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Abstract 

Technology has singularly been the biggest disruptor for retailers in recent times. 

It has not only changed the way consumers interact with the retailer but has also 

ensured that it is the consumer who drives the experience she wants. Today’s 

consumers expect the retailer to not only provide the convenience of shopping 

from home, in the physical format, on the mobile, tablet, personal computers, etc, 

they also expect to pay using digital wallets, Commerce, online, cash on delivery, 

buy online, return in store or vice versa, check online, buy in store or check in 

store, order online. Through the experience, they expect to stay engaged with the 

retailer via text messaging, social media and all forms of communication, keeping 

them abreast of trends and offers. If this is not enough, they also expect the 

retailer to provide them a seamless experience across all channels. In this paper, 

an attempt has been made by the author to understand the key linkages between 

experiential value and usage attitude of the shoppers’ who prefer to use shopping 

applications over the brick and mortar stores In this study an attempt has been 

made to provide a valuable reference for enterprises which are initiating or 

conducting the implementation of mobile shopping applications, and for 

researchers interested in the technological innovations in the future.  

Keywords: Experiential Value, Usage Attitude, Mobile App, Shoppers 

1.0 Introduction 

echnology  has singularly been the biggest disruptor for retailers in 

recent times. It has not only changed the way consumers interact with 

the retailer but has also ensured that it is the consumer who drives the 

experience she wants. Today’s consumers expect the retailer to not only provide 

the convenience of shopping from home, in the physical format, on the mobile, 

tablet, Personal Computers, etc, they also expect to pay using digital wallets, 

Commerce, online, cash on delivery, buy online, return in store or vice versa, 
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check online, buy in store or check in store, order online. Through the 

experience, they expect to stay engaged with the retailer via text messaging, 

social media and all forms of communication, keeping them abreast of trends 

and offers. If this is not enough, they also expect the retailer to provide them a 

seamless experience across all channels. 

Due to the rapid proliferation of mobile devices in people’s lives, the mobile 

channel has become the ultimate marketing vehicle for retailers to be in touch 

with consumers, anytime, anywhere, and this business potential is growing 

exponentially. However, retailers are still trying to understand how consumers 

use this new technology, who are the mobile devices users and what they value. 

Smart phones and other mobile devices, as well as the technologies that came 

along with it like 3G, have grown in popularity. Therefore mobile commerce (m-

commerce) became a ‘business phenomenon’ with a large potential market that 

is also blurring the lines between online and in-store Shopper experience 

(Zhang et al., 2012). As the rapid growth of smart devices, the development of 

mobile applications (App) has been gradually become the focal point which the 

enterprises pay attention. Since the “mobile applications” owns the 

characteristics of entertainment, functionality, information, socialization as well 

as intellectual stimulation and so on, therefore it gradually becomes the 

emerging innovative marketing tools for marketing. Furthermore, with the 

increase in the population of mobile internet, many enterprises have developed 

and implemented mobile applications and further provide a wide range of 

applications to meet Shopper needs and improve customer service.  

Mobile applications can be divided into three types of content-oriented, 

marketing-oriented and service-oriented, and there are many online shopping 

websites constructed service-oriented mobile shopping applications which 

provide online transaction services to increase customer convenience and 

extend marketing channels as well as improve business performance. Mobile 

shopping applications can be considered as a type of mobile technology 

innovative applications. In the past, if someone wanted to buy an item, they had 

to walk into a physical store, find the product, put it into the shopping cart and 

pay for it at the checkout, or they could also order it by catalogue. Then, the e-

commerce arrived and radically changed the way people did their shopping.  

Nowadays, without leaving their houses, people are able to compare and buy 

products through their personal computer and smart phones. During this time, 
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we have seen the birth of big companies working only on the online channel 

and having a resounding success, like Amazon E-bay, snapdeal, flipkart etc.  

Recently the next big change happened when mobile technology entered into 

peoples’ lives. “Users now want to communicate, get information, be 

entertained, and shop whenever and wherever they are, often all at the same 

time” (Verizon, 2011). 

As the rapid progress of the population using smart mobile devices around the 

world, the development of mobile applications (Apps) has become the focus of 

attention for enterprises, as well as one of important research issues. According 

to Canalysm (2012), the annual growth rate of smart phones is 62.7 % in 2011, 

the annual growth rate of tablet PCs reached 274.2% .The global mobile 

Internet population at the end of 2011 reached 23% of the world's population, 

nearly 1.4 billion. It is estimated to reach 2.89 billion by 2016, representing a 

total population of 35 worldwide % (Nakajima, 2012).  

With the increase of mobile internet population, many companies have 

developed and introduced into mobile applications (Apps) and provides a wide 

range of applications to meet customer needs and improve customer service, 

and there are many online shopping websites continue to construct "mobile 

shopping applications" and further provides online transaction services in 

order to increase Shopper convenience shopping and expansion of marketing 

channels, and thus enhance overall operational performance. Since the mobile 

apps possesses the characteristics of entertainment, functionality, information, 

socialization and intellectual stimulation and other characteristics (Ho and Syu, 

2010). 

2.0 Review of Literature 

The retail shopping experience is being revolutionized. While a decade ago e-

commerce was taking hold, now consumers are demanding more convenience 

through mobile shopping (m-commerce). Mobile shopping is when a consumer 

uses an internet-enabled mobile device (Smartphone, tablet, etc.) to experience 

and shop a store or brand. This radical transformation is expected to have 

significant effect in consumer behaviour and create a new battleground for 

retailers to compete online. 
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An attempt has been made by the researcher to review the existing literature on 

selected areas namely, Mobile Shopping Applications, Usage Attitude, 

Experiential Value, Aesthetics, and M-Commerce etc.  

2.0.1  Mobile Shopping Applications 

According to Paterson, L., & Low, B. (2011) , the total number of apps in App 

Store has reached 650,000, Google also announce the total number of apps in 

Google Play has reached 600,000, the overall downloads has more than 30 

billion and 20 billion, respectively.  

In recent years, many companies have been developed different types of mobile 

applications to meet Shopper needs and improve customer service; many 

‘mobile shopping app’ also have been developed by online shopping sites to 

enhance the customer’s transaction services and operational performance. 

Mobile shopping has become a critical component in determining consumer 

shopping behaviour, since almost half of mobile research is conducted in stores. 

The consumers who utilize mobile, 90% of buying behaviour are affected by 

Smartphone shopping (Retailpro, 2011)). A majority of consumers have the 

ability to use their phone to shop. A consumer’s personal relationship to their 

mobile device is an additional challenge that requires retailers to create a 

fundamentally distinctive strategy to serve this type of shopper (Walsh). 

A consumer’s personal relationship to their mobile device is an additional 

challenge that requires retailers to create a fundamentally distinctive strategy 

to serve this type of shopper. It is lucrative for retailers to engage in the mobile 

shopping trend and generate a mobile retail experience that will capture 

consumers or they will be at risk of losing them to a more technologically savvy 

company. Currently, the mobile commerce industry stands at about $6 billion in 

revenue. Mobile sales are expected to grow 40 percent each year over the next 

five years, reaching $31 billion by 2016. Shoppers are beginning to interact on 

multiple dimensions with retailing companies that demand a strong 

technological existence in both online and mobile formats (Greene).  

One revolutionary mobile shopping experience that has the potential to 

drastically affect consumer shopping behaviour is VIZL, a digital dressing room 

app created for the iPhone. Using this mobile app, consumers are able to “try-

on” clothing without physically entering a dressing room. As a Smartphone app, 

VIZL gives Shoppers the opportunity to either be in-store, on-the-go, or at home 
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and visualize the fit of an outfit without the uncomfortable, discouraging 

experience of a dressing room. 

Demand of smart phones has been increased due to its functions and popularity 

such as performing instant messaging, downloading mobile apps, connecting to 

the Wi-Fi and viewing entertainment programme (Park and Chen, 2007). 

2.0.2 Usage Attitude 

The concept of attitude is one of the most important issues being discussed in 

the field of consumer behaviour. Birgelen et al. (2003) defined attitude as ‘‘a 

psychological tendency that is expressed by evaluating a particular entity with 

some degree of favour or disfavour”. Malhotra (2005) defined attitude as a 

summary of appraisal of an object, and stated that beliefs is very important in 

person attitude because of its stability in mind, people have different beliefs in 

different objects and usually their beliefs lead them to the objects and change 

their attitude which can form positive or negative reaction. Maio and Haddock 

(2010) argued that both negative and positive reactions in the psychological 

science can be reflected in attitude. In fact, attitudes have demonstrated their 

efficacies as a predictor’s of behaviours and behavioural intentions in a variety 

of contexts including work related behaviours (Morris et al., 2009). In addition, 

attitude can be directly related to the environmental responsiveness because 

Maio and Haddock (2010) suggested that by holding to their attitude, people 

are able to determine the approaches in responding to their environment. By 

responding to a service or a brand, people from their attitude measurement 

based on what they believe and how they feel about the service or a brand 

(Farris et al., 2003). 

Solomon et al. (2006) classified attitude into three different components: affect, 

behaviour and cognition. Affect is described by Solomon et al. (2006) as the way 

of customer feeling toward a particular attitude object and the process is 

instinctive and less likely to be affected by availability of processing resources 

(Malhotra, 2005).  

2.0.3 Experiential Value 

In the past, the value that stimulates utilization behaviour has been related to 

functional, conditional, social, emotional and epistemic utility (Sheth, Newman 

and Gross, 1991).  
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In spite of this broad conceptualization, empirical researchers have 

conventionally take value more closely as the exchange between quality and 

price (Dodds and Monroe, 1985; Yadav and Monroe, 1993). However, these 

early viewpoints of customer value mostly neglected the hedonic and 

experiential of use (Sweeney and Sountar, 2001). Furthermore, the utilization 

experience itself can also be rich in value.  

 

 

 

 

 

 

 

 

 

 

 

Figure 1: The Framework of Experiential Value 

Source: Compiled by author by Reviewing Literature 

2.0.4 Aesthetic 

Aesthetic is the value created from the joint dimension between intrinsic value 

and reactive value (Mathwick et al., 2001). Veryzer (1993) described the 

aesthetic value as a reaction to the unity of a physical object or performance. 

Aesthetic is known by visual appeal and entertainment (Holbrook, 2000).  

2.0.5 Playfulness 

Playfulness is the value created from the joint dimension between intrinsic 

value and active value (Mathwick et al., 2001). The value of playfulness is 

generated by customers and it is completely inner, initiative and self-oriented 

experience (Chou, 2009). The playful value mirrors emotional worth and 
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potential amusement of the shopping process (Mathwick et al., 2001). In other 

words, playful exchange behaviour is reproduced in the inner enjoyment that 

generated from the engagement in activities that are fascinating, to the point of 

an escape from the demands of world (Day, 1981). Thus, Chou (2009) 

concluded that playfulness is a pleasure or enjoyment which is derived by 

individual assessing of a product or service. 

2.0.6 Service Excellence 

Service excellent is the value created from the joint dimension between 

extrinsic value and reactive value (Mathwick et al., 2001). According to Chou 

(2009), service excellence is a customer experience that provides self-oriented, 

reactive value and extrinsic.  

The value of service excellent is expressed in term of consumer thankfulness 

towards a service provider who has established expertise and offers a reliable 

service performance (Holbrook, 2000). From the perspective of customer’s 

service excellence, service excellence is part of the reaction side of the customer 

experience (Veryzer, 1993). 

2.0.7 Consumer Return on Investment (CROI) 

CROI is the value created from the joint dimension between extrinsic value and 

active value (Mathwick et al., 2001). In general, the CROI explains what 

consumer receives in return in the exchange process. The customer might 

experience this return on investment in terms of economic benefit that is the 

perception of affordable quality (Thaler, 1985; Grewel, Monroe and Krishnan, 

1996; Yadav and Monroe, 1993) as well as utility obtained from the competence 

of an exchange encounter (Holbrook, 1994; Zeithaml, 1988). Therefore, CROI 

value reflects the effective aspect of activities engagement, and explains active 

investment in economic, psychological resources, behavioural, and emotions 

that yield rewards (Holbrook, 2000; Mathwick et al., 2001). 

After reviewing the articles and relevant material, it becomes clearly evident 

that certain aspects of consumer’s interaction with various forms of digital 

retail appeared to be central in shopping decisions.  

These aspects were features of physical shopping experience that a consumer 

valued that they still expected in the technological format when they shop using 

the mobile applications. This research paper proposes to undertake this aspect 
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so as to conceptually understand how consumers interact with a technological 

form of shopping. 

2.0.8 M-Commerce: A New Paradigm Shift in the Retailing Environment 

Due to the massification of the Internet, shoppers have now a greater degree of 

control over the access and use of information than ever before, namely through 

social networks, search engines, like Google or Yahoo, and advanced mobile 

devices.  

Mobile devices are always with them and became routinely devices for several 

activities namely communicating with others, listening to music, searching for 

information, conducting transactions and managing daily schedules .Also, 

because of the economy, consumers are more focused on shopping for the best 

offer at the best price, instead of hedonic spending (Shankar et al., 2011).  

Therefore, the introduction of mobiles in a retail environment is changing the 

way of buying because consumers can now buy anything, anywhere through 

their cell phones (Shankar et al., 2010). Cell phones brought convenience and 

powerful functions, introducing the “new era of the localization applications in 

our daily life” (Man and Ngai, 2014). 

3.0 Basic Terms Used in the Proposed Research Study 

The researcher has made an attempt to define the basic terms used in this 

research paper as follows: 

3.0.1 Value 

The term value can be defined as the customers’ executive judgement regarding 

the product that it will be able to satisfy his or her given level of needs and 

wants. 

3.0.2 Experiential Value 

The shopping activity is motivated by more experiential values provided by the 

experience, such as agreement or excitement and not, as in utilitarian shopping, 

from the products or services bought (Lunardo and Mbengue, 2009). 
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3.0.3 Attitude 

Attitude refers to “the degree to which a person has a favourable or 

unfavourable evaluation or appraisal of the behaviour in question” (Ajzen, 

1991). 

3.0.4 Mobile Shopping 

Mobile shopping is the buying and selling of goods and services through 

wireless handheld devices such as a cellular phone or personal digital assistants 

[PDA].  

4.0 The Proposed Conceptual Model 

The research carried out by Keng et al.’s (2007) studied how personal 

interaction and the shopping mall environment influence customer experiential 

value, which in turn affects the behavioural intention in a physical retail store 

environment. The research shows both physical and personal encounters can 

influence how Shoppers feel about the product related services and pleasure 

related aspects of shopping.  

His research work was in a physical store setting that the Shoppers visited, the 

research shows interaction with people and the store environment variable that 

can influence the perception of customer value. So retailers can influence the 

future shopping, enhanced loyalty, and store patronage intentions of the 

shoppers. 

Similarly in the online setting, Keng and Ting’s work (2009) identified 

interpersonal interaction and machine interaction as antecedents of customer 

experience values in visiting a blog site or an online shopping site.  

The below given figure that shows the conceptual Model for the proposed 

research study. Here, the Interpersonal interaction is the atmosphere 

(personality) of the blog, and machine interaction shows whether the blog can 

provide frequent updates, diverse contents, user friendly Graphics and Interface 

of the application, and requested information. High machine interaction will 

ensure high communication utility of the blog as an information channel. 

Similarity is defined as the degree of feeling similar to other users of the 

website and it captures one human aspect of interactivity. Since this research is 

only limited to the context of a mobile shopping, the research does not look at 

the aspects of transactional utility.  
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Also, the final dependent variable is attitude, which will reflect the favourable 

emotions the shoppers using mobile shopping applications. 

 

 

 

 

 

 

 

 

Figure 2: The Proposed Conceptual Framework 

Source: Keng and Ting, 2009 [Model Adopted & Modified by the Researcher] 

5.0 Significance of Study 

The Ericsson Mobility Report, 2013 shows that by 2019 approximately 60 

percent of the projected 9.3 billion mobile subscriptions will be for smart 

phones, which are currently about 25 percent to 30 percent in India. Of late 

there is a heavy reliance on technology that is being assimilated into all aspects 

shopping. In India people are using gadgets, Smart phones, smart watches etc.  

Gartner (2013), by 2015 companies will generate 50% of web sales through 

social presence and mobile applications. But all this potential must be used 

wisely because it can influence, not only immediate sales, but also could 

facilitate impulse buying, up-selling and cross-selling. Also, building an app for 

mobile phones will bring the brand closer to the consumer with a new shopping 

experience, so it must be useful but also personal, fun and optimized for mobile 

(Ying, 2012). Now it very clear that there is a significant increase in the effort of 

understanding online Shoppers’ intrinsic shopping motivations, not much 

research has been conducted in terms of experiential values Shoppers would 

perceive during their online shopping using the shopping applications. 

This research will contribute to the less researched area of online shopping, 

Shopper experiential value while shopping using the mobile applications. From 

a managerial perspective this study aims to provide managers of the online 
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retailers with a framework to improve online shopping experiences of their 

Shoppers through offering experiential values.       It aims to propose a solution 

for positioning and brand image enhancement by showing how each 

experiential value contributes to the formation of different perceptions about e-

retailers shopping application in shoppers’ minds. This study will be of great 

use for managers with their segmentation and targeting purposes through 

investigating how the impacts of experiential values would be different for 

online shoppers from dissimilar cultural backgrounds. 
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