions of experiences
(Edvardsson, 2005; Juttner et al., 2013). This is because perceived quality generates the sense of
reality and feelings about a service’s performance. Further, scholars have argued that the
tangibility of service attributes play an important role in experience as customers respond to
physical stimuli and interactions (Dong & Siu, 2013; Juttner et al., 2013). Specifically, physical
contact or touchpoints in a tangible surrounding give rise to holistic hedonic and sensory
experiences (Bravo et al., 2019; Pareigis et al., 2012).

In the journey of consumption, customer experience forms over time and across multiple
touchpoints and interactions (Verhoef & Lemon, 2016) that shaped by the perceived service
quality performance. Therefore, customers tend to develop experiential judgements to justify their
cognitive impressions and emotional feelings towards the received service performance (Helkkula,
2011; Laming & Mason, 2014; Sundbo, 2015; Walls et al., 2011). Thus, overall perceived service
quality has a direct relationship with customers’ holistic experience, as it arouses emotional
feelings and satisfaction (Juttner et al., 2013; Laming & Mason, 2014). Moreover, the effect of
perceived service quality is prevalent in multiple dimensions of customer experience (Bosque &
Martin, 2008; Bravo et al., 2019; Edvardsson, 2005). Therefore, this study hypothesised that:

H2: Perceived service quality has a significant relationship with perceived customer experience.
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RESEARCH METHOD
Research Context

The present research examined customer experience in the context of the airline service sector;
that is, in terms of airline traveller experience. In airline services, passengers evaluate their
traveling experiences by comparing the airline service’s perceived quality against their
expectations of the airline service’s multiple performance attributes (Gronroos, 2012). This context
allowed the present research to examine customer experience in its multi-dimensional facets (i.e.
cognitive, affective, hedonic, and sensory) in addition to the performance of service attributes that
were both expected and perceived by airline travellers. Prior research has scarcely paid attention
to the antecedents of airline travel experience, with the most common research stream in the
existing literature being service quality perceptions and satisfaction (Singh, 2015). Merely
examining perceptions of service quality does not reflect the multiple dimensions of experience in
the consumption journey of airline services. Thus, the lack of empirical evidence on traveller
experience in airline services must be addressed. In addition, most commercial airlines are
strategising towards service differentiation to achieve branding excellence, which enhances
customer satisfaction and loyalty (Laming & Mason, 2014). Therefore, the present research’s
investigation of customer experience in airline services also has useful implications in terms of
recommendations on experiential marketing for airlines.

Research Design and Data Collection

The present research was conducted following the positivist paradigm to test the hypothesised
relationships and generate empirical evidence on the study constructs (Penaloza & Venkatesh,
2006). It employed the quantitative research method using statistical tools to develop a structural
model for hypotheses testing. The research process included sampling strategy, item measurement,
data collection, and data analysis. To develop a survey instrument, valid and reliable measurement
scales for customer experience, customer expectations, and perceived service quality were sourced
and adopted from a synthesis of the existing literature. These measurement items were pre-tested
and pilot tested to ensure the applicability and reliability of each scale.

Sampling Strategy and Design

The present study targeted respondents who had travelled regularly with low-cost carries airlines
(LCCs) to examine the perceived customer experience on the airline service performance with
compromise the no-frill services. In addition, the traveller’s decisions on choosing LCCs were
mainly determined by the airfare pricing factor with lower expectation on the service performance
(Curras Perez & Sanchez-Garcia, 2016; Koklic et al., 2017). Therefore, study on the LCCs airline
travelling experience provides the cognitive and affective of evaluation on low-cost determinations
in the quality performance.

As there was no sampling frame available for the study population, the non-probability sampling
technique was used to determine the sampling units. The literature (Evans & Rooney, 2013;
Reynolds et al., 2003) suggests that non-probability sampling does not cause problems in testing
theoretical predictions or hypotheses. Therefore, the present research employed the purposive
sampling method, wherein the selection criterion for respondents was that: First, they were
passengers of low-cost airline carriers who had travelled to and from Malaysia’s Kuala Lumpur
International Airport 2 (KLIA2), and second, the targeted respondents had to have communicated
with airline staff at least one in the journey of travelling. The respondents were drawn randomly
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at the waiting area of lounge and restaurants in KLI1A2 with face to face interview. Another source
of targeted respondents were from two local travel agency company who supported the present
study to allow the researcher to conduct the survey interview with their tour visitors.

The total sample size for the present research was 400, based on the rule of thumb that 350 samples
is considered a good and reasonable size to represent a large population (Manning & Munro, 2007;
Saunders et al., 2012). The sample size determination also considered the requirement of the partial
least squares structural equation modelling (PLS-SEM) analysis technique, which calls for an ideal
sample size between 150 and 400 (Hair et al., 2010; Kline, 2005). The targeted sample size of 400
further achieved reliability and validity of the data at the five percent confidence level (Hair et al.,
2010), with outer loadings exceeding the threshold of 0.70 for the measurement model (Cohen,
1992).

Data Analysis

The data collected from the surveys was cleaned and coded before further analyses. The issues of
missing data, outliers, multicollinearity, and data normality were subsequently addressed. In
addition, descriptive analysis was performed with the Statistical Package for the Social Sciences
(SPSS) software to understand the respondents’ demographic characteristics.

Using PLS-SEM as the analytical tool, measurement model assessments of items’ reliability and
validity were determined using internal consistency, convergent validity, and discriminant validity
(Hair et al., 2010; Sekaran & Bouie, 2010). Next, to test the study hypotheses on the
interrelationships between the dependent and independent variables, PLS-SEM was utilised to
evaluate the structural model (Hair et al., 2010). This involved assessments of the path coefficients,
significance, coefficient of determination (R2), effect size (f2), and predictive relevance (Q2). The
results of the PLS-SEM analysis are reported in the next section.

RESULTS
Measurement Model Assessment

The first stage of PLS-SEM analysis is the assessment of the measurement model. The constructs
in this study (i.e. customer expectations, perceived service quality, and perceived customer
experience) comprised both reflective and formative items as well as first (1st) order and second
(2nd) order variables (refer to Table 1). In particular, customer expectation was a 1st order
reflective construct while perceived service quality and customer experience were 2nd order
formative constructs with 1st order reflective dimensions. The four reflective dimensions of
service quality are Tangibility, Responsiveness, Reliability and Assurance, and Empathy.
Similarly, the four reflective dimensions of customer experience are Cognitive, Emotional,
Hedonic, and Sensory experiences. Thus, the measurement model was analysed separately for
these constructs.

Table 1: Types of Measurement Models
Construct Measurement Model Reference

Customer Expectation Reflective Farooq et al. (2018)
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Service Quality Reflective (1% order) Tsafarakis et al. (2018);
1. Tangibility Suki (2014);
2. Responsiveness Martinez and Martinez (2010)
3. Reliability &
Assurance
4. Empathy

Formative (2" order)

Customer Experience Reflective (1% order) Adhikari and Bhattacharya
1. Cognitive (2016);
2. Emotional Klaus and Maklan (2012)
3. Hedonic
4. Sensory

Formative (2" order)

Reflective Measurement Model Assessment

The evaluation of the reflective measurement model is based on internal consistency, convergent
validity, and discriminant validity. Specifically, composite reliability (CR) was used to represent
internal consistency by taking into consideration the different outer loadings of the indicators. The
acceptable value of CR is in the range of 0.60 to 0.70 (Nunnally & Bernstein, 1994). Table 2 shows
that the reflective constructs in this study showed satisfactory internal consistency with CR values
between 0.854 and 0.952. Next, average variance extracted (AVE) indicates convergent validity,
which ensures that the variance of a construct’s indicators must positively correlate with each
another. As shown in Table 2, all the AVE values were above the threshold of 0.50 (Hair et al.,
2014), confirming the constructs’ convergent validity.

Table 2: Reflective Measurement Model Results

Construct Items Loadings AVE CR Cronbach’
s alpha

Expectation Expect_1 0.823 0.646 0.901 0.863

Expect_2 0.802

Expect_3 0.800

Expect_5 0.760

Expect_6 0.831
Service Quality SQ 1T 0.843 0.663 0.854 0.748
(Tangibility) SQ 2T 0.862

SQ3T 0.732
Service Quality SQ _5_RP 0.795 0.687 0.868 0.771
(Responsiveness)  SQ_6_RP 0.879

SQ 8 RP 0.811
Service Quality SQ_10 RA 0.894 0.822 0.932 0.892
(Reliability & SQ_ 11 RA 0.909
Assurance) SQ 12 RA 0.916
Service Quality SQ 7_EM 0.874 0.711 0.880 0.793
(Empathy) SQ 9_EM 0.894

SQ_13_EM 0.755
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Cognitive CxCog_3 0.826 0.671 0.891 0.836
Experience CxCog_4 0.794

CxCog_5 0.825

CxCog_6 0.829
Emotional CxEmo_1 0.800 0.608 0.903 0.871
Experience CxEmo_2 0.745

CxEmo_3 0.836

CxEmo_4 0.773

CxEmo_5 0.772

CxEmo_7 0.747
Hedonic CxHed_1 0.822 0.668 0.923 0.901
Experience CxHed_2 0.741

CxHed_3 0.875

CxHed_4 0.862

CxHed_5 0.819

CxHed_6 0.777
Sensory CxSen_1 0.883 0.770 0.952 0.940
Experience CxSen_2 0.847

CxSen_3 0.896

CxSen_4 0.891

CxSen_5 0.873

CxSen_6 0.872

The assessment followed by the Fornell-Lacker criterion analysis to examine discriminant validity
that indicate the construct measurement was distinct from other constructs by the empirical
standards. As per results shown in table 3, the Fornell and Lacker criterion presents the
establishment of discriminant validity, that determine each construct’s AVE values square root is
the highest correlation as compare to any other constructs in all cases than the off-diagonal
elements in their corresponding row and column. In addition, the discriminant validity assessment
was confirmed by Heterotrait-Monotrait (HTMT) Ratio analysis test as the multitrait-multimethod
matrix analysis, where the confidence interval value (as shown in table 4) did not have the value
of 1 in any of the constructs.

Formative Measurement Model Assessment

Service Quality (SQ) and Customer Experience (CX) were measured formatively as 2" order
reflective—formative models. The dimensions of each construct were assumed as the indicators
that create the construct in the formative measurement model. The assessment of the formative
measurement model in PLS-SEM includes tests for convergent validity, collinearity, and the
significance and relevance of each formative indicator. Based on Table 5, convergent validity was
achieved by the 2nd order formative constructs, as all the indicators’ path coefficients were above
the threshold value of 0.80 (Henseler et al., 2015).
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Table 3: The Fornell and Lacker Criterion Results
Cognitive Emotion Empathy Expectation Hedonic Reliability& Responsive Sensory Tangible

Assurance
Cognitive 0.819
Emotion 0597  0.780
Empathy 0445 0383 0.843
Expectation 462 0539 0342  0.804
Hedonic 0433 0522 0213 0435 0.817
Reliability
& 0338 0341 0610 0.333 0.248  0.906
Assurance
Responsive 0593 0484 0675 0524 0.433  0.466 0.829
Sensory 0339 0428 0159 0416 0.518  0.333 0.327 0.877
Tangible 0445 0423 0417  0.387 0.451  0.458 0.533 0.505 0.814

Note: diagonal (in bold) represent the square root of average variance extracted (AVE) while other entries represent
the correlations.

Table 4. Heterotrait-Monotrait (HTMT) Ratio Analysis Results

Cognitive Emotion Empathy Expectation Hedonic Reliability& Responsive Sensory Tangible
Assurance

Cognitive
Emotion
Empathy

Expectation

Hedonic
Reliability
&
Assurance
Responsive
Sensory
Tangible
Table 5: Convergent Validity Results for Formative Indicators
Construct/Indicator Weight Path Coefficient
Service Quality (Tangibility) 0.958
SQ1T 0.282
SQ2T 0.481
SQ3T 0.453
Service Quality 0.971
(Reliability & Assurance)
SQ_10_RA 0.322
SQ 11 RA 0.379
SQ_12 RA 0.401
Service Quality 0.949

(Responsiveness)
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SQ 5 Rp 0.426
SQ_6_Rp 0.337
SQ_8 Rp 0.447
Service Quality 0.959
(Empathy)
SQ_13 Em 0.299
SQ_7_Em 0.468
SQ 9 Em 0.406
Customer Experience 0.930
(Cognitive)
CxCog_3 0.317
CxCog_4 0.349
CxCog_5 0.299
CxCog_6 0.257
Customer Experience 0.950
(Emotion)
CxEmo_1 0.255
CxEmo_2 0.278
CxEmo_3 0.143
CxEmo_4 0.191
CxEmo_5 0.199
CxEmo_7 0.216
Customer Experience 0.941
(Hedonic)
CxHed_1 0.267
CxHed_2 0.158
CxHed_3 0.191
CxHed_4 0.239
CxHed 5 0.125
CxHed_6 0.239
Customer Experience 0.953
(Sensory)
CxSen_1 0.202
CxSen_2 0.182
CxSen_3 0.159
CxSen_4 0.239
CxSen 5 0.148
CxSen 6 0.209

In order to detect multicollinearity issues (i.e. high correlations between formative indicators) in
the formative model (Hair et al., 2014), the Variance Inflation Factor (VIF) was used as the
assessment tool. The VIF represents the amount of variance of one formative indicator explained
by the other indicators in the same block. The results in Table 6 reveal that the VIF values for the
formative constructs were all below 5.0, confirming the absence of collinearity issues in this
study’s model (Hair et al., 2011).

Table 6: Variance Inflation Factor (VIF) Results for Formative Indicators

Service Quality VIF Customer VIF
Experience
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Tangibility 1.480 Cognitive 1.561
Reliability and assurance 1.704 Emotional 1.732
Empathy 2.263 Hedonic 1.578
Responsiveness 2.097 Sensory 1.439

The final step of the formative model assessment was testing for significance and relevance of
each indicator to the construct. The formative indicators were assessed via the bootstrapping
technique with 1000 re-samples, whereby t-values were generated to assess the significance of
each indicator’s weight. The results in Table 7 exhibit that the formative indicators of Service
Quality and Customer Experience were significant and relevant, as the indicators for both
constructs reported t-values above the threshold of 1.645 and p-values below 0.05.

Table 7: Significance and Relevance Results for Formative Indicators

Formative Indicators Beta Standard t-value P value
Error
Empathy = SQ 0.304 0.006 50.273 0.000
Reliability & Assurance = SQ 0.336 0.007 48.188 0.000
Responsive > SQ 0.304 0.007 46.273 0.000
Tangibility > SQ 0.303 0.006 54.642 0.000
Cognitive > CX 0.232 0.006 40.855 0.000
Emotion = CX 0.334 0.007 49.864 0.000
Hedonic > CX 0.347 0.008 45.630 0.000
Sensory 2> CX 0.369 0.008 45.840 0.000

Note: SQ = service quality, CX = customer experience

Overall, the results of the reflective and formative measurement model assessments established
the satisfactory validity and reliability of the study’s constructs. Thus, the data was deemed fit for
the next stage of PLS-SEM analysis, i.e. structural model assessment.

Structural Model Assessment

The structural model assessment examines the model prediction and the relationships among the
constructs. This includes testing for collinearity issues, path coefficients’ significance, coefficient
of determination (R?), effect size (f?), and predictive relevance (Q?). Collinearity was traced with
Variance Inflation Factor (VIF) values to avoid estimation bias within the predictor constructs.
The VIF values shown in Table 8 range from 1.000 to 2.263 (less than 5.0), indicating that there
was no collinearity issue in the model.

Table 8: Variance Inflation Factor (VIF) Results for Structural Model

Construct / Indicator VIF
Cognitive experience 1.561
Emotional experience 1.732
Hedonic experience 1.578
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Sensory experience 1.439
Tangibility 1.480
Reliability and assurance 1.704
Empathy 2.263
Responsive 2.097
Expectation 1.413
Service quality 1.777

Next, path coefficients for the hypothesised relationships were evaluated using the bootstrapping
analysis (1000 re-samples). Table 9 shows the path coefficients (), which were all significant at
p<0.05.

Table 9: Path Coefficient Results of Structural Model

Relationship Beta Standard t-value P value

Error
H1 Expectations - Customer Experience 0.251 0.034 7.303 0.000
H2 Service Quality > Customer Experience 0.376 0.048 7.893 0.000

The results show that customer expectation and perceived service quality have significant effects
on customer experience with beta values of 0.251 and 0.376, respectively. Therefore, both
hypotheses (H1 and H2) were supported in this study. Moreover, the beta values suggest that
service quality has a stronger effect on customer experience compared to customer expectations.

The structural model also assessed R?, which is the extent to which the endogenous variable is
explained by the exogenous variable (Hair et al, 2011). In this study, the R? value for customer
experience was 0.590; that is, a substantial 59 percent of the variance in customer experience is
due to variances in customer expectation and perceived service quality.

Next, the effect size, f 2 was tested to measure the changes in R? when a specific exogenous
construct is withdrawn from the model. Table 10 shows that customer expectation has a small
effect of 0.104 on customer experience while service quality has a medium effect of 0.186 on
customer experience construct. The interpretation of effect size was based on Cohen’s (1992)
guidelines on small (f 2= 0.02), medium (f 2= 0.15), and large (f 2= 0.35) effects.

Table 10: Effect size, f 2, Results

Path f? Effect size
Expectation = Experience 0.104 small
Service Quality = Experience 0.186 medium

Finally, predictive relevance (Q?) measures the prediction accuracy of the indicators. When Q? is
larger than zero, the exogenous constructs are deemed to have predictive relevance for the
endogenous constructs in the structural model (Hair et al., 2014). Table 11 shows the Q? value
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obtained using blindfolding procedure with an omission distance (D) of 7, which affirms that this
study’s model demonstrated predictive relevance.

Table 11: Predictive Relevance, Q?

Construct Q’
Expectation 0.466
Service Quality 0.329

Figure 1: llustrates the Results of the Structural Model.
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DISCUSSIONS

Perceived customer experience is formed by customers’ cognitive, emotional, hedonic, and
sensory responses to their consumption decisions. The present study has provided empirical
evidence that in the service sector, specifically in airline services, perceived customer experience
is influenced by travellers’ (i.e. customers’) expectation and perception of the airline’s service
quality. This finding contributes to the literature on marketing and consumer behaviour by
enhancing the understanding of customer experience development. Through expectations and
service performance attributes, the experiential elements of consumption are important for
consumers, whose individual experiences are expressed as intense feelings and memories to be
shared in their social setting.

MANAGERIAL IMPLICATIONS

In the service sector, customer experience encompasses the interactions and touchpoints between
customers and firms, which require firms to thoroughly understand the preferences, expectations,
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and desired outcomes of consumers so they can create and deliver engaging and memorable
experiences (Teixeira et al., 2011). This study’s findings raise several important considerations for
marketers in terms of understanding the nature of customer experience and its implications for a
holistic approach to experiential marketing practices. Firms must prioritise product and service
attributes (e.g. utilitarian, emotional, and hedonic benefits) that customers expect in their
consumption experience. Furthermore, they must continuously maintain and improve service
quality to enhance customers’ experiences. In addition, experiential marketing activities must be
able to engage customers through unique and enjoyable stimulation of customers’ cognition,
emotions, hedonism, and senses. Ultimately, a holistic experience enriches consumers’ lives by
realising their desired lifestyles; thus, they are more likely to use and relate to brands that provide
such experiences.

FUTURE RESEARCH DIRECTIONS

In the era of Industry 4.0, customer or user experience should be emphasised as the ultimate goal
of all technological developments in consumption. Technological innovations must adopt a
customer-oriented perspective and focus on enhancing consumer experience through product
design. By understanding users’ interactions with technology, user experience can be designed to
fulfil users’ needs based on their mental or emotional state, system characteristics, and user
interaction contexts (Hassenzahl & Tractinsky, 2006). In conclusion, there a growing necessity to
understand and improve customer experience in product and service design from the perspective
of technology development and innovation in Industry 4.0.

REFERENCES

Addis, M., & Holbrook, M. B. (2001). On the conceptual link between mass customisation and experiential
consumption: An explosion of subjectivity. Journal of Consumer Behaviour, 1(1), 50-66.

Adhikari, A., & Bhattacharya, S. (2016). Appraisal of literature on customer experience in tourism sector:
Review and framework. Current Issues in Tourism, 19(4), 296-321.

Akaka, M. A., Vargo, S. L., & Schau, H. J. (2015). The context of experience. Journal of Service
Management, 26(2), 206-223.

Ariffin, A. A. M., & Maghzi, A. (2012). A preliminary study on customer expectations of hotel hospitality:
Influences of personal and hotel factors. International Journal of Hospitality Management, 31(1),
191-198.

Berry, L. L., & Carbone, L. P. (2007). Build loyalty through experience management. Quality Progress,
40(9), 26.

Berry, L. L., Wall, E. A., & Carbone, L. P. (2006). Service clues and customer assessment of the service
experience: Lessons from marketing. The Academy of Management Perspectives ARCHIVE, 20(2),
43-57.

Bigné, J. E., Mattila, A. S., & Andreu, L. (2008). The impact of experiential consumption cognitions and
emotions on behavioral intentions. Journal of Services Marketing, 22(4), 303-315.

Bosque, I. R. d., & Martin, H. S. (2008). Cognitive - affective model. Annals of Tourism Research, 35(2),
551-573.

Published by Sarawak Research Society



Journal of Marketing Advances and Practices | 80

Boulding, W., Kalra, A., Staelin, R., & Zeithaml, V. A. (1993). A dynamic process model of service quality:
From expectations to behavioral intentions. Journal of Marketing Research, 30(1), 7-27.

Brakus, J., Schmitt, B. H., & Zhang, S. (2014). Experiential product attributes and preferences for new
products: The role of processing fluency. Journal of Business Research, 67(11), 2291-2298.

Bravo, R., Martinez, E., & Pina, J. M. (2019). Effects of service experience on customer responses to a
hotel chain. International Journal of Contemporary Hospitality Management, 31(1), 389-405.

Brown, S. A., Venkatesh, V., Kuruzovich, J., & Massey, A. P. (2008). Expectation confirmation: An
examination of three competing models. Organizational Behavior and Human Decision Processes,
105(1), 52-66.

Caru, A., & Cova, B. (2003). Revisiting Consumption Experience: A More Humble but Complete View of
the Concept. Marketing Theory, 3(2), 267-286.

Caru, A, & Cova, B. (2015). Co-creating the collective service experience. Journal of Service
Management, 26(2), 276-294.

Cham, T.H., & Easvaralingam, Y. (2012). Service quality, image and loyalty towards Malaysian hotels.
International Journal of Services, Economics and Management, 4(4), 267-281

Cham, T.H., Cheng, B.L. and Ng, C.K.Y. (2020a). Cruising down millennials’ fashion runway: a cross-
functional study beyond Pacific borders. Young Consumers. Ahead of Print. Available at
https://doi.org/10.1108/Y C-05-2020-1140.

Cham, T.H., Lim, Y.M, Sia, B.C. Cheah, J.H., & Ting, H. (2020b). Medical Tourism Destination Image
and its Relationship with the Intention to Revisit: A Study of Chinese Medical Tourists in Malaysia.
Journal of China Tourism Research. Ahead of Print. Available at
https://doi.org/10.1080/19388160.2020.1734514.

Cham, T.H., Lim, Y.M., Aik, N.C., & Tay, A.G.M. (2016). Antecedents of hospital brand image and the
relationships with medical tourists' behavioral intention. International Journal of Pharmaceutical
and Healthcare Marketing, 10(4), 412-431.

Cheng, B.L., Mansori, S., & Cham, T.H. (2014). The associations between service quality, corporate image,
customer satisfaction, and loyalty: Evidence from the Malaysian hotel industry. Journal of
Hospitality Marketing & Management, 23(3), 314-326.

Cheng, B.L., Cham T.H., Micheal, D., & Lee, T.H. (2019). Service Innovation: Building a Sustainable
Competitive Advantage in Higher Education. International Journal of Services, Economics and
Management, 10(4), 289-309.

Cohen, J. (1992). Statistical power analysis. Current directions in psychological science, 1(3), 98-101.

Dong, P., & Siu, N. Y.-M. (2013). Servicescape elements, customer predispositions and service experience:
The case of theme park visitors. Tourism Management, 36, 541-551.

Edvardsson, B. (2005). Service quality: beyond cognitive assessment. Managing Service Quality, 15(2),
127-131.

Erragcha, N., & Romdhane, R. (2014). New faces of marketing in the era of the web: From marketing 1.0
to marketing 3.0. Journal of research in marketing, 2(2), 137-142.

Published by Sarawak Research Society



Journal of Marketing Advances and Practices | 81

Evans, A.N., & Rooney, B.J. (2013). Methods in psychological research. UK: Sage Publications.
Frijda, N. H. (2009). Emotion Experience and its Varieties. Emotion Review, 1(3), 264-271.

Gilovich, T., Kumar, A., & Jampol, L. (2015). A wonderful life: Experiential consumption and the pursuit
of happiness. Journal of Consumer Psychology, 25(1), 152-165.

GOmez-Suérez, M., Martinez-Ruiz, M. P., & Martinez-Caraballo, N. (2017). Consumer-brand relationships
under the marketing 3.0 paradigm: a literature review. Frontiers in Psychology, 8, 252.

Grewal, D., Levy, M., & Kumar, V. (2009). Customer Experience Management in Retailing: An Organizing
Framework. Journal of Retailing, 85(1), 1-14

Gronroos, C. (2012). Conceptualising value co-creation: A journey to the 1970s and back to the future.
Journal of Marketing Management, 28(13-14), 1520-1534.

Guiry, M., Scott, J. J., & IV, D. G. V. (2013). Experienced and potential medical tourists' service quality
expectations. International Journal of Health Care Quality Assurance, 26(5), 433-446.

Gupta, S., & Vajic, M. (2000). The contextual and dialectical nature of experiences. New service
development: Creating memorable experiences, 15, 33-51.

Gures, N., Arslan, S., & Tun, S. Y. (2014). Customer expectation, satisfaction and loyalty relationship in
Turkish airline industry. International Journal of Marketing Studies, 6(1), 66.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2014). A Primer on Partial Least Squares
Structural Equation Modeling (PLS-SEM). Sage, Thousand Oaks, CA.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of Marketing
Theory and Practice, 19(2), 139-152.

Hair, J.F.J., Black, W. C., Babin, B.J., Anderson, R.E., & Tatham, R.L. (2010). Multivariate data analysis
a global perspective. New Jersey: Pearson Education International.

Hassenzahl, M., & Tractinsky, N. (2006). User experience-a research agenda. Behaviour & Information
Technology, 25(2), 91-97.

Helkkula, A. (2011). Characterising the concept of service experience. Journal of Service Management,
22(3), 367-3809.

Hellen, K., & Gummerus, J. (2013). Reinvestigating the nature of tangibility/intangibility and its influence
on consumer experiences. Journal of Service Management, 24(2), 130-150.

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity in
variance-based structural equation modeling. Journal of the Academy of Marketing Science, 43(1),
115-135.

Higgs, B., Polonsky, M. J., & Hollick, M. (2005). Measuring expectations: forecast vs. ideal expectations.
Does it really matter? Journal of Retailing and Consumer Services, 12(1), 49-64.

Holbrook, M. B., & Hirschman, E. C. (1982). The experiential aspects of consumption: Consumer fantasies,
feelings, and fun. Journal of Consumer Research, 9(2), 132-140.

Published by Sarawak Research Society



Journal of Marketing Advances and Practices | 82

Hultén, B., Broweus, N., & Van Dijk, M. (2009). What is Sensory Marketing? Sensory Marketing (pp. 1-
23): Springer.

Jaakkola, E., Helkkula, A., & Aarikka-Stenroos, L. (2015). Service experience co-creation:
conceptualization, implications, and future research directions. Journal of Service Management,
26(2), 182-205.

Jantzen, C., Fitchett, J., @stergaard, P., & Vetner, M. (2012). Just for fun? The emotional regime of
experiential consumption. Marketing Theory, 12(2), 137-154.

Johnston, R., & Kong, X. (2011). The customer experience: a road-map for improvement. Managing
Service Quality, 21(1), 5-24.

Juttner, U., Schaffner, D., Windler, K., & Maklan, S. (2013). Customer service experiences. European
Journal of Marketing, 47(5/6), 738-769.

Kim, H.-C., Chua, B.-L., Lee, S., Boo, H.-C., & Han, H. (2016). Understanding airline travelers’
perceptions of well-being: The role of cognition, emotion, and sensory experiences in airline lounges.
Journal of Travel & Tourism Marketing, 33(9), 1213-1234.

Kline, R.B. (2005). Principles and practice of structural equation modelling (2nd Edition). New York: The
Guilford Press.

Kotler, P., Kartajaya, H., & Setiawan, 1. (2010). Marketing 3.0: From products to customers to the human
spirit. John Wiley & Sons.

Krishna, A. (2012). An integrative review of sensory marketing: Engaging the senses to affect perception,
judgment and behavior. Journal of Consumer Psychology, 22(3), 332-351.

Kumar, V., Rajan, B., Gupta, S., & Dalla Pozza, 1. (2019). Customer engagement in service. Journal of the
Academy of marketing Science, 47(1), 138-160.

Laming, C., & Mason, K. (2014). Customer experience — An analysis of the concept and its performance
in airline brands. Research in Transportation Business & Management, 10, 15-25.

Lim, X.J., Cheah, J.H., Cham, T.H., Ting, H., & Memon, M.A. (2020). Compulsive buying of branded
apparel, its antecedents, and the mediating role of brand attachment. Asia Pacific Journal of
Marketing and Logistics, 32(7), 1539-1563.

Manning, M. L., & Munro, D. (2007). The survey researcher's SPSS cookbook. Pearson Education
Australia.

Mason, C., & Simmons, J. (2012). Are they being served? Linking consumer expectation, evaluation and
commitment. Journal of Services Marketing, 26(4), 227-237.

Meyer, C., & Schwager, A. (2007). Understanding customer experience. Harvard business review, 85(2),
116.

Mossberg, L. (2007). A Marketing Approach to the Tourist Experience. Scandinavian Journal of
Hospitality and Tourism, 7(1), 59-74.

Motwani, D., & Shrimali, D. (2014). Customer expectation and perception in hotels: An empirical
study. Intercontinental Journal of Marketing Research Review (IJMRR) Vol, 1.

Published by Sarawak Research Society



Journal of Marketing Advances and Practices | 83

Nenonen, S., Rasila, H., Junnonen, J. M., & Karna, S. (2008, June). Customer Journey—-a method to
investigate user experience. In Proceedings of the Euro FM Conference Manchester (pp. 54-63).

Nunnally, J.C., & Bernstein, I.H. (1994). The assessment of reliability. Psychometric Theory, 3, 248-292.

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service quality and its
implications for future research. Journal of Marketing, 49(4), 41-50.

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1994). Reassessment of expectations as a comparison
standard in measuring service quality: Implications for further research. Journal of Marketing, 58(1),
111-124.

Pareigis, J., Echeverri, P., & Edvardsson, B. (2012). Exploring internal mechanisms forming customer
servicescape experiences. Journal of Service Management, 23(5), 677-695.

Pefaloza, L., & Venkatesh, A. (2006). Further evolving the new dominant logic of marketing: From
services to the social construction of markets. Marketing Theory, 6(3), 299-316.

Pine, B. J., & Gilmore, J. H. (1998). Welcome to the experience economy. Harvard Business Review.

Puccinelli, N. M., Goodstein, R. C., Grewal, D., Price, R., Raghubir, P., & Stewart, D. (2009). Customer
experience management in retailing: Understanding the buying process. Journal of Retailing, 85(1),
15-30.

Pullman, M. E., & Gross, M. A. (2004). Ability of experience design elements to elicit emotions and loyalty
behaviors. Decision Sciences, 35(3), 551-578.

Qazi, A., Tamjidyamcholo, A., Raj, R. G., Hardaker, G., & Standing, C. (2017). Assessing consumers'
satisfaction and expectations through online opinions: Expectation and disconfirmation approach.
Computers in Human Behavior, 75, 450-460.

Reynolds, N. L., Simintiras, A. C., & Diamantopoulos, A. (2003). Theoretical justification of sampling
choices in international marketing research: Key issues and guidelines for researchers. Journal of
International Business Studies, 34(1), 80-89.

Robledo, M. A. (2001). Measuring and managing service quality: Integrating customer expectations.
Managing Service Quality, 11(1), 22-31.

Saunders, M., Lewis, P., & Thornhill A. (2012). Research Methods for Business Students (6th Edition).
UK: Pearson.

Schmitt, B. (1999). Experiential marketing: A new framework for design and communications. Design
Management Journal (Former Series), 10(2), 10-16.

Schmitt, B., & Zarantonello, L. (2013). Consumer experience and experiential marketing: A critical review.
Review of marketing Research, 10, 25-61.

Shaw, C., & lvens, J. (2002). Building great customer experiences (Vol. 241). London: Palgrave.

Sheng, C.-W., & Chen, M.-C. (2012). A study of experience expectations of museum visitors. Tourism
Management, 33(1), 53-60.

Srivastava, M., & Kaul, D. (2016). Exploring the link between customer experience—loyalty—consumer
spend. Journal of Retailing and Consumer Services, 31, 277-286.

Published by Sarawak Research Society



Journal of Marketing Advances and Practices | 84

Sundbo, J. (2015). From service quality to experience — and back again? International Journal of Quality
and Service Sciences, 7(1), 107-119.

Tan, J.X., Cham, T.H., Zawawi, D., & Aziz, Y.A. (2019). Antecedents of Organizational Citizenship
Behavior and the Mediating Effect of Organization Commitment in the Hotel Industry. Asian Journal
of Business Research, 9(2), 121-139.

Teixeira, J., Patricio, L., Nunes, N. J., & Nobrega, L. (2011, September). Customer experience modeling:
designing interactions for service systems. In IFIP Conference on Human-Computer Interaction (pp.
136-143). Springer, Berlin, Heidelberg.

Titz, K. (2007). Experiential consumption: Affect-emotions—hedonism. Handbook of hospitality marketing
management, 324-352.

Veale, R., & Quester, P. (2009). Do consumer expectations match experience? Predicting the influence of
price and country of origin on perceptions of product quality. International Business Review, 18(2),
134-144,

Verhoef, P. C., & Lemon, K. N. (2016). Understanding customer experience throughout the customer
journey. Journal of Marketing, 80(6), 69-96.

Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A., Tsiros, M., & Schlesinger, L. A. (2009).
Customer experience creation: Determinants, dynamics and management strategies. Journal of
Retailing, 85(1), 31-41.

Verleye, K. (2015). The co-creation experience from the customer perspective: Its measurement and
determinants. Journal of Service Management, 26(2), 321-342.

Walls, A. R., Okumus, F., Wang, Y., & Kwun, D. J.-W. (2011). An epistemological view of consumer
experiences. International Journal of Hospitality Management, 30(1), 10-21.

Warrink, D. (2018). The Marketing Mix in a Marketing 3.0 Context. International Journal of Innovation
and Economic Development, 4(4), 7-11.

Wereda, W., & Wozniak, J. (2019). Building Relationships with Customer 4.0 in the Era of Marketing 4.0:
The Case Study of Innovative Enterprises in Poland. Social Sciences, 8(6), 177.

Zhang, M., Guo, L., Hu, M., & Liu, W. (2017). Influence of customer engagement with company social
networks on stickiness: Mediating effect of customer value creation. International Journal of
Information Management, 37(3), 229-240.

Published by Sarawak Research Society



