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Abstract
The emergence of “experience” as another forms of business offerings (Pine and Gilmore, 1999) and the failure
of implementing customer relationship management to create the expected levels of value for customers and
profitability for organizations (Palmer, 2010; Barnes, 2002) have prompted the practitioners and academic
scholars to explore the successor of customer relationship management, which is known as customer experience.
Pine and Gilmore (1999) asserted that companies need to create memorable experiences to each customer for the
purpose of generating greater economic value in the experience-based economy, instead of simply making goods
and delivering services to the customers (Kim, Cha, Knutson and Beck, 2011). For the purpose of creating
differentiated and memorable customer experience, this research paper would like to evaluate the direct and
indirect relationship between social environment and customer experience (including sensory experience,
emotional experience and social experience). A total of 330 respondents participate in this research. The findings
revealed thatsocial environment is related to the sensory experience and emotional experience
respectively.Furthermore, the research findings also concluded the interactive relationships between the
dimensions of the customer experience: (1) the sensory experience is positively related to the emotional
experience; (2) the emotional experience is positively related to the social experience; and (3) the sensory
experience is positively related to the social experience.
Keywords: social environment, sensory experience, emotional experience, social experience
1. Introduction
The failure of implementing customer relationship management to create the expected levels of value for
customers and profitability for organizations (Palmer, 2010; Barnes, 2002) has prompted the practitioners and
academic scholars to explore the successor of customer relationship management, which is known as customer
experience. Pine and Gilmore (1999) asserted that companies need to create memorable experiences to each
customer for the purpose of generating greater economic value in the experienced-based economy, instead of
simply making goods and delivering services (Kim, Cha, Knutson and Back, 2011). Verhoef, Neslin and
Vroomen (2007) had argued that the social environment can influence the customer experience in the retail
environment. The current literature reviews only evaluate the direct impact of social environment on sensory
experience, emotional experience and social experience respectively (Graven and Browne, 2008; Parkinson,
1996; Moretz and Robison, 2007). There is a lacking of study to evaluate the indirect (mediating) relationships
among social environment, sensory experience, emotional experience and social experience. Thus, this research
paper will empirically evaluate to what extent social environment can directly and indirectly affect the
dimensions of customer experience.
2. Literature Review
2.1 Customer Experience
The concept of customer experience was intimately conceived in the mid-1980s when Holbrook and Hirschman
(1982) introduce a new experiential approach into the consumer behaviour domain. Current extant literature has
made the point that the customer experience may provide a new mean of competition, especially in the era of
experience economy (Pine and Gilmore,1999; Shaw and Ivens, 2002; Meyer and Schwager, 2007). However, the
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term of “customer experience” had been defined in various ways in the extant literature. There are no consensus
in defining customer experience due to the nature of customer experience is a multidimensional construct that
has been a part of studies spanning across various fields (Walls, Okumus, Wang and Kwun, 2012). The concept
of customer experience can be explained through various academic disciplines. For the sociological and
psychological perspective, peak experience is defined as “subjectively recognized to be one of the high points of
life, one of the most exciting, rich and fulfilling experiences which the person has ever had” (Thorne, cited in
Walls et al., 2011, p.11). From the anthropological and ethnological perspectives, the extant literatures argue that
individual experience is affected by the surrounding culture (Caru and Cova, cited in Walls et al., 2011) and
society (Abrahams, cited in Walls et al., 2011). From the perspective of economic and marketing perspectives,
Schmitt (1999) argued that customer experience is created via some stimulations and self involvement in an
event. Lewis and Chambers (2000, p.46) defined consumer experience as “the total outcome to the customer
from the combination of environment, goods and services purchased”. Customer experience can be also defined
based on cognitive as well as affective and process based approaches. Based on the cognitive definitions of
experience, the Oxford English Dictionary described experience as “active participation in events or activities,
leading to the accumulation of knowledge or skill” (OUP, 2006). Based on the affective and process based
definition, the American Heritage Dictionary of the English Language (2006) defined experience as “the feeling
of emotions and sensations as opposed to thinking” and “…involvement in what is happening rather than
abstract reflection on an event”. In addition, customer experience can be defined based on the utilitarian and
hedonic approaches. Based on the utilitarian view, Abbot (cited in Palmer, 2010, p.197) argued that “experience
as being the transformation of products into value as perceived by the consumer”. From the hedonic approach,
Schmitt (1999, p.26) asserted that experience “…provide sensory, emotional, cognitive, behavioural and
relational values that replace functional values” as well as Gupta and Vajic (2000, p.34) stated that “…an
experience occurs when a customer has any sensation or knowledge acquisition resulting from some level of
interaction with different elements of a context created by the service provider”. In conclusion, there is not
conclusive definition of customer experience in the extant literature. It made harder to define the dimension of
customer experience based on a particular industry context. Thus, the dimensions of customer experience
proposed by Yang and He (2011) and Schmitt (1999) will be adopted in this research paper. The proposed
dimensions of customer experience consist of sensory experience, emotional experience and social experience.
The current extant literature also argues that the social environment does influence the customer experience
(Baker et al., 2002; Grewal et al., 2003; Pan and Zinkhan, 2006; Sirohi, McLaughlin and Wittink, 1998; Verhoef,
Neslin and Vroomen, 2007). Schmitt (1999) proposedthree dimensions of customer experience, including
sensory experience, emotional experience, and social experience. The following paragraph will elaborate social
environment, sensory experience, emotional experience and social experience in details.
2.2 Social Environment
Pitcher and Magurran (1986); Witte and Ryan (2002); Hamilton and Dill (2003) asserted that social environment
consistently creates impact toward individual performance due to the interaction with other people. Besides,
social environment can also create indirectly or passively toward actual physical changes (Geva and Bloch,
2005). It has long been argued that the public perceptions of environmental issues depend primarily on the mass
media (Downs, 1972), but the effect of the media on the popular attention will be depended on how the content
is reviewed by the readers. Therefore, Schoenfeld, Meier and Griffin (1979) recognized that the media plays an
ideal part in the social development of environmental issues. In addition, government policy messages (Hepbum
and Hepburn, 1985; Nohrstedt, 1991); textual content of the media (Denzin, 1989); and the development of the
communities (Powazek, 2001)within the context of social environment do impact the precise relationships
between associates and the level of individual environmental concerns respectively. Based on a retail study
carried out by Verhoef, Neslin and Vroomen (2007), they concluded that the social environment on the retailing
environment does influence the customer experience. The following paragraph will elaborate the dimensions of
customer experience in detail.
2.3 Sensory Experience
Sensory experience has been defined as the perception view of sensory and aesthetic about product,
surroundings, and atmosphere by Nagasawa (2008) and Schmitt (1999). Hulten, Broweus and Dijk (2008)
argued that for establishing of sensory experience, both primary senses and experience havebeen contributed
together. Vargo and Lusch (2004) argued that consumers’ sensory experience has generated both rational and
emotional mindsets in the brain. The merges of rational and emotional mindsets within a personal brain have
assisted individual to generate the sensory experience within his or her own brain. Gobe (2001) argued that
sensory experience facilitates individual to promote identification creation, self-fulfillment and self-image.
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According to Lindstorm (2005), companies should offer sensory experience to their customers by creating the
five primaries senses (including of smell, sound, sight, taste and touch) among the customers. Schmitt (1999)
believed that companies should use sense marketing technique for the purpose of getting stronger customer
sensory by motivating their customers and adding more values to their products.
2.4 Emotional Experience
Emotional experience hadbeen defined by Schmitt (1999) as a mood and inner emotions which generating from
the shopping trip.Yang and He (2011) argued that moods and feeling are part of emotional experience which are
able to generate effective experience. Based on their research, the effective experience is made of little positive
mood and strong emotion joys which by adding the emotional experience to a brand, the company will be able to
touch the deep emotion of customers. LeDoux (1996) described emotional experience as how emotions are being
created and this creation has explained by feedback, central, arousal, and cognitive theories. If company is able
to create a strong emotional experience with its customers, it can be very effective to encourage future
purchasing made by customers (Fournier, 1998). According to Arnould and Cost (1993), they had argued that
high emotional experience involvement of customer to a service or company can increase customer’s purchase
intention in the future. Oliver (1997) discussed that emotion is able to affect customer experience and long-term
personality intention. In the other point of view, Barsky and Nash (2002) argued that generated emotions from
pre-actual and post-consumption periods will create effect on customer experience. Hoyer and McInnis (2001)
asserted that emotion can stimulate the formation of consumer’s attitude. Price, Arnould and Tierney (1995)
argued that emotion plays an important role in shaping customer’s product consumption.
2.5 Social Experience
Social experience hadbeen defined by Schmitt (1999) as a good or bad relationship between others and society.
Based on Schmitt (2003), the generated social experience is able to create effect on personal socializing
procedure and subsequently influence his or her thoughts, feelings, and activities. Macionis and Plummer (1997)
and Olsen (1993) argued that mass media and peer groups can create a big effect on individuals through the
socialization route. In conclusion, social experience does allow individual to identify his or her social community
and shape his or her behaviour (Griffiths, 2003).
2.6 Relationship between Social Environment and Customer Experience
According to the study carried out by Verhoef, Neslin and Vroomen (2007), determinants such as social
environment, service interface, retail atmosphere, assortment, price, customer experiences in alternative channels
and retail brand do directly create impact toward the customer experience. The concept of customer experience
that illustrated in the Verhoef et al (2007) study encompasses cognitive, effective, social and physical
experiences. Built on the Yang and He (2011) and Schmitt (1999) dimensions of customer experience (consisting
of sensory experience, emotional experience, and social experience), Graven and Browne (2008) theoretically
discovered the direct effect of social environment on sensory experience, especially in the stages of child
development. Based on psychosocial approach, Parkinson (1996) theoretically argued that there is a direct effect
of social environment on emotional experience. In addition, Moretz, Martins and Robinson (2007) asserted that
there is a positive effect of social environment on social experience based on zebrafish (Danio rerio) behavioural
study. The above theoretical studies (Graven and Browne, 2008; Parkinson, 1996; Moretz, Martins and
Robinson, 2007) yet to be empirically tested to ensure the reality of the relationship. Therefore, the aim of this
research would like to empirical testing the hypotheses relationship based on the above studies.
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Figure 1. Proposed conceptual framework
In conclusion, this research paper seeks to empirically identify and determine the direct and mediating
relationships between the social environment and the dimensions of customer experience through respective
tested hypotheses. Figure 1 illustrates the proposed conceptual framework for this research paper.
2.7 Hypotheses
From the discussion above, this has led to the development of the proposed conceptual framework as illustrated
in Figure 1 and the following hypotheses. The nine hypotheses are as follows:
H1: Social environment is positively related to the sensory experience.
H2: Social environment is positively related to the emotional experience.
H3: Social environment is positively related to the social experience.
H4: Sensory experience is positively related to the emotional experience.
H5: Emotional experience is positively related to the social experience.
H6: Sensory experience is positively related to the social experience.
H7: There is a positive significant relationship between the social environment and the
emotional experience, mediated by sensory experience.
H8: There is a positive significant relationship between the social environment and the
socialexperience, mediated by emotional experience.
H9: There is a positive significant relationship between the social environment and the
socialexperience, mediated by sensory experience
3. Research Methodology
3.1 Research Design
Descriptive research design was adopted as the study has specific hypotheses and detailed body of literature
(Malhotra, 2004).
3.2 Questionnaire Design
The first part of the questionnaire elaboratedquestions in related to the tested constructs (consisting of social
environment, sensory experience, emotional experience and social experience). The second part of the
questionnaire identified the personal information of the respondents. The items for the independent variable
“social environment” were adopted from T.StaEhla (2001). The items of the questionnaire for the sensory
experience, emotional experience, and social experience were adapted from Yang and He (2011). A 5-point
Likert scale anchored by “strongly disagree” (1) to “strongly agree” (5) was used as the attitude measurement for
all the tested constructs (T.StaEhla et al., 2001; Yang and He, 2011).
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3.3 Sampling
The target population in this research is the current full time business students who are studying in one of the
private universities in Malaysia. Cross sectional study was conducted in this research. The targeted sample size
was 330 and judgemental sampling technique was used to select potential respondents in this survey.
3.4 Administration of Survey
Drop-off survey technique was used in this research. The respondents were given copies of self-administered
survey questionnaire for the purpose of ensuring the confidentiality and non-obligation aspects of participating in
the survey. The voluntary nature of the participation was explained verbally as well as being indicated in the
survey questionnaire. A total of 330 sets of questionnaires were distributed and 320 questionnaires were
collected. Out of that, 20 sets of questionnaires were considered unusable because they were incomplete whereby
over 25 percent of the questions in measuring the tested constructs were not answered (Sekaran, 2003). It was
assumed that the respondents were either unwilling to cooperate or not serious with the survey. Therefore, a total
of 300 usable questionnaires (92 percent) were used for data analysis by using SPSS software version 20.
4. Research Results
4.1 Demographic Profile
Based on the survey, male respondents represented 55 percent of the total respondents while female respondents
represented 45 percent. In the case of age distribution, the majority of the respondents were between the ages of
21 to 25 (40.3 percent). In terms of ethnic compositions, the students were mainly Chinese (56%), followed by
Indian (20%), Malay (14%) and others (10%). Based on the categories of current highest academic qualification
level, the distribution of the respondents was spread across different levels of tertiary education. The categories
of the current highest academic level are mostly in bachelor degree (63%), master degree (25%) and doctoral
degree (12%).
4.2 Reliability Test
The reliability of a measure indicates the stability and consistency with which the instrument measures the
concept and helps to assess the ‘goodness’ of a measure (Cavanaet al., 2001).All the constructs were tested for
the consistency reliability of the items within the constructs by using the Cronbach alpha reliability analysis. In
Table 1, the results indicated that the Cronbach alpha for all the four constructs were well above 0.70 as
recommended by Cavana et al. (2001). Cronbach alpha for the constructs ranged from the lowest of 0.765
(Social Environment) to highest 0.948 (Emotional Experience).
Table 1. Reliability test of variables
Variables

Composite Reliability

Social Environment

0.765

Sensory Experience

0.818

Emotional Experience

0.948

Social Experience

0.876

In conclusion, the results showed that the scores of the Cronbach alpha for all the constructs used in this research
exceeded the preferable scores of 0.70 and this indicated that the measurement scales of the constructs were
stable and consistent.
4.3 Validity Test
Constructs validity was adopted as validity measurement and factor analysis was used to measure the construct
validity (Cavana, et al., 2001). The details of the factor analysis were presented in Table 2. Based on the output
shown, factor analysis was appropriate because the value of Kaiser-Meyer-Olkin (KMO) was 0.935 (between 0.5
and 1.0) and the statistical test for Bartlett test of sphericity was significant (p=0.000; d.f.=325) for all the
correlations within a correlation matrix (at least for some of the constructs). Based on the principal components
analysis and VARIMAX procedure in orthogonal rotation, the results also showed that the Eigenvalues for all the
constructs were greater than 1.0, ranging from the lowest 1.043 (Social Environment) to the highest of 11.172
(Emotional Experience). In terms of convergent validity, the factor loadings for all items within a construct were
more than 0.50. Discriminant validity indicated that all items were allocated according to the different
constructs. Therefore, the items were not overlapping and they supported the respective constructs.
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Table 2. Factors identified by principal components factor analysis
Factor’s
Name
Emotional
Experience

Social
Experience

Sensory
Experience

Social
Environment

Variable

Factor
Loading

Happy

0.800

Pleased

0.787

Relax

0.754

Contended

0.743

Satisfied

0.725

Hopeful

0.712

Finding a sense of belonging

0.738

Positioning social status

0.701

Promoting social status

0.679

Getting recognized

0.633

Arousing sensation

0.851

Bringing interest

0.789

Attractiveness

0.644

Being worthwhile

0.633

Surrounding social community

0.852

Friends and acquaintances

0.811

Media instrument

0.765

Eigen-

Percentage of
Variance
Explained

Cronbach’s
Reliability

11.172

17.721

0.948

1.608

10.373

0.876

1.241

10.240

0.818

1.043

8.147

0.765

value

Coefficients

Note:
KMO Measure of Sampling Adequacy = 0.935; p = 0.000 (p<0.05); df = 325
Cumulative Percentage Rotation Sums of Squared Loadings = 71.988
4.4 Inferential Analysis
Regression analysis was conducted in the inferential analysis to testify the hypothesized relationships for the
respective hypotheses.
4.4.1 Simple Regression Analysis
The simple regression “is a procedure for deriving a mathematical relationship in the form of an equation,
between a single metric dependent or criterion variable and a single metric independent or predictor variable”
(Hair et al., 2006; Malhotra et al., 2006, p.692). Simple regression analysis was carried out to test the first
hypothesis (H1).
The result of the simple regression analysis was presented in Table 3. The p value of the Social Environment
(p=0.000) is less than the alpha value of 0.05. The value of the unstandardized beta coefficient is 0.601. The
change of Sensory Experience is explained 12.8 percent by Social Environment. The research concludes that
Social Environment is positively related to theSensory Experience. Hypothesis I (H1) is supported.
Table 3. Results of simple linear regression analysis for this research (H1)
Variables
Social Environment

Unstandardized Beta Coefficients

t-value

Significant

0.601

6.628

0.000

Notes:
Dependent variable: Sensory experience; Independent variables: Emotional experience
R = 35.8 per cent; R Square = 12.8 per cent; Adjusted R Square = 12.6 per cent; F = 43.934; P = 0.0001 (p<0.05)
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4.4.2 Multiple Regression Analysis
4.4.2.1 Multiple Regression Analysis (H2 and H4)
Multiple regression analysis is the appropriate technique to analyze the linear relationship between a dependent
variable and multiple independent variables by estimating coefficients for the equation for a straight line (Hair et
al. 2006). Multiple regression analysis will be carried out to test two hypotheses (H2 and H4) in this research.
The result of the multiple regression analysis for hypothesis 2 was presented in Table 4. The p value of the Social
Environment (p=0.018) is less than alpha value of 0.05. However, the value of the unstandardized beta
coefficient is -0.569. Therefore, the research concludes that Social Environment is negatively related to the
Emotional Experience. Thus, hypothesis 2(H2) is partially supported.
The result of the multiple regression analysis for hypothesis 4 was presented in Table 4. The p value of the
Sensory Experience (p=0.000) is less than the alpha value of 0.05. The value of the unstandardized beta
coefficient is 1.490. Therefore, the research concludes that Sensory Experience is positively related to the
Emotional Experience. Thus, hypothesis 4(H4) is supported.
Table 4. Results of multiple regression analysis for this research (H2 and H4)
Variables

Unstandardized Beta Coefficients

t-value

Significant

Sensory Experience (H4)

1.490

10.458

0.000

Social Experience (H2)

-0.569

-2.383

0.018

Notes:
Dependent variable: emotional experience
R = 52.2 per cent; R Square = 27.3 per cent; Adjusted R Square = 26.8 per cent; F = 55.757; P = 0.0001 (p<0.05)
In conclusion, the values of unstandardized beta coefficient among the independent variables tested in the
hypotheses ranged from the weakest relationship of -0.569 (social environment and emotional experience) to the
strongest relationship of 1.490 (between sensory experience and emotional experience). It may conclude that the
sensory experience is the most powerful antecedent in affecting the emotional experience. The change of
emotional experience is explained 27.3% by sensory experience and social environment.
4.4.2.2 Multiple Regression Analysis (H3, H5 and H6)
The result of the multiple regression analysis for the hypothesis 3 was presented in Table 5. The p value of the
social environment (p=0.215) is more than the alpha value of 0.05. The value of unstandardized beta coefficient
is -0.075. Therefore, the research concludes that there is no relationship between social environment and social
experience. Therefore, hypothesis 3 (H3) is failed to be accepted.
The result of the multiple regression analysis for the hypothesis 5 was presented in Table 5. The p value of the
emotional experience (p=0.000) is less than the alpha value of 0.05. The value of unstandardized beta coefficient
is 0.220. Therefore, the research concludes that emotional experience is positively related to the social
experience. Hypothesis 5 (H5) is supported.
The result of the multiple regression analysis for the hypothesis 6 was presented in Table 5. The p value of the
sensory experience (p=0.001) is less than the alpha value of 0.05. The value of unstandardized beta coefficient is
0.135. Therefore, the research concludes that sensory experience is positively related to the social experience.
Hypothesis 6 (H6) is supported.
Table 5. Results of multiple regression analysis for this research (H3, H5 and H6)
Variables

Unstandardized Beta Coefficients

t-value

Significant

Sensory Experience (H6)

0.135

3.241

0.001

Emotional Experience (H5)

0.220

15.185

0.000

Social Environment (H3)

-0.075

-1.243

0.215

Notes:
Dependent variable: social experience
R = 75.9 per cent; R Square = 57.6 per cent; Adjusted R Square = 57.1 per cent; F = 133.880; P = 0.0001
(p<0.05)
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In conclusion, the values of unstandardized beta coefficient among the significant independent variables tested in
the hypotheses ranged from the weakest relationship of 0.135 (between sensory experience and social
experience) to the strongest relationship of 0.220 (between emotional experience and social experience). It may
conclude that the emotional experience is the most powerful antecedent in affecting the social experience. In
conclusion, the change of social experience is explained 57.6% percent by a combination of two independent
variables, including sensory experience and emotional experience.
4.4.2.3 Mediated Regression Analysis (H7, H8 and H9)
Mediational analysis is used to examine how two variables precede or cause a third variable (refer to dependent
variable). According to Howitt and Cramer (2011a, p.330), “the mediating variable may either partly explain the
relation between the other predictor variable and the criterion variable or totally explain it. If it partly explains
the relation, the other predictor will also partly explain the relation in the absence of additional mediating
variables. If it totally explains the relation, the other predictor will only explain the relation through the
mediating variable. In other words, the first variable will explain the relation indirectly rather than directly”.
To test H7, H8 and H9, the three-step process recommended by Baron and Kenny (1986) was adopted in this
study. According to this approach, three separate equations should be estimated: (1) The mediating variable is
regressed on the independent variable; (2) The dependent variable is regressed on the independent variable; and
(3) The dependent variable is simultaneously regressed on the dependent variable and the mediating variable. As
Baron and Kenny (1986, p.1177) say:
“To establish mediation, the following conditions must hold: First, the independent variable must
affect the mediator in the first equation; second, the independent variable must be shown to affect
the dependent variable in the second equation; and third, the mediator must affect the dependent
variable in the thirdequation. If these conditions all hold in the predicted direction, then the effect
of independent variable must be less in the third equation than in the second equation. Perfect
mediation holds if the independent variable has no effect when the mediator is controlled”.
Based on the above quotation, partial mediation is indicated when the independent variable’s effect is reduced in
magnitude, but is still significant when the mediator is controlled. Based on the recommendation of Baron and
Kenny (1986), the results of the three-step process are presented in Table 6(a), 6(b) and 6 (c).
According to the finding from Table 6(a), social environment (independent variable) significantly affected the
sensory experience (mediator) in the first equation; social environment (independent variable) did not
significantly affect the emotional experience (dependent variable) in the second equation; both social
environment (independentvariable) and sensory experience (mediator) significantly affectedemotional
experience. Hypothesis 7 (H7) is not supported because not all the three conditions proposed by Baron and
Kenny (1986) are supported.
Table 6(a). Result of mediated multiple regression (mediator analysis) (H7)
Independent Variable
Social Environment

Sensory Experience (Mediator)

Emotional Experience (Dependent Variable)

Model 1

Model 2

Model 3

0.601*

0.327

-0.569*

(p=0.000)

(p=0.211)

(p=0.018)

st

nd

(1 equation)

(2 equation)

Sensory Experience

(3rd equation)
1.490*
(p=0.000)
(3rd equation)

*p<0.05
In conclusion, sensory experience does not act as a mediator in mediating the relationship between social
environment and emotional experience.
According to the finding from Table 6(b), social environment (independent variable) did not significantly affect
the emotional experience (mediator) in the first equation; social environment (independent variable) did not
significantly affect the social experience (dependent variable) in the second equation. For the third equation,
social environment (independent variable) did not significantly affect social experience (dependent variable) and
only emotional experience (mediator) significantly affected social experience (dependent variable). Hypothesis 8
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(H8) is not supported because all the three conditions proposed by Baron and Kenny (1986) are not matched. In
conclusion, emotional experience does not act as a mediator in mediating the relationship between social
environment and social experience.
Table 6(b). Result of mediated multiple regression (mediator analysis) (H8)
Independent
Variable

Emotional Experience (Mediator)

Social Experience (Dependent Variable)

Model 1

Model 2

Model 3

Social
Environment

0.327

0.078

-0.002

(p=0.211)

(p=0.360)

(p=0.975)

st

nd

(1 equation)

(2 equation)

(3rd equation)
0.244*

Emotional
Experience

(p=0.000)
(3rd equation)

*p<0.05
According to the finding from Table 6(c), social environment (independent variable) did not significantly affect
the sensory experience (mediator) in the first equation; social environment (independent variable) significantly
affected the social experience (dependent variable) in the second equation; both social environment (independent
variable) and sensory experience (mediator) did not significantly affect social experience. Hypothesis 9 (H9) is
not supported because all the three conditions proposed by Baron and Kenny (1986) are not matched. In
conclusion, sensory experience does not act as a mediator in mediating the relationship between social
environment and social experience.
Table 6(c). Result of mediated multiple regression (mediator analysis) (H9)
Independent
Variable

Sensory Experience (Mediator)

Social Experience (Dependent Variable)

Model 1

Model 2

Model 3

Social
Environment

0.078

0.601*

-0.200*

(p=0.360)

(p=0.000)

(p=0.012)

st

nd

(1 equation)

(2 equation)

(3rd equation)
0.462*

Sensory
Experience

(p=0.000)
(3rd equation)

*p<0.05
5. Conclusion
5.1 Conclusion of Hypotheses
The findings from this research confirm that social environment is related to the sensory experience and
emotional experience respectively. Furthermore, the research findings also conclude the interaction relationships
between the dimensions of the customer experience: (1) the sensory experience is positively related to the
emotional experience; (2) the emotional experience is positively related to the social experience; and (3) the
sensory experience is positively related to the social experience.
5.2 Implications of Research Findings
5.2.1 Theoretical Implications
Based on the extant literature, there is a direct impact of social environment on sensory experience, emotional
experience and social experience respectively (Graven and Browne, 2008; Parkinson, 1996; Moretz, Martins and
Robinson, 2007). However, the result from this research study only indicates that the social environment does
impact on sensory experience and emotional experience respectively. There is not significant relationship
between social environment and social experience.
In addition, there is no conclusive empirical result in the extant literature to indicate the interactive relationships
between sensory experience, emotional experience and social experience. This research has closed this gap and
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confirms that there are interactive relationships among sensory experience, emotional experience and social
experience.
Besides, there is a lack of prior study in the current literature review to investigate the role of mediator in
mediating the relationships between the social environment and the dimensions of customer experience (ie.,
sensory experience, emotional experience and social experience). This research has closed this gap and confirms
empirically that there is not mediating relationship between the social environment and the dimensions of
customer experience.
5.2.2 Managerial Implications
The research findings do provide some insights and feedbacks for the industry players to use social environment
as a key factor in influencing customer sensory experience and emotional experience. In addition, the research
findings do provide insights to the industry players how to prioritize the customer experience (such as sensory
experience, emotional experience and social experience) in the strategy planning because there are interactive
relationships among sensory experience, emotional experience and social experience.
5.3 Limitations of This Research
Although the research findings present some new insights for the extant literature, these findings should be
viewed in light of some limitations.
The study in this research is based on cross-sectional data that is only able to reveal the net effect of predictor
variable towards a particular criterion variable at a specific point in time (Cavana et al., 2001). Due to the
inherent limitation of cross-sectional study, the research findings are not able to “explain why the observed
patterns are there” (Easterby-Smith, Thorpe and Lowe, 2003, p.45). In other words, this research is not able to
describe the causality of customer experience based on the observed changes in pattern throughout a period of
time.
Besides, the adoption of judgemental sampling method in this study has restricted the generalizable of the
research findings.
5.4 Recommendations for Further Research
Due to the limitations of this research, a few recommendations are suggested for further research for the purpose
of overcoming the above limitations.
Cross-sectional study may not be able to portray the observed changes in patterns. In due respect, longitudinal
studies, which repeatedly measure the same sample units of a population over a period of time is proposed to be
adopted in the future study (Burns & Bush, 2003).
Due to the restriction of generalization, it is recommended to adopt probability sampling technique in the future
study for the purpose of enhancing the validity and generalization of the research findings.
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