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ABSTRACT

The major objectives of the study is to determihe impact of situational moderator namely locatand
customer moderators such as goal and involvementthen determinants of customer experience namelyalsoc
environment, retail atmosphere, price and past réeeqpee among hypermarket shoppers in Saudi Arab@avenient
sampling was adopted for the purpose of the stlitig. collected data were coded in an SPSS spreddshée simple

statistical analysis such as One-way ANO\ear regression and multiple regressions forébettitcome.

It has been established that there exists a signifinteraction effect among location with soeiavironment and
retail atmosphere on customer experience for arnygeket. It can be seen that when goal of the custds experiential it
increases the customer experience when price s Figrther it was established that. Significanefiattion effect exists
among involvement with social environment and tetinosphere. Hence hypotheses H1A2A, H1A2B, H2A28A2A,
and H3A2B were supported for the purpose of thdystiinally a complete understanding of the varimelerators and
determinants that are used in this study would lerihle retailers in Saudi Arabia to create a mebileraxperience among

the hypermarket customer while visiting their otgtle
KEYWORDS: Situational Moderator, Customer Moderator, Involesy Goal, Location, Hypermarket
INTRODUCTION

Modern retailing has entered in the Kingdom in fasfrsprawling malls and huge complexes offeringpgting,
entertainment, leisure to the consumer and théeetaare continuously experimenting with a variefyformats, such as
discount stores to supermarkets to specialty chainsypermarkets and malls. Shopping habits in Béudbia are
evolving, not least due to the rapidly transformirgfail sector, with western-style outlets begignito appear.
Western-style malls have begun appearing in meairas second-rung cities like Jizan, introducing 8adi Arabian

consumer to an unparalleled shopping experience.

The transformation of the retail store begins withdeep understanding of the customer and a strategy
personalize the experience at every point of icteza. The most appropriate technologies shoultéberaged to enhance
the experience in both the physical store and thigatiworld. This is true with Danube hypermarke€his is up market
retailer who caters to the need of upper incomklevariven and high value service demanding custsmmeJizan. Danube
customers are increasing in number due to peopéss to consume healthy products. Demand is gitdatesxotic fruits,
such as Papayas, Dragon fruit, Rambutan and Maswyosas well as for berries and vegetables. Irtiaddbrganic fruits

and vegetables are proving popular at the curiiem.tHence this study is focused on the impactitfagonal and
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customer moderators on the determinants of custerperience in hypermarket in Saudi Arabia.
ABOUT THE STUDY

A hypermarket is defined as a form of self-sengcecery store, offering a wide variety of food amslisehold

merchandise, organized into departments whichaaget in size and has a wider selection than arswgr&et.

The theoretical framework, or the conceptual bdsiding to the development of this study is bageon the
Conceptual Model of Customer Experience Creatioreldped by Verhoeét al (2009). There are several determinants or
elements of the customer experience among hypeanahoppers in Saudi Arabia which, including soeiavironment,

service interface, retail atmosphere, and prevemssomer experience (S Shamsudeen 2017).

Verhoef model have proposed that there are mammatgihal and consumer moderators. In this resetireh
impact of situational moderator namely location azmhsumer moderators namely goal and involvementthen

determinants of customer experience among hypeghahoppers in Saudi Arabia is considered.

A convenience orientation is a key benefit thatpgiess seek in the modern environment. Consumersépgons
of convenience (e.g., opening hours, location, paking) will have a positive influence on theitistaction with the
service (Berry et al 2002). Consumers’ perceivaokexiture of time and effort interacts to influerntheir perceptions of
service convenience, and retail facilities are giesil to affect those time and effort perceptiors. é&xample, a central

location can reduce the transaction costs assdorgth shopping (e.g., transportation cost, timergjp

Virtually all models of retail competition and shmppg behavior specify store patronage as a funabibthe
distance from the store to the shopper’'s home. Mindéudes a measure of distance in the form ofetdime, which is

operationalised as the time in minutes it takesaeel from the household to the nearest storegifen chain.

The underlying assumption is that the shopper ksafrem home to the closest store of the selectedn¢ and
then returns home. In reality, shoppers may redoe travel time by linking shopping trips togetlee combining store
visits with other required travel. “Trip chaininggds this practice is called (Thill and Thomas 198@%ults in shoppers
requiring less than the measured travel time toemmlstore visit and possibly shopping more thareetgnl at distant

stores.

Retail location theory indicates that consumerdepr® shop as close to home as possible, all dttiegs being
equal (Thompson 1967). The extent to which conssragr willing to travel to a shopping centre ouwgsdtide local trading
area, then, is inversely related to the extent toickv the local shopping centres fulfill their shomp needs
(Hozier and Stem 1985).

Previous research found that two fundamental mtitimal orientations were behind the different shogp
motives. The first motivational orientation (e.gconomic, utilitarian) involves consumers engagmghopping out of
necessity to obtain needed products, servicespformation with little or no inherent satisfactiaterived from the

shopping activity itself. This motivational orietita is referred to as the “task-oriented motivagiborientation.”

The other motivational orientation (e.g., recreadip hedonic) describes consumers engaging in shgpp
derive inherent satisfaction from the shopping\tgtiitself. The shopping activity is freely chosemithout any need to

engage in it. This motivational orientation is reéel to as the “recreational motivational oriemati The two
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fundamental motivational orientations identifiedtive shopping behavior literature are consisterh wie fundamental
motivational orientations identified in psycholo@pter 1982). The moderating effect of motivatiomaientation was
studied based on the shopping behaviour of themess by Milliman (1982). The study found that naation decreased

purchasing intentions and spending in hypermarkets.

Richins and Bloch (1983, 1986) indicate that ineshent may be either situational (temporary) or eindu
(lasting). A consumption experience may have temipionportance due to the situation (i.e., situalomvolvement),
as when an individual must make an expensive paeclsach as a personal computer. The object of ahsumption
experience may also be the subject of an individuimiterest (i.e., enduring involvement) who wiffip devotes

considerable time and energy relative to shopping.

Some individuals may have an enduring involvemeith whopping. Such individuals may receive hedonic
pleasure directly from the time spent exploring #m®pping environment, while others may visit apgliog centre to
perform a shopping plan and exit (Babin et al 199)e recreational shopper, compared to the ecanasmpper,
also spends more time shopping on an average mdpisa more likely to continue to shop after makiagurchase
(Bellenger et al 1977). Therefore, individuals wdre more interested in shopping are inclined todpaore time doing
what they enjoy. Conversely, the individuals whordi like shopping will want to leave the mall as as possible

(i.e., after making a purchase decision).

If involvement is higher, customers take more retd the retail firm'’s communications and can tfimsn an
opinion more easily (Chandrashekaran and GrewaBY00n the other hand, customers with low involvemenly
perceive a firm's communications subliminally oradimited extent because, that is they are lessdated in the retailer

or the retail sector concerned and what it hadfey.o

The phrase 'positive customer experience" has becanslogan for companies large and small in their
never-ending efforts to attract and retain busin€ke reason is obvious: a positive customer egpeeé is a marketplace
differential for any company seeking to distinguistelf from competitors. This is also true for tgpermarkets in Jizan
KSA

In a holistic approach to customer experiences, gtitical to recognize that a customer experiesaeot limited
to the customer’s interaction in the store alongthBr it is impacted by a combination of experiesmaich evolve over
time, including search, purchase, consumption dred-sales phases of the experience (Shajahan 5).200the present
study a comprehensive model is used to investigfate effect of the situational and customer modesatn the

determinants ofustomerexperience among hypermarket shoppers in Saudii@ra

Understanding and recognizing the importance oferatdrs on the determinants of customer experianwng
hypermarket shoppers is essential to withstandis lighly competitive and ever changing retail iemrvment in Jizan.
Knowledge of the various moderators on the deteamof customer experience will give the hyperraada edge over
the competitors. The present research was carueédooanalyze the role of situational moderator elgmocation and
consumer moderators namely goal and involvemertherdeterminants of customer experience in hypdaban Saudi
Arabia
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Relationship between the Various Determinants andie Customer Experience

In order to study the relationship among variotwsagional and customer moderators on the deterrsnathe
customer experience in hyper market, multi-itemlexcavere used. A multi-item scale consists of a lmemof ratings
combined into a single value. Multi-item 103 scades used to represent complex psychological cactstthat can't be
summarized in a single question. Multi-item measusee more reliable and less volatile than sin@getiquestions.

As a result of this increased stability, multi-itscales make excellent benchmarks (Henning 2009).

The internal consistency of the scale items isnaportant test of reliability. Reliability test ised to assess the
internal consistency of summated scale where skiteras are summated to form total score. One meastiinternal
consistency is Cronbach alpha. Cronbach’s alphawets for all possible two-way splits (Nunnally 796The Cronbach
alpha < 0.6 indicates poor reliability (MalhotradaBirks 2007). The Cronbach alpha > 0.7 indicatesenreliability
(Nunnally & Berstein 1994). Table 1 gives the Cracib alpha values for the constructs. It is seem fitee table-1 given

below that the values are in the range 0.703 t92véhich indicate that the instruments are reliable

Table 1: Cronbach Alpha Values of the Variables

SI No Variable Cronbach Alpha
1 Social Environment 0.892

2 Service Interface 0.703

3 Retail Atmosphere 0.774

4 Assortment 0.843

5 Price 0.890

6 Previous Experience 0.791

Source: Sample Survey 2016
Significance of the Study

Organized retailing is gaining a lot of importargiece many large players are keen to setup thetpfmts in
Middle East. This study can make a significant dbaotion to understand the impact of situational azustomer

moderators on the determinants of customer exparignthe Middle East context.

The purpose of the study is to understand the itnplasituational and customer moderators on therdghants
of customer experience for the hypermarket. Intexsapetition among the retailers offers a wide yaofichoices for the
customer and hence there arises a need for stuthgnignpact of moderators on the determinants sforner experience
through which hypermarket can provide a supericstamer experience thereby differentiating them $edfn the

competitors.

Obtaining and sustaining a competitive advantagetailing, specifically in Saudi retail environmeonday sets
the challenge to determine one thing that will elifintiate Danube hypermarket from another. Retildishments
worldwide are trying to find that sustainable cotifpee advantage and it currently seems possiblestigtegically
focusing on customer experience and the impact asfous moderators on the determinants of custoraemeng

hypermarket shoppers.
Problem Statement

Creating superior customer experience in hypermdask¢he focus and the central objectives of tleisearch.

Retailers around the globe have embraced the contepstomer experience management, with manyrpurating the

| NAAS Rating: 3.09 - Articles can be sent teditor@impactjournals.us |




A Study on the Impact of Situational and Customer Mvderators on the Determinants of 19
Customer Experience among Hypermarket Shoppers indhidi Arabia

notion into their mission statements. Despite #eognition of the importance of customer experidnceractitioners, the
academic marketing literature investigating thigitcchas been limited. Only a limited number ofdets explore customer
experience in depth from a theoretical perspectentile, Spiller and Noci (2007) empirically intigated the specific
role of different experiential features in the seex achieved by well-known products. Novak, Hoffpreard Yung (2000)

investigated the impact of website design on trstaruer’s experience.

The scarcity of scholarly research on the impacsitfational and customer moderators on the detembs of
customer experience calls for a theory-based frasrleo examine customer experience holistically.e Tiesearch
problem, therefore, is to understand the importaotesituational and customer moderators on therdetants of

customer experience among hypermarket shoppeisudi &rabia.
Research Questions
The following questions were formulated for thegmse of research:
» Does situational moderator such as Location inftleerustomer experience while shopping in the hypégret?

e Do customer moderators such as Involvement and flabnce customer experience while shopping & th
hypermarket?

* What is the interactive relationship between eddh@ moderators and determinants of customer eqe?

» Isthere a variation in the influence of the statemtlerators on the customer experience in the ohesail format

namely hypermarket?

This study will, therefore, describe and analyze tmpact of situational and customer moderatorstten

determinants of customer experience among hypeghahoppers in Saudi Arabia.
Research Objectives
Based on the research questions the following tibgcare formulated.
e To understand the demographic characteristicseohyfpermarket customers
» To measure the experience of the hypermarket cestom

 To find out impact of situational moderator Location the determinants of customer’'s experience gmon

hypermarket shoppers

e To find out whether there is any significant impattustomer moderators such as Involvement and Gothe

determinants of customer’s experience among hypé&ehahoppers

e To suggest measures to improve customer experfenahosen retail format namely hypermarket in Ssudi

Arabian context.
Scope of the Study

The current study focuses exclusively on the omghiretailing sector in KSA. The study is confirtedthe

modern retail store format namely hypermarket. Theus of the study was around Danube hypermarkatest
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The population of the study was confined only tesent and past customers of Danube hypermarketsstorJizan.
The study is carried out in Jizan, which is on¢heffast developing retail hubs of KSA during 2@1%-

DEFINITON OF VARIABLES AND MAKING OF HYPOTHESIS
The definitions of the moderators and determinasésl in the study are given below:
Location

The law of retail gravitation (Reilly 1931) suggeshat the potential attraction of a shopping @estiould be
assumed to be inversely proportional to the driimg from a shopper’s home to the centre. A céldgcation can reduce
the transaction costs associated with shopping, (ansportation cost, time spent) and enhanc®wes experience.

Based on the relationship between location andoust experience the following hypothesis is forreda
e H1AL: Location significantly influences customer expege.
 H1AZ2: Location moderates the effect of the determinantsustomer experience.
This hypothesis is tested for the hypermarkets
Goal

The first motivational orientation (task orientadyolves consumers engaging in shopping out of s&teto
obtain required products, services, or informatioth little or no inherent satisfaction derived find¢he shopping activity
itself. The other motivational orientation (expetial oriented) describes consumers engaging irp@hg to derive
inherent satisfaction from the shopping activitgelf. In this case, the shopping activity is whelattedly chosen,
and there is no need to engage in it. Based onrdlationship between goal and customer experieheefdllowing

hypothesis is formulated:
» H2AZ1L: Goal significantly influences customer experience
* H2A2: Goal moderates the effect of the determinantsustomer experience.
This hypothesis is tested for the hypermarkets
Involvement

Zaichkowsky (1985) refers to involvement as anvittlial's "perceived relevance of an object basethberent
needs, values, and interest8c’cording to Lin (2010) there is a positive cortela between the customers’ involvement
levels and experience values. Consumers with mgblvement are more receptive to stimuli and infation from the
store environment Based on the relationship betvieeslvement and customer experience the followygothesis is

formulated:
* H3AL: Involvement significantly influences customer erpnce.
» H3AZ2: Involvement moderates the effect of the determiman customer experience.

This hypothesis is tested for the hypermarkets
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Social Environment

The social environment refers to how customergactewith their family, friends or other customessbetter
social environment leads to a positive customeiesgpce. In this research social environment issmesl in terms of
reference groups, customer to customer interacdiod crowding (Shajahan S 2011). The previous reBeatudy
conducted by the author proved that social enviemtnnfluences customer experience among supermshioppers in
Saudi Arabia(S Shamsudeen 2017).

Retail Atmosphere

The atmosphere of the retailer can have a signific@pact on the experience of the grocery andtrleic
customer. The retail atmosphere is measured instefrdesign, temperature and music. According study by Ailawadi
and Keller (2004) colour, music, and design infleeeintention to patronize a retail store and hovelmtime and money is
spent in the retail unit. The previous researchlystconducted by the author proved that retail aphese influences

customer experience among supermarket shoppeeuh 8rabia(S Shamsudeen 2017).
Price

By the definition of Verhoef et al (2009) the factaf price in the concept of customer experiencdefined by
the way customers perceive loyalty programmes dsdodnt policies The previous research study conducted by the
author proved that an excellent service interfaceildl impact customer experience positively (S Shatesn 2017).
Relationship marketing tactics, such as loyaltygpams, company credit cards, and e-mail promotemaesbecoming
increasingly popular. Benefits offered to a custofoe engaging in relational exchanges include @decreases, special

offers, personalized attention, and customized yrtsd(Noble and Phillips 2004).
Past Experience

Accordingto Velazquezt al (2010), customers with a positive experience effitoduct or service at a previous
instant are more committed to the grocery and mlait retailer. The previous research study conductedhbyauthor
proved that past experience influences customerereeqre among supermarket shoppers in Saudi Arabia
(S Shamsudeen 2017). Experience at the previotaniriselps the customer to understand the retaildrform an opinion

which impacts the current situation.
RESEARCH PROCESS

Primary data were obtained from retail customers wisited the chosen retail store by means of atdteiring
the structured questionnaire. The survey questiomnzonsists of two parts: part-A and part-B. Partonsists of
guestions connected to respondent’s socio-econandademographic profile. The responses are measisied nominal
scales. Part- B consists of the items for custoexperience, each dimension of the determinantstlaadnoderators.

All items are measured on 5-point Likert scalegBdngly agree” to 1 “strongly disagree”).

Testing of the preliminary questionnaire was carrigut in June 2016 using convenience sample of 30
respondents. The internal consistency of the imgnt was tested through reliability analysis ustiignbach’s alpha. All
reliability results were in the range 0.703 to @8%hich exceeds 0.70 limit of acceptability (Tak)e-The respondents

who were part of the pilot study did not particgat the final survey.
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The population to be considered for this study tia®f all Jizan customers between the age gréd® and 60,
who have shopped in hypermarket within six monthtlfie purpose of the study. Therefore, the popatatan be defined
as active retail shoppers. Respondent for the sisidy person who does shopping in the hypermarkesen for the

purpose of the study.

Convenience sampling, a method of non probabibty@ing is opted for this particular study. Thep@sdents
were approached at their home and asked to comfiletguestionnaire. The main survey was carriedvatit 350
respondents and 300questionnaires were found ¢otelete after applying Outliers. Final data cditat was done in the
month of July and August 2016. A Household surveas wonducted across Jizan. The respondents apprbathheir
homes and were asked to complete the questionr@irfficient time was given and the completed qoesihaire was

collected at a convenient date/time as specifiethbyespondent.

Data that have to be collected from the retail @umglrs are divided into two sections — data regagrdire
demographic profile of the respondents and datardégg the influence of the various moderatorsrendeterminants on

customer experience.

The collected data were coded in an SPSS spreddahdea simple statistical analysis such as frecyen
distribution and percentage was carried out aloith multiple regression models. SPSS-16 was usethfoanalysis of
data. Reliability, the degree of consistency betweiltiple measures of a particular construct ssetg using Cronbach’s
alpha coefficient. Large tolerance values and waeainflation factors were observed, indicating issues with
multi-collinearity (Hairet al2006 & Shajahan S 2011)

Different Multivariate Statistical Techniques are Used to Test the Proposed Hypotheses

To examine the general characteristics of the custs one-way ANOVA was used. Analysis of variange i
applied to test the equality of three or more sampéans and thus make inferences as to whethsathples come from

populations having the same mean (Shajahan S 2011).

e Linear Regressionusing the step wise method was used. Significaests and Beta estimates were used to
evaluate the magnitude and direction of the ef&aif each of the determinants and the customesreqrce for

the various retail formats (Shajahan S 2012).

* Multiple regressions were used to test the relationship between deperated independent variables and to

check for the significance of the factors and thesal paths (Shajahan S 2012).
LIMITATIONS OF THE STUDY

Limitation of this study is the non-probability splimg technique used to collect data from the reseots.
Usage of a non-probability sample compromises #tereal validity of a study to a large extent. Tdfere, it is advisable
to repeat this study with a probability samplinghtieique. The period of the study was only 8 weekd with limited
resources at disposal of the researchers alsodawasdi as one of the limitations. Only Saudi nafi@mparticipated in the

survey and no expats were included in the sampdelpton.
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DATA ANALYSIS AND INTERPRETATION
Following three sections describes various analyssresearch implications
Demographic Profile of the Respondents

Gender wise, majority of the respondents were m@l&8%). A majority of the respondents were betwienage
group of 19-29 years (45%). Married respondentseweore when compared to the other categories (6BR#grly 55
percent of the families had more than 6 membergoiifa of the families (65%) had more than two eaghmembers
showing that the disposable income has increaseithel occupation category, most of the respondeetse employees in
Government organizations/Ministries in Jizan (65%).

Agewise Classification of Sample

20
‘ 25
| | 45

a 10
|
|
!
10

0 20 30 40 50

Source: Sample Survey 2016 Figures in Per Cent only

Figure 1: Classification Based on Age

Here in Y axis represent series 1 with age grougvben 19-29, series 2 with age group between 3¢&%s 3

with age group between 40-49 and series 4 withgrgap 50 and above.

It is implied from the figurel given above that 29-years old respondents (45 per cent) followe8W39 years
old respondents (25 %) were participated in thdystuell as the researchers were chosen converaemblang. They were
more accessible for the purpose of the study armd the chunk of active retail customers in hypeitaafor the purpose
of the research.

High Graduate

School 20 & Above
25

Source: Sample Survey 2016 Figures in Per Cent only

Figure 2: Educational Level of the Sample Populatio
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It is implied from the figure2 given above that @ima holders dominate the sample with 55 per aadlavied by
Graduates and PGs (25 %). They were more accessibtbe purpose of the study and also reflectative chunk of

reasonably educated retail customers of hypermarkBran.

Source: Sample Survey 2016 Figures in Per Cent only

Figure 3: Monthly Income of Sample Population

Here in Y axis represent series 1 with Monthly meoup to SAR 10,000, series 2 with Monthly Incoeteden
SAR 10,001-20000, series 3 with Monthly Income detvEAR 20,001-30000, series 4 with Monthly Indosteeen SAR
30,001-40000 and series 5 with Monthly Income Al®AR 40000.

It is implied from the figure 3 given above thaspendents with monthly income up to SAR 10,000 dharteid
the sample with 40 per cent followed by respondeitis SAR 10,001-20000 and SAR 30,001-40000 (20ahg as the
researchers were chosen convenient sampling. Tkey more accessible for the purpose of the studyf@m the active
shoppers in the Hypermarket for the purpose ofsthdy. In short, Respondents were reasonably egllicitice majority
of them were Diploma holders, graduates and ab@®%j). A majority of the respondents were drawirgakary upto SAR
240,000 annually (60%).

Consumer Demographics and Shopping Habits

Male and female customers predominantly visit beahcetail stores, hypermarkets, malls and specsitiyes.
Customers mainly in the age group of 19-59 yeasi these organized formats and majority of theenraarried. They are
relatively educated and belong to the upper midtss income greater than SAR 150,000 per Yeah mitre earning
members in a joint family setup. Customers are eygal mainly in Government organization with manytre#m visiting

hypermarket at least once a week.
Relationship between the Situational and Customer Mderators on the Determinants of Customer Experiere

The regression model and its relatBdestimates as shown in Table 2 given below indidht social
environment, retail atmosphere, price and past rgxpee play a major role in creating a superiort@uer experience

among hypermarket shoppers in Saudi Arabia. (S Shdeen 2017).
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Table 2: Predictor Effects andB Estimates for Determinants on Customer Experience

Model Unstandardized Coefficients | Standardized Coefficients t Sig.

Constant a Std. Error Beta

0.769 0.270 2.851 0.005
Past Experience 0.178 0.054 0.211 3.316 0.001
Retail Atmosphere 0.453 0.074 0.494 6.138 0.000
Assortment -0.004 0.080 -0.004 -0.045 0.964
Price 0.152 0.071 0.163 2.145 0.003
Service interface 0.044 0.080 0.045 0.555 0.580
Social environment 0.173 0.074 0.173 2.358 0.019

Source: S Shamsudeen 2017

The regression equation for determining customgreggnce of hypermarket shoppers was estimatechéy t

author through the previous research is stated as
CE=0.77+0.17 SE+ 049 RA +0.16 PR + 0.21 PE

Where CE is Customer Experience, SE is Social Bnuient, RA is Retail Atmosphere, and PR is Pria RB

is Past Experience.

Hypermarkets are the dominant format of organizgdiling with a number of retailers operating i tBaudi
retail environment. Thus competition is tough betwéhe different players. Focusing on customer gspee can give an
edge to the retailer. Social environment, retaih@phere, price and past experience are the signifiantecedents of

customer experience for the hypermarket shoppeBsiini Arabia.

It is important to be noticed in Saudi Arabia tlsatvice interface and assortments never considergdrtant
determinants in their shopping experience. Thisesause of Saudi Arabian law brings a lot of restm while serving
family and female customers in retail outlets bg thale staff. Also assortments are more or lesgasior with narrow
variations in exotic fruits and vegetables acrdssupermarkets. This is very unique when compdoerkst of the retail

outlets globally.
Impact of Moderators on the Determinants

Moderator models are used to examine when an imdigme variable influences a dependent variablet ®ha
moderated models are used to identify factors ¢hahge the relationship between independent anendept variables.
General linear method was performed on customegreqce, the determinants and the moderator. Thierating effects
of the situation moderator namely location on theous determinants namely the social environnetajl atmosphere,

assortment and past experience were studied ifl.deta
Location

The moderating effects of the situation moderatonely location on the various determinants namadysocial
environment, retail atmosphere, price and pastréxpee are tested for hypermarket. The main anetaation effect of

location and determinants on customer experiencetesed
e H1AL: Location significantly influences customer expade in the case of hypermarkets.

 H1AZ2: Location moderates the effect of the determinantsustomer experience for hypermarkets.
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 H1A2A: Location moderates the effect of the social emritent on customer experience for hypermarkets.

 H1AZ2B: Location moderates the effect of the retail atrhesp on customer experience for hypermarkets.

 H1A2C: Location moderates the effect of the price ortamgr experience for hypermarkets

* H1A2D : Location moderates the effect of the past expedgen customer experience for hypermarkets

Table 3: Two Way ANOVA of Location and Social Envionment on

Customer Experience for Hypermarkets

Type Il Mean :
SlES Sum of Squares ey Square 3 Sig.
Location 11.137 1 11.137 31.528 | 0.000
Social Environment 23.974 1 23.974 67.867 0.000
Location X
Social Environment 8.453 1 8.453 | 23.929 | 0.000
R square = 0.449 and Adjusted R square = 0.441

Source: Sample Survey 2016

As hypothesized the main effect of location on cosr experience (F (3,300)=31.528, p>0.01) was not

supported. The interaction effect of location amtial environment on customer experience for a hypeket as
hypothesized in H1A2B (F (3,300) =23.929, p<0.1)swaot supported (Table 3). But it supports at 1@xell of

significance.
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Figure 4: Interaction Effect of Location and SocialEnvironment on

Customer Experience for Hypermarkets

From the Figure 4 it can be seen that an increaskdation increases customer experience when Isocia

environment is low. Whereas an increase in locatieereases customer experience when social enwénoinis high.

In the case of hypermarket, a favourable locatiohaeces customer experience when perception aboi#l s

environment is low. This may be due to the fact Hithough a hypermarket is crowded or is not highated by the peer

groups the central location and easy accessilalty significantly increase customer experience ti@ncontrary when

location is favourable and social environment ghhtustomer experience decreases. This may bleugtri to the fact that

the hypermarket is usually looked at as a placimfand entertainment where people prefer to ssei@nd enjoy along
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with family and friends but crowding at the mallsayncorrode the experience. Therefore, the retait@uld organise

events such as “happy shopping hours” where
Discounts are given and can help control crowgseak times.

Table 4: Two Way ANOVA of Location and Retail Atmoghere on

Customer Experience for Hypermarkets

Type Il Mean .
SRR Sum of Squares o Square i S
Location 6.274 1 6.274| 23.780 | 0.000
Retail Atmosphere 42.585 ] 42.585 161.401 | 0.000
Location X
Retail Atmosphere 3.793 1 3.793 | 14.377 | 0.000
R square = 0.586 and Adjusted R square = 0.580

Source: Sample Survey 2016

As hypothesized the main effect of location on coomtr experience (F(3,300)=23.780, p>0.01) was not
supported. The interaction effect of location armdait atmosphere on customer experience for a hypdet as
hypothesized in H1A2A (F (3,300)=14.377, p>0.01)swaot supported (Table 4). But it supports at 1@ell of

significance.
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Figure 5: Interaction Effect of Location and Retail Atmosphere on

Customer Experience for Hypermarkets

From the Figure 5 it can be seen that an increastodation increases customer experience whenl retai

atmosphere is high. Similarly an increase in lagatincreases customer experience when retail atmeos is low.

A favourable location of the hypermarket increates customer experience for the various valuesetdilr
atmosphere. A pleasant retail atmosphere is onkeofmost important basic attributes that affects@mer experience in
any retail format. In the case of hypermarket iséen that a favourable location can simply overtlte importance of
retail atmosphere and affect customer experienierefore, retailers have to select effective affidiefnt store locations.

They have to establish outlets within the main @r#thopping areas so that it is accessible tocalsumers.
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Table 5: Two Way Anova of Location and Price on Cusmer Experience for Hypermarkets

Type llI Mean .
S Sum of Squares & Square 5 S
Location 2.375 1 2.375| 6.447 | 0.012
Price 19.873 1 19.873 53.954 0.000
Location X Price 0.756 1 0.756] 2.053 | 0.154
R square = 0.411 and Adjusted R square = 0.02

Source: Sample Survey 2016

As hypothesized the main effect of location on costr experience (F (3,300) =6.447, p>0.01) was not
supported. The interaction effect of location anite on customer experience for a hypermarket gothesized in
H1A2C (F (3,300) =2.053, p>0.01) was not suppo(ieable 5).

Table 6: Two Way Anova of Location and Past Experiece on

Customer Experience for Hypermarkets

Type Il df Mean

S Sum of Squares Square i Sig.
Location 13.183 1 13.183 38.849 | 0.000
Past Experience 20.480 1 20.480 60.352 0.000
Location X
Past Experience 8.931 1 8.931 | 26.319 | 0.000
R square = 0.534 and Adjusted R square = 0.526

Source: Sample Survey 2016

As hypothesized the main effect of location on magterience (F (3,300) =38.849, p>0.01) was nopsrtipd.
The interaction effect of location and past experée on customer experience for a hypermarket asthgpized in
H1A2D (F (3,300) =26.319, p>0.01) was not suppo(ible 6).

GOAL

The moderating effects of the goal of the custoffverether the customer is experientially orientedtamsk
oriented) on the various determinants namely th@ab@nvironment, retail atmosphere, price and gagterience are

tested for hypermarket. The main and interactidecef Goal and determinants on customer expegievas tested
e H2AL: Goal significantly influences customer experieimcthe case of hypermarkets.
 H2A2: Goal moderates the effect of the determinantsustoeer experience for hypermarkets.
* H2A2A: Goal moderates the effect of the social envirortroarcustomer experience for hypermarkets.
* H2A2B: Goal moderates the effect of the retail atmospbareustomer experience for hypermarkets.
 H2A2C : Goal moderates the effect of the price on custa@®rperience for hypermarkets
* H2A2D : Goal moderates the effect of the past experienceustomer experience for hypermarkets

As hypothesized the main effect of goal on custoegrerience (F (3,300) =0.690, p>0.01) was not stip.
The interaction effect of goal and social environtman customer experience for a hypermarket asthgsed in H2A2A
(F (3,300) =0.421, p>0.01) was not supported (T@hple
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Table 7: Two Way Anova of Goal and Social Environmet on Customer Experience for Hypermarkets

Type Il Mean :
SllES Sum of Squares el Square 3 Sig.
Goal 0.291 1 0.291 0.690 0.407
Social Environment 36.881 1 36.881 87.443 0.000
Goal X 0.178 1 0178 | 0421 | 0517
Social Environment
R square = 0.342 and Adjusted R square = 0.332

Source: Sample Survey 2016

As hypothesized the main effect of goal on custoegrerience (F (3,300) =0.173, p>0.01) was not suip.
The interaction effect of goal and retail atmosphan customer experience for a hypermarket as hgpited in H2A2B
(F (3,300) =0.560, p>0.01) was not supported (T8hle

Table 8 Two Way Anova of Goal and Retail Atmospheren Customer Experience for Hypermarkets

Type Il Mean .
SRR Sum of Squares o Square i S
Goal 0.055 1 0.055| 0.173 | 0.108
Retail Atmosphere 55.966 1 55.966 175.814 0.000
Goal X
Retail Atmosphere 0.178 1 0.178 0.560 | 0.455
R square = 0.500 and Adjusted R square = 0.493

Source: Sample Survey 2016

As hypothesized the main effect of goal on customegrerience (F (3,300) =5.494, p<0.1) was not sttpdo

The interaction effect of goal and price on custoewperience for a hypermarket as hypothesized2A2€ (F (3,300)
=4.630, p<0.1) was not supported (Table 9). Bstigports at 10% level of significance.

Table 9 Two Way Anova of Goal and Price on CustomeExperience for Hypermarkets

Type Il Mean .
S Sum of Squares & Square i Sig.
Goal 2.262 1 2.262 | 5.494 | 0.020
Price 37.783 1 37.783 91.762 0.000
Goal X Price 1.906 1 1.906 | 4.630 0.033
R square = 0.341 and Adjusted R square = 0.332

Source: Sample Survey 2016

From the Figure 6 below, it can be seen that irseréa goal increases customer experience when jgricigh.
On the contrary, an increase in goal, decreasesroas experience when price is low. In the caséygermarket an
experientially oriented customer has enhanced mest@xperience when perception of price is high.ti@ncontrary for
experientially oriented customer high experiencerel@ses when price perception is low. Experiemtistomers usually
frequently visit hypermarket with the intentionreap loyalty discounts and benefit from the varipusmotional offers.

When the above expectation is satisfied they hawebexperience.

Therefore, retailers can introduce customized kyyptogrammes and display promotion offers at premt
locations to significantly increase the experieotthese customers.
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Figure 6: Interaction Effect of Goal and Price on istomer Experience for Hypermarkets

As hypothesized the main effect of goal on previexgerience (F (3,300) =2.011, p>0.01) was not stpg.

The interaction effect of goal and past experiemeecustomer experience for a hypermarket as hypid in H2A2D
(F (3,300) =2.463, p>0.01) was not supported (Table

Table 10: Two Way ANOVA of Goal and Past Experiencen

Customer Experience for Hypermarkets

Type Il Mean

SElES Sum of Squares el Square 3 Sig.
Goal 0.893 1 0.893| 2.011 | 0.158
Past Experience 27.501 1 27501 61927 0.000
Goal X Past Experience 1.094 L 1.094 2.463 | 0.118
R square = 0.290 and Adjusted R square = 0.279

Source: Sample Survey 2016

INVOLVEMENT

The moderating effects of involvement of the custoifwhether the involvement of the customer is ragow)

on the various determinants namely the Social enwient, Retail atmosphere, Price and past experiare tested for

hypermarket. The main and interaction effect ofl gma determinants on customer experience wagiteste

H3AL: Involvement significantly influences customer esigece in the case of hypermarkets.

H3 A2: Involvement moderates the effect of the deterntsan customer experience for hypermarkets.
H3A2A: Involvement moderates the effect of the sociairemwnent on customer experience for hypermarkets.
H3A2B: Involvement moderates the effect of the retailagphere on customer experience for hypermarkets.
H3A2C: Involvement moderates the effect of the price wst@mer experience for hypermarkets.

H3A2D: Involvement moderates the effect of the past é&pee on customer experience for hypermarkets.
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Table 11: Two Way Anova of Involvement and Social BEvironment on

Customer Experience for Hypermarkets

Type Il Mean :
SllES Sum of Squares el Square 3 Sig.
Involvement 4.640 1 4.640| 11.635| 0.001
Social Environment 27.885 1 27.88pb 69.9P28 0.000
Involvement X 3.753 1| 3753 9.411 | 0.002
Social Environment
R square = 0.378 and Adjusted R square = 0.368

Source: Sample Survey 2016

As hypothesized the main effect of involvement aistomer experience (F (3,300) =11.635, p>0.01) mas
supported. The interaction effect of involvementl aocial environment on customer experience foygemarket as
hypothesized in H3A2A (F (3,300) =9.411, p>0.01)swaot supported (Table 11). But it supports at lle¥el of
significance.

From the Figure 4 given below, it can be seen #mincrease in involvement decreases customer iexger
when social environment is high. On the contraryjrerease in involvement, increases customer éqe when social
environment is low. Hence retailers have to providere information at the hypermarket and during phe-purchase
phase since high involved customer is active infdfom seeker are not influenced much by the reteregroups

comprising mainly of family, friends or peers.
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Figure 7: Interaction Effect of Involvement and So@l Environment on

Customer Experience for Hypermarkets

As hypothesized the main effect of involvement aistomer experience (F (3,300) =11.687, p>0.01) mas
supported. The interaction effect of involvement artail atmosphere on customer experience for @etmarket as
hypothesized in H3A2B (F (3,300) =10.086, p>0.08swnot supported (Table 12). But it supports at 16%&l of
significance.
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Table 12: Two-Way Anova of Involvement and Retail Amosphere on Customer Experience for Hypermarket

Type Il Mean .
SRR Sum of Squares o Square i Sig.
Involvement 3.582 1 3.582| 11.687 | 0.001
Retail Atmosphere 49.229 1 49.229  160.67 0.000
Involvement X
Retail Atmosphere 3.091 1 3.091 | 10.086 | 0.002
R square = 0.519 and Adjusted R square = 0.512

Source: Sample Survey 2016

From the Figure 8 it can be seen that increasenwolvement decreases customer experience when retai
atmosphere is high. On the contrary, an increaseviivement, increases customer experience whiail egmosphere is
low. Due to their high interest (highly involved stamer), these consumers have already gained awi@wein the
pre-purchase phase and formed an opinion. Heneg,db not require a stimulating environment. Theyeet only the
fundamental elements of the retail atmosphere tgresent, for example a functional design/layouths store that

permits them to obtain the desired grocery, fr&itegetables or electronic products in hyper market.

Estimated Marginal Means of customer experience

atmoesphere

5507
T low
—high

500

Estimatad Marginal Means
&
1

400+

250+

T T
low high

involvement

Figure 8: Interaction Effect of Involvement and Retil Atmosphere on

Customer Experience for Hypermarkets

As hypothesized the main effect of involvement aistomer experience (F (3,300) =3.306, p>0.01) was n
supported. The interaction effect of involvemend @mice on customer experience for a hypermarkdtypsthesized in
H3A2C (F (3,300) =2.395, p>0.01) was not suppo(ieable 13)

Table 13: Two-Way ANOVA of Involvement and Price on

Customer Experience for Hypermarket

Type Il Mean :
SElES Sum of Squares el Square 3 Sig.
Involvement 1.377 1 1.377| 3.306 | 0.071
Price 22.102 1 22.102 53.056 0.000
Involvement X Price 0.998 1 0.998 2.395 | 0.123
R square = 0.334 and Adjusted R square = 0.324

Source: Sample Survey 2016
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As hypothesized the main effect of involvement astpexperience (F (3,300) =21.505, p>0.01) was not
supported. The interaction effect of involvement grast experience on customer experience for aringket as
hypothesized in H3A2D (F (3,300) =19.686, p>0.04swot supported (Table 14).

Table 14: Two Way ANOVA of Involvement and Past Exgrience on

Customer Experience for Hypermarkets

Type llI Mean .
S Sum of Squares o Square 5 S
Involvement 8.760 1 8.760| 21.505| 0.000
Past Experience 31.374 1 31.374 77.025 0.000
Involvement X
Past Experience 8.018 1 8.018 | 19.686 | 0.000
R square = 0.349 and Adjusted R square = 0.339

Source: Sample Survey 2016
MAJOR FINDINGS

Creating a superior customer experience has baamgancreasing attention from the retailers. Hoag there
has been a shortage of academic research on s fBhis research has tried to provide a comppstéure of the

customer experience and its determinants amongimgsket customers.

The demographic profile shows that the retail stoustomers of chosen retail store is relatively ngar,
reasonably educated, middle class with a reasorggdalyl income at their disposal. Author’s past redean Regression
analysis was utlilized for selecting the most digant contributors to customer experience amongehyarket shoppers
in Saudi Arabia. It was observed from the previcemearch that Social environment, retail atmosphmiee, and past

experience are the most significant antecedentsstbmer experience among hypermarket shopperSi K

General linear method was used to study the eftdatsoderator on the relationship between the d@ternt and
customer experience. Significant interaction effexdsts among location with social environment aeigil atmosphere.
Also significant interaction effect exists betwegal and price. Finally it has been proved fromfihdings of the study
that there exists a significant interaction amongoivement with social environment and retail atpiese. Hence
hypotheses H1A2A, HIA2B, H2A2C, H3A2A, and H3A2B neesupported for the purpose of the study.

IMPLICATIONS OF THE STUDY

The study will enable retailers, managers, salegmsr and researchers to gain a better understaoditie
factors that lead to creating a superior custompegence for the customers which in turn will deea positive business
outcome in Saudi Arabian market. A complete undexding of the various moderators and determindmatsare used in
this study would enable the hypermarket in Saudibfa to create a memorable experience for the mgstoThe study
contributes to this volume of modern literature moderators and determinant of customer experieocéyipermarket
shoppers in the Middle East scenario. The mandgawigribution of the study provides a base for thedern retailers
who want to understand what the key drivers of@ust experience in Saudi retail outlet and modiBirtretail strategies

accordingly to provide a better experience in theehmarkets in Saudi Arabia
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SUMMARY AND RECOMMENDATIONS

The study focused only on analyzing the impact oflerators on determinants of customer experienoeelya
social environment, retail atmosphere, Price arsll @gperience among hypermarket shoppers in Sanadhia It has been
proved that favourable location of the hypermariketeases the customer experience for the varialises of retail
atmosphere but crowding at the malls may corrode=iperience. Therefore, retailers have to sefémtteve and efficient

store locations.

Also established from the findings of the resedhalt an increase in involvement decreases custerparience
when social environment and retail atmospheresigie Experiential customers usually frequentlyituigpermarket with
the intention to reap loyalty discounts and benifitn the various promotional offers. When the ab@xpectation is
satisfied they have better experience. Therefagtgilers can introduce customized loyalty prograsraed display

promotion offers at prominent locations to sigrafitly increase the experience of these customers.

The study was conducted in Jizan and hence thy stfidcts the perceptions of the urban populatidrere may
be variations in the perceptions of the customeisrging to other cities like Jeddah and RiyadrK&A which are
emerging as the favorable destinations for the hgpeket. In summary, customers’ experiences regulin positive
emotional reactions are increasingly being seerealsand sustainable differentiators between coimpettailers under
study. Online retailing is a relatively new phenome in KSA and hence research is required to utaleisthe
determinants of e-retailing that would help theaitets to comprehend the customers and in turn dvbel beneficial for
the organizations also.
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