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ABSTRACT

ANALYTICAL EXAMINATION OF AN EXPLORATORY MODEL: THE ROLE OF
MOBILE GROCERY APPLICATION ATMOSPHERE IN CONTINUANCE INTENTION TO
USE

This study aims to investigate the impact of the mobile grocery application atmosphere on customers'
continuance intention, by analyzing the influence of user experience and customer satisfaction. The
research was intended to be cross-sectional and descriptive in scope. The research model comprises four
variables: mobile grocery application atmosphere, customer experience, customer satisfaction, and
continuance intention. Sample selection employed the simple random sampling approach, one of the
probability sampling techniques. A target sample size of 202 individuals was set. The research employed
the survey technique to gather data. The survey form comprises six sections. The results show that the
Mobile Grocery Application (MGA) atmosphere plays a decisive role in customer satisfaction and
continuance intention indirectly through hedonic and pragmatic experiences. So, the atmosphere should
meet users’ expectations not only for functionality but also for enjoyment and entertainment.
Furthermore, customer satisfaction was found to have a strong effect on the continuance intention to use
mobile grocery applications. The indirect role of atmosphere in this process is of strategic importance
for the long-term success of mobile grocery applications. Careful and user-centered approaches should

be adopted in atmosphere design.

Keywords: Mobile Grocery Application Atmosphere, User Experience, Customer Satisfaction,

Continuance Intention to Use.
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OZET

KESIFSEL BIR MODELIN ANALITIK INCELEMESI: MOBIL MARKET UYGULAMASI
ATMOSFERININ KULLANIMA DEVAM ETME NiYETi UZERINDEKI ROLU

Bu ¢alisma, miisteri deneyimi ve miisteri memnuniyetinin etkisini analiz ederek, mobil market
uygulama ortaminin miisterilerin kullanima devam etme niyeti {izerindeki etkisini arastirmayi
amagclamaktadir. Arastirmanin kesitsel ve tanimlayici nitelikte olmasi amaglanmigtir. Arastirma modeli
dort degiskenden olusmaktadir: mobil market uygulama atmosferi, kullanci deneyimi, miisteri
memnuniyeti ve kullanima devam etme niyeti. Orneklem seciminde olasilikli 6rnekleme tekniklerinden
biri olan basit rastgele 6rnekleme yaklagimi kullanilmistir. Hedef 6rneklem biiyiikliigii 202 kisi olarak
belirlenmistir. Arastirmada veri toplamak amaciyla anket teknigi kullanilmistir. Anket formu bes
boliimden olusmaktadir. Sonuglar, mobil magaza atmosferinin hem hedonik hem de pragmatik
deneyimleri olumlu yonde etkileyerek miisteri memnuniyeti ve kullanima devam etme niyeti lizerinde
belirleyici bir rol oynadigmi gostermektedir. Atmosfer, kullanicilarin yalnizca islevsellik degil, ayni
zamanda keyif ve eglence beklentilerini de karsilamalidir. Ayrica, miisteri memnuniyetinin, mobil
magaza uygulamalarin kullanima devam etme niyeti iizerinde giiclii bir etkisi oldugu bulunmustur.
Atmosferin bu siirecteki dolayli rolii, mobil magazalarin uzun vadeli basarisinda stratejik Gnem

tagimaktadir. Atmosfer tasariminda dikkatli ve kullanici odakli yaklagimlar benimsenmelidir.

Anahtar Kelimeler: Mobil Market Uygulamasi Atmosferi, Kullanici Deneyimi, Miisteri Memnuniyeti,

Kullanima Devam Etme Niyeti

il



ACKNOWLEDGEMENTS

First and foremost, I owe my deepest gratitude to my advisor, Prof. Dr. Taskin DIRSEHAN. His
thoughtful guidance, patience, and encouragement not only shaped the direction of this research but also
helped me grow as a thinker. Thank you for always challenging me to push boundaries and for providing

the support I needed at every step. Your belief in my potential means more than I can express.

To my family, my mom Zehra, my dad Serdar and my brother Gokhan, words cannot capture the depth
of my appreciation. Your unwavering love, tireless support, and faith in me have been my greatest source
of strength. Whether it was listening to my endless thoughts, offering reassurance during the most
stressful moments, or simply being a steady presence in my life, you have been the pillars that allowed

me to reach this point. This thesis is as much yours as it is mine.

Thank you for walking this journey with me.

MERAL GOKCE GUR

ISTANBUL, 2024

v



TABLE OF CONTENTS

Page

ABSTRACT ii
OZET iii
ACKNOWLEDGEMENTS iv
TABLE OF CONTENTS v
ABBREVIATIONS viii
LIST OF TABLES ix
LIST OF FIGURES X
1. INTRODUCTION 1
2. CONCEPTUAL FRAMEWORK AND LITERATURE REVIEW 3
2.1. Mobile Grocery Application AtMOSPNETE .......c.ecvvieriiiieiieeieeieeereeetreeteereereesreesreeseseeseesveesveens 3
2.1.1. StOre AMOSPRETE ...c.viiitieiieeieeie ettt ettt steesteestaesetesebe e beesseesseesssesnsesnseenseensanns 3
2.1.2. E-StOr€ ALMOSPIETE ...c.eveiiiiiiieiieiieiieeee ettt ettt et eseeesaeseteesbeeteesseesssesssesnseensesnsaensasssnens 4
2.1.3. Mobile Grocery Application AtMOSPREIE .........c.ceevuiiiiiiieiiieeiieeee e 5
2.1.4. Components of Mobile Grocery Application AtMOSPhETe.........cccecvvervverrerierreriieieesieenenens 6

2.2, CUSLOMET EXPEIICIICE ....c.vvirevieiiieiieiiesieestesie et et eseesteesteeseeessaeseseesseesseesseesssesssesssesnsensseessesnseens 9
2.2.1. Definition of Customer EXPEriCNCe. ......c..cecviieiiiiriiieciieeiveeeieeeieeeeveeeieeesiveesreeeeveessveeenes 9
2.2.2. Components of Customer EXPETICNCE.........ccvvereeiieriireiieieereerierreereeeeesseesseesnesenessseenns 11
2.2.3. Customer EXPErience STAZES .......cccvereveeriieriieriieiieeieeieeieesieeseessesnseenseesseessaesssesssesssesssennns 14
2.2.4. Online Customer EXPEIICINCES .......ccccviieriiieiiieeiiiesieesteeesteesreeesteeeseveesveeessseessseesssseessseeans 15

B B BTG 254 o1 4 1<) 0 T TSR 17
2.3.1. Hedonic APPrOaCh......cccuiicviiciieiieiierieeie ettt stteste s te ettt e seesebessseensaessaessaessnesnsennns 19
2.3.2. PragmatiC APPIOACKH ......cccuviiiiiieiiie ettt ettt et e e e ta e et e e sreeeebaesareean 19

2.4. Difference Between Customer and User EXPErience .......c..covevveevieeiieiieenieenieniiecreere e eveennes 20

A%



2.5, CUSLOMET SAISTACTION. ...eeeiiiiiieieiiieeeee ettt ettt e e e e e s et e eeeeeesenaaaeeeeeessssenraaeeeeessssannnns 21

2.5.1. Definition of Customer SatiSTaCtion............ccceerieiiiiiiiiiieeeee e 21
2.5.2. Importance of Customer SatiSTACION ..........cccvereerieiiieiieieereeree e ere e esee e eese e 23
2.5.3. Factors Affecting Customer SatiSfaACtiON.........cccveririeireiiierieierie et seee e sene e ene 25
2.5.4. Online Customer SatiSTACtION.......c.eiiiiiiiiiiii e 27
2.6. ContinUANCe INTEIITION .. .eeueitieiiiieitieie ettt sttt ettt s e e beeie et e b e e nees 30
2.6.1. Definition of Continuance INteNtioN. ..........coeerieririeriiieiereeee e 30
2.6.2. Factors Affecting Continuance INteNtion ............cccceeeciereiiiieiiiieenie e e eree e ens 31
2.7, S-O-R MOMEL ...ttt ettt st sh et b e et ae e e 33
2.7.1. Concept and History of S-O-R MoOdel..........cccoecuirriiiniinieiieeiecieeieest e 34
2.7.2. S-O-R Model in MArketing .........cccveivviiiiiirieiiieiiieciecre e creeeteestaesereseveesveereesreesraessneesveenns 36
2.8. Hypotheses DEeVEIOPIMENL...........cccueriiiiiiiieiieiiesite e eee ettt et estte st e sreenseesaessaessaessnesssessseenns 38
RESEARCH METHODOLOGY 43
3.1. Rescarch Purpose and ObJECHIVES. .....ccuiiiiiiieiieiieieeteecite e etre e eteesteesteestaeeaveeveeveebeessnenenas 43
3.2. Research MEthOd........coooiiiiiiiiiiieee ettt ettt st nbe e 43
3.3. Research Model DeVelOPIMENL ..........cccvieriieriieniienieeieeie ettt sere e steete e teesseessaesnseenseenseenses 44
3.4, Hypothesis Of the StUAY .....c.cocviiiiiiiiiiiccie ettt st et e ve e beebe et anesenas 45
3.5. Measurement INSTIUMENT ..........cooiiiiiiriiiiiiireeee ettt st 45
3.6. SAMPING DESIZI ..cuvvieeiieiiiiieiieriie sttt ettt e st e et e e bt e seesseessaesssessseesseessaesseesssesssessseensesnses 47
3.6.1. Target POPUIAtION ....cccuviiiiiieiiecciee ettt ettt et e et e e sta e e e beeeabeessbeeessbeessseeensseessseeans 47
3.6.2. SaMPING TECHNIGUE......cccvieiiieriierieiie ettt ettt et e et et eesseestaesraesssessseesseesseessnesssesnsas 47
3.6.3. SAMPIING SIZE....ccuviiiieiieiieiiesee ettt te st e e et esteestaessbessseesseesseesseesssesssessseenseenses 47
3.7. Data Collection and Sample CharaCteriStiCs ..........cccvievvierriereerieiieeieeireesreesteestresereereereeseesnes 48
ANALYSIS AND FINDINGS 51
4.1. Non-Response Bias and Normal Distribution TeSt..........ccceevevereiereriesiienienieniesieeieesieesieesenens 51
4.2. Construct Reliability And ValIdity.........cccvieiiiiiiiiiiiiieciecie ettt eve et s ees 52
4.3. Model’s GOOANESS OF Fit....ccuieieiiiiieieeiieiee ettt ettt et eeees 57



4.4. Path Analysis And Hypotheses TEeStING .......ccccccverieriieriieiieeieeieeeeree e sre e eieesreeseeesenesene e 58

5. DISCUSSION 61
6. CONCLUSION 67
6.1. Academic IMPIICALIONS ... .ccuiiiieiieiiereesteete ettt ettt e steestaeseaeesbeesseeseesseesseesssesnsesnseenseenseeses 67
6.2. Managerial IMPlICAtIONS ........cccviiieiiieeiieciieesteeeee et e st eetee et eesbeeestbeesbeeetaeessseeessseensseesnseeans 67
6.3. Research LIMItatiONS .......co.couiiiiiiiiiiiiiiinicrieeteetet ettt 70
6.4. Further Research DIrECHIONS ........c..cuiuiiuiiiiiiiiiiiieieiiteeeseetee et 71
7. REFERENCES 72
APPENDIX 93
App. 1. Questionnaire in TUIKISH .......c.cociiiiiiiiieici e e s 93
App. 2. Questionnaire in ENGLISI ........c.ccoiiiiiiiiiii et 98
App. 3. Path Analysis 0f The MOl .........cccueriiiiieiieiieiieree ettt 103

vil



CIU
CS
Edt.
etal.
ExpH
ExpP
HTMT
MGA
TDK

TUIK

ABBREVIATIONS

: Continuance Intention to Use

: Customer Satisfaction

: Editor

: and others

: Effect on Hedonic Experience

: Effect on Pragmatic Experience
: Heterotrait-Monotrait

: Mobile Grocery Application

: Turkish Language Association

: Turkish Statistical Institute

viii



LIST OF TABLES

Table 1. List Of HYPOtNESES.....cciiiiieiieiieciiecte ettt ettt ettt e s te e sabeeabeeabeeabeebaesssasenas 45
Table 2. Measurement INSIUMENL ..........cc.eeieiiiiieiere ettt e et eaeeneensesseeneesesnnens 46
Table 3. SAmMPle CharacCteriStiC......c.verviirierierreeieeiieeseeseeseestesreereeseesseesseessaesssessseasseesseesseesssesssesnses 49
Table 4. Normal DiStribution TESt.........ccveruieieriiriieieriesieiee ettt ete et te st eteseeesteseeeeeneeaeeseenee e 52
Table 5. Evaluation of correlation matrix and discriminant validity (Fornell-Larcker Criterion)........ 53
Table 6. Assessment of discriminant validity (HTMT).......ccccceveiireiieniienieniesee e 53
Table 7. Evaluation of scales for reliability and convergent validity ............ccccceevveevieeiiiinieniecieeereene. 54
Table 8. Structural Model RESUILS .........ccciiiiiieiiii et 58
Table 9. SUMMAry Of HYPOTRESIS .....cc.eeiiieiiieiieiiicie ettt ettt e s e e ssae e esseessaessaesnnes 60
Table 10. Summary of Previous RESEarch ...........ccccoiviiiiiiiiiiiiciicieceeeese e 64

X



LIST OF FIGURES

Figure 1. Example of the S-O-R paradigm

Figure 2. Research Model .........................



1. INTRODUCTION

Today, online retailing has rapidly gained popularity among consumers, becoming a significant segment
of the non-store retailing industry. As the role of Internet commerce in the retail industry continues to
grow, interest in this sector has also increased. The economic impacts of the COVID-19 pandemic, in
particular, have accelerated the digital transformation of retailing, leading to a rapid rise in online
shopping. During the pandemic, many consumers shifted to online shopping due to their inability to visit

physical stores, which in turn increased the number of companies focusing on online sales.

For online retailing to be successful, the atmospheric features of websites and user experience are
crucial. A study by Eroglu, Machleit, and Davis (2001) examined the atmospheric qualities of online
retailing and their effects on consumers. The S-O-R Model used in this research provides an important
framework for understanding the impact of online retailing atmospheres on consumer behavior.
Elements such as website color, sound, images, and functionality directly influence consumers' shopping

experiences.

Moreover, the importance of customer experience is emphasized. Customer experience refers to the
"impression received" from interactions with an organization, and this impression should be highly
personalized (Carbone & Haeckel, 1994). A positive customer experience enhances customer
satisfaction, which in turn fosters loyalty and trust. Satisfaction emerges as a result of meeting
consumers' levels of fulfillment and allows businesses to stand out from competitors (Wu, 2006; Ladhari

& Leclerc, 2013).

User experience is equally crucial to marketing processes implemented through mobile applications as
it is to the experience of the customers. The notion of user experience originated with the advancement
of digital technology in the mid-1990s and has achieved swift popularity. User experience is the dynamic
interaction between users and a product, service, or system, which leads to the formation of perception,
modification of behavior, satisfaction of needs, and achievement of benefits (Hassenzahl, 2008). Within
the realm of Internet marketing, the cultivation of customer happiness and customer loyalty, which are
acknowledged as fundamental outcomes of the contemporary marketing strategy, leads to consumers
engaging in recurring transactions. Hence, it is imperative to maximize user experience tactics to
enhance consumer happiness and loyalty. The convenient accessibility of the mobile application
provided to users, the user-friendly nature of the transaction menus, the promptness of transaction

completion, and the overall elevated degree of satisfaction with the application result in the user's



repeated usage of the application. Hence, user experience is widely acknowledged as a decisive

dimension in the realm of mobile marketing.

Customer satisfaction in online retailing depends on meeting customer demands and expectations.
Businesses must be customer-centric and provide a high-quality experience to enhance long-term
customer loyalty and encourage repeat purchases (Bayraktar, 2014; Kotler, 2000). In this context, the
atmosphere of online stores and customer experience are critical to customer satisfaction and business

SucCcCess.

In this study, it is aimed to examine the effects of mobile grocery application atmosphere on continuance
intention. In this context, the research model created by adapting the SOR model developed by
Mehrabian and Russel (1974) is utilized. The S-O-R paradigm is a theoretical model based on
environmental psychology and is frequently used to explain the effect of store atmosphere on consumer
behavior. According to this paradigm, the stimulus (S) affects individuals' cognitive and emotional
evaluations (O), which results in approach or avoidance behaviors (R). In this context, firstly, the effects
of mobile grocery application atmosphere (S) on customer experience and customer satisfaction (O) are
analyzed. Then, the effects of customer experience and customer satisfaction on continuance intention

(R) are examined.

When the literature is examined, there are quite a number of studies examining the shopping experiences
and behaviors of customers. Some of these studies are studies on the traditional store atmosphere.
Similarly, it is observed that many studies on online shopping are also available in the literature. It is
seen that some of the studies on online shopping are studies on online store atmosphere. However, there
is no original study in the literature that examines the effect of the atmosphere of mobile grocery

applications used as an online shopping tool on continuance intention.

The uniqueness of this study is that it deals with the effects of the mobile grocery application atmosphere
on continuance within the framework of the SOR (Stimulus-Organism-Response) model. The SOR
model is a useful model for understanding the subjective perception of the mobile grocery application

experience.



2.1.

2. CONCEPTUAL FRAMEWORK AND LITERATURE REVIEW

Mobile Grocery Application Atmosphere

2.1.1. Store Atmosphere

Store atmosphere encompasses the overall sensory environment of a retail space, which includes visual,

auditory, olfactory, and tactile elements. This concept is critical because it shapes customers' perceptions

and behaviors, significantly influencing their shopping experience and decisions.

Kotler (2000) describes the atmosphere as the perception customers form upon entering a retail
space. This perception is influenced by the quality of the environment and the sensory

experiences it provides.

Arslan (2011) defines atmospherics as the strategic use of environmental stimuli by store
managers to stimulate customer behavior and encourage purchases. This definition emphasizes

the deliberate and tactical use of sensory elements to influence consumer actions.

Levy and Weitz (2007) further define store atmosphere as the arrangement of sensory elements
such as music, scent, lighting, and color to impact customer behavior and evoke emotional and

perceptual responses. They categorize atmosphere-related variables into four main types:
1. Visual: Color, luminosity, and spatial organization.
2. Auditory: Music, sound, and pitch.
3. Olfactory: Smell and freshness.

4. Tactile: Texture, softness, and temperature.

The store atmosphere is not merely about aesthetics; it serves as a powerful tool to enhance the shopping

experience and influence consumer behavior. Factors such as the store’s visual appeal, the ambiance

created by music, and the pleasantness of scents contribute to a positive shopping environment that can

lead to:

Unplanned Purchases: A well-designed atmosphere can encourage customers to make

spontaneous purchases.

Extended Time Spent in Store: A stimulating environment can encourage customers to browse

longer, increasing the likelihood of making a purchase.



e Increased Customer Satisfaction: An appealing atmosphere contributes to a more enjoyable

shopping experience, fostering customer loyalty and repeat visits.

In a competitive retail landscape, store atmosphere can differentiate a brand from its competitors. A
unique and engaging atmosphere helps create a memorable shopping experience, which is increasingly
important as consumers become more discerning and seek brands that offer exceptional experiences

(Arslan & Baycu, 2006; Yiiksekbilgili, 2016).

e Design Considerations: To create an effective store atmosphere, businesses must consider the
expectations of their target audience. This involves detailed research and understanding of

customer preferences to tailor the atmosphere accordingly (Eroglu & Karen, 1990).

e Sensory Elements: Key components such as music, scent, and color need to be carefully chosen
to align with the store’s brand identity and appeal to the target demographic. For example,
soothing music and warm lighting may enhance a relaxed shopping environment, while vibrant

colors and upbeat music might energize a fashion store.

2.1.2. E-Store Atmosphere

E-store atmosphere is "the deliberate design of the web environment in order to create a positive effect
on customers and to achieve the retailer's desired reactions such as revisiting the site and exploring the
site" (Dailey, 2004). Everything that stimulates perceptions and senses in the site content or interface is
defined as Webmosphere, web atmospherics, or virtual atmosphere components (Manganari et al.,

2009).

Atmospherics, which cause psychological and behavioral reactions of the customer in the virtual world,
serve as a natural source of information about the product and the retailer. However, it has been proven
to have a stronger effect than other marketing elements for the customer who comes to the point of
purchase (Breugelmans & Campo, 2011). In this sense, webospheres, as a powerful marketing element,
affect the customer's level of activation and satisfaction and the number of purchases, shape perceptions
and attitudes towards the product and the store, increase satisfaction, influence purchase intention, and,

ultimately, proximity and avoidance behaviors (Vrechopoulos, 2010; Wu et al., 2014).

Customers who can use their hearing and vision senses perceive the atmosphere as a whole. When the
atmosphere is remarkable, it also increases the exploratory behavior of the customer. Designers reduce
the complexity of virtual shopping by designing the site as easy to use, fast, and simple as possible since
it is not possible to use the senses of touch and smell and provide customers with a pleasant shopping

experience by adding interactive elements that will trigger hedonic motives. In this way, consumers'



purchase intentions and purchase behaviors are formed (Kotler & Armstrong, 2012; Pelet &

Papadopoulou, 2012).

The Stimulus-Individual-Response (SOR) paradigm (Mehrabian & Russell, 1974), which was
developed to see the effect of the environment on the behavior of the individual, was first adapted to
retail by Donovan and Rossiter (1982) and then to e-stores by Eroglu et al. (2001) for atmosphere
studies. Eroglu et al. (2001) categorized virtual store atmospherics as high task-related atmospherics and
low task-related atmospherics according to whether they directly affect customers' achievement of their

shopping goals.

High task-related atmospherics are all written and visual explanations in the virtual store that help the
customer reach the shopping goal and help the customer reach goal. These elements that support
utilitarian motivation and have a direct impact on the customer's shopping decision can be expressed as
product description, price information, terms of sale, shipping and return policies, product image, stock

information, and navigation aids (Vrechopoulos, 2010).

Low task-related atmospheric elements are site elements that are not directly related to the customer's
achievement of the shopping goal, which enable the customer to have a pleasant time on the site develop
a sense of trust towards the site, and increase the hedonic and shopping experience. The colors, stripes,
background music and sounds used in the virtual store, entertainment content such as games and
competitions, the amount of white space on the page, icons, map images, non-product images added for
decoration and theme purposes, secure connection and secure transaction images, unity of site, site
counter, site awards and names/logos of member partners are the elements that create competitive

advantage by making the site more attractive and memorable (Hunter & Mukerji, 2011).

2.1.3. Mobile Grocery Application Atmosphere

Generally, the term 'Atmospherics' describes the physical elements that contribute to creating a
distinctive ambiance or environment in a retail environment. These elements range from lighting to
layout, music, colors, and other sensory triggers that can influence customers' behavior and perceptions
of the store. In the field of mobile applications, the application atmosphere encompasses the design and
user experience of the application that can affect users' intentions to use the application and their actual

usage habits (Hsieh et al., 2021).

In mobile applications, application atmosphere refers to the visual, auditory, and other sensory elements
used to create a certain mood or environment to enrich the user experience. These elements aim to create
a consistent and attractive experience for the user by covering a wide range from the visual design and
layout of the application to the use of sound and animation. The positive and memorable environment

5



created by the app atmosphere plays an important role in increasing user satisfaction and encouraging
app adoption. Existing studies reveal that the design and user experience of a mobile app are vital in
determining the success of the app. Users tend to favor apps that are easy to navigate, aesthetically

pleasing, and offer a seamless experience.

In order to develop a successful mobile application, businesses should consider various critical aspects
of the application atmosphere. Visual design, which is one of the basic elements of the application
atmosphere, has the power to influence users. The app should be simple to navigate, aesthetically clean,
and contemporary. The rational use of colors, images, and fonts can shape customers' perceptions of the

app and provide them with an attractive user experience (Lee & Kim, 2019).

Another vital aspect of the app atmosphere is ease of use. The app should provide an intuitive and easy
navigation experience by providing customers with clear directions and commands about the various
functions and features of the app. The strategic use of icons, buttons, and other visual cues contributes

to making the app more friendly and accessible to users of all ages and experience levels.

The app atmosphere also plays an important role in reinforcing users' sense of trust and security. As
mobile applications handle sensitive data, it is essential to address customers' concerns about the
protection of this information. The app should be designed in a way that provides clear information
about security measures such as encryption and two-factor authentication, and assures users that their

data is safe.

Furthermore, animations, sound effects, and other sensory triggers have the power to influence the user's
perception of the application. These elements can be used strategically to increase the memorability and
noticeability of the app by making the user experience more engaging and interactive. However, it is
important to integrate these elements in a balanced way, as excessive sensory stimulation can be

overloading and distracting for users.

The influence of the app atmosphere in shaping the overall customer perception cannot be
underestimated. A well-designed and user-friendly application can contribute to the image of the
business and build customer loyalty and trust. Conversely, a poorly designed or difficult-to-use
application can damage the prestige of the business and cause the customer to become frustrated and

lose interest.

2.1.4. Components of Mobile Grocery Application Atmosphere

Consumer decisions are shaped by the interaction process in the retail space (Barros et al., 2019). The

SOR model proposed by Mehrabian and Russell states that the environmental factors of the store



atmosphere act as triggers that affect consumers' behavioral tendencies through their emotional
reactions. In the retail environment, atmospheric elements function as a stimulus (S), which affects the
consumer's mental and/or emotional state (O) and ultimately shapes the consumer's behavioral response

(R) (Mehrabian & Russell, 1974).

Atmospheric elements are strategies for the deliberate design of spaces to trigger desired behavioral
reactions and are often described as a complex construct (Loureiro and Roschk, 2014). These constructs
are directly related to the consumer experience. Research conducted by Turley and Milliman (2000)
revealed that various scholars have proposed different categorizations for the classification of
atmospheric effects. The Internet environment classifies atmospheric stimuli into four categories: virtual
layout and design, virtual atmospherics, virtual theatrical components, and virtual social presence. These
categories are further described as functional, informational, and communicative aspects (Gatautis &

Vaiciukynaite, 2013).

According to the binary classification of atmospherics developed by Eroglu et al. (2000), the online
atmosphere can function as a stimulus by dividing into high and low task-related cues. High-task cues
are textual or visual site elements that lead to the fulfillment of shopping goals; examples include prices,
return policies, and product descriptions. Low-task cues are site features such as animations, sounds,
and pictures that do not require the completion of the shopping process. High-task cues are more task-

centered than low-task cues and have the potential to enrich the online shopping experience.

According to Vrechopoulos et al. (2010), stimuli-mobile design elements refer to the intentional
arrangement of mobile application settings in order to enhance users' positive feelings and reactions.
This is known as mobile application atmospherics. Mobile design features are among the atmospheric
aspects of the mobile setting. Magrath and McCormick (2013) introduced a paradigm for mobile
marketing design that aims to identify the specific design components of retail mobile applications.
Within this framework, the authors present a total of 18 distinct design elements, which are organized

into four primary groups.

e Multimedia product display is defined as the ability of consumers to view the retailer's product
selection with multi-media features such as videos, graphics, and visual interaction, and these
features create an interactive and sensory experience (Sina & Wu, 2019). Since the design
elements of the multimedia product display are the ideal level of multimedia features that
correspond to the functional requirements of consumers, both high and low can be considered
task-related cues; however, every detail beyond this ideal level may be less important in the

context of task fulfillment.



o Informative content, on the other hand, aims to provide consumers with information about the
product or service offered in a descriptive and readable text format (McCormick & Livett,
2012). Informational content contains information about the product, service, and company and
is considered as high-task cues and functions as the basic components of a product page.

e Product promotion features refer to the strategies and techniques used by retailers to promote
and sell their products. These features focus on the promotion and persuasion processes and
include visual and written information. They consist of design elements such as coupons,
promotions, prizes, and discounts. Product promotional features can have both high and low
task-related cues, meaning they can play a persuasive role in helping consumers achieve their
purchase goals; however, they may not be mandatory for the completion of shopping or
purchase.

e Consumer-driven interactions are orientated towards enhancing consumers' experience and
service quality. Instead of focusing on product promotion, these interactions give consumers
control to provide them with personalized shopping experiences. This includes user-generated
product reviews and augmented reality and virtual reality applications (Poncin and Mimoun,
2014). The design elements of consumer-directed interactions add richness to the shopping
experience; however, they are considered low-task cues because they do not mandate the

purchase of a product.

An organism is characterized by the internal mechanisms that facilitate the interaction between
environmental inputs and consumer behavior (Jung Chang et al., 2014). Comprehending the emotional
states of consumers is crucial for designing effective shopping environments, as these feelings strongly
influence their actions. The Pleasure, Arousal, and Dominance (PAD) model is commonly used to
describe emotional states. This model serves as a connection between stimuli and the organism, as
explained by Miniero et al. (2014) and Das and Varshneya (2017). Studies emphasize the influence of
climatic factors in retail environments on consumers' emotional reactions (Backstrom & Johansson,

2006; Wu et al., 2014).

Consumers' perceptions of the retail atmosphere affect the time they spend in the store and their intention
to revisit (Das & Varshneya, 2017). Studies conducted on the internet and mobile platforms support
these findings (Lee & Kim, 2019; Sina & Wu, 2019; Roy et al., 2014, Ettis, 2017). Hoffman and Novak
(1996) found that if consumers like a website, their loyalty intention to that website increases. Loyalty
is often seen as an indicator of customer loyalty that can directly affect a retailer's net revenue, which
enables businesses to focus on effective website design to increase loyalty (Kim et al., 2016; Lin et al.,

2010).



The online atmosphere has been found to contribute positively to retail sales (Wang & Fodness, 2010;
Reydet & Carsana, 2017). Research has shown that users of mobile applications spend a greater amount
of time and money compared to other consumers. Additionally, the conversion rates achieved through

mobile applications are three times higher than those of mobile sites (Narang & Shankar, 2019).

2.2. Customer Experience

2.2.1. Definition of Customer Experience

Customer experience is a concept of significant importance in the business world and has been
approached from various academic perspectives. Initially defined by Holbrook and Hirschman (1982),
the customer experience was described as an individual's subjective state of consciousness shaped by
various symbolic meanings, pleasurable responses, and aesthetics. This definition highlights the
personal and emotional dimensions of customer experience. Pine and Gilmore (1998), on the other hand,
approached customer experience from a managerial perspective, defining it as a mental state that
emerges when a company consciously uses its products to create an unforgettable event for customers.
This definition suggests that customer experience is a process strategically shaped by businesses.
Schmitt (1999) defined customer experience as a feeling based on sensory, emotional, relational,
behavioral, and cognitive responses triggered by interaction with a stimulus. This definition emphasizes
the multi-dimensional and interactive nature of the experience. In another definition from 2000, he
described it as a company or brand perception formed through direct observation or participation in
activities. This approach highlights the role of customer experience in shaping brand perceptions. These
various definitions reflect the complexity and multi-faceted nature of customer experience while
providing a broad perspective on understanding both individual and business-focused aspects of this

concept.

In their explorations of customer experience, Gentile et al. (2007) defined it as "a personal phenomenon
resulting from a series of interactions between a customer and a stimulus that elicits a response." This
perspective emphasizes the individuality and personal nature of the experience derived from interaction.
Shaw et al. (2010) approached it as "the interaction between the firm and the customer, perceived both
consciously and unconsciously by the customer." This definition underscores the dual nature of
customer perception, encompassing both the aware and unacknowledged aspects of interaction.
Richardson (2010) provided a broader view, describing customer experience as "the sum of how
customers interact with the firm and brand not only at a single moment but throughout the entire
customer lifecycle." This highlights the ongoing and cumulative nature of customer interactions over
time. Rose et al. (2012) characterized it as "a psychological construct arising from the customer’s contact
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with the retailer, involving a holistic and subjective response that may include different levels of
customer engagement.”" This definition focuses on the comprehensive and personal response elicited
through various forms of engagement. Kandampully et al. (2015) defined customer experience as "an
expression of customers' mental states arising from their participation in the co-creation of value." This
approach highlights the role of customer participation and co-creation in shaping the experience. Schmitt
et al. (2015) framed it as "a psychological internal process generated by an interaction with an object, a
self-produced inner process." This definition points to the internal psychological processes that result
from interactions with external stimuli. These diverse definitions reflect the multifaceted nature of
customer experience, ranging from personal and psychological aspects to interactions and ongoing
engagement, offering a comprehensive view of how customers perceive and interact with brands and

firms.

Customer experience is fundamentally holistic, encompassing the cognitive, sensory, emotional, social,
and physical responses of the customer towards an object (Verhoef et al., 2009). This perspective
suggests that customer experience is a "multidimensional structure based on the cognitive, emotional,
behavioral, sensory, and social responses of the customer throughout the entire purchasing journey"
(Lemon & Verhoef, 2016). The multidimensional interactions of customers with stimuli are facilitated
through sensory arousal, bodily performance, social interaction, and exploration/learning processes
(Tafesse, 2016). This view emphasizes that customer experience is not a singular or isolated event but
a complex interplay of various dimensions that contribute to the overall perception and response of the

customer throughout their engagement with a brand or product.
According to Schmitt (2000), customer experience has three common characteristics:

e Experiences are subjective because they are perceptions. It is therefore important to understand
how a customer can be given a specific experience. The client's subjective world is more
important than what seems most appropriate from a design perspective. Consequently, when it
comes to the experiential rather than the functional aspects of management and design,

designers and marketers need to adopt the customer's perspective.

e Experiences are the outcome of a dynamic and reciprocal interaction with the customer.
Customers engage in active relationships with companies or brands, rather than simply seeing,
judging, and forming impressions as passive information processors. Therefore, it is imperative
for designers and marketers to promote customer engagement and urge them to take action in

order to establish meaningful brand connections.

e Experiences are gradual and ongoing processes that develop over a period of time. Experiences

are dynamic and subject to change as knowledge progresses. Therefore, it is imperative for

10



designers and marketers to comprehend the sequential arrangement and temporal presentation

of information.

While economic offerings such as things, products, and services are separate from the customer,
experiences are subjective and exist solely within the mind of an individual who is emotionally,
physically, intellectually, and even spiritually engaged (Pine & Gilmore, 1998). The customer
experience is influenced by both controllable variables, such as the service interface, store displays, and
advertising, as well as uncontrollable factors, such as customer interactions and purchase intent (Stein
& Ramaseshan, 2016). Customer experience, in this context, is not a secondary value, but rather a core
and inherent value. It refers to how the company and brand's products and services are perceived from

the customer's point of view (Nagasawa, 2008).

2.2.2. Components of Customer Experience

While creating a customer experience, Schmitt (1999) stated that customers do not have a single
experience and have five different experiences and tried to explain these experiences as sensory, social,

cognitive, physical, and emotional experiences.

Sensory experience can be expressed as creating cognitive coherence and sensory difference with the
aesthetic appeal of customers by differentiating from competing products and services by appealing to
customers' sensory organs. The Sensory Experience module is designed to generate experiences that
engage the five senses (sight, touch, hearing, taste, and scent). The core of this experience is the ability
to establish a connection with the brand through the senses, which in turn leads to the formation of
emotions associated with the brand through the associations that are established in the settled memory
(Tosun and Elmasoglu, 2015). The five senses serve as the stimuli that commence the process of
perception. Perception is the cognitive process by which consumers interpret and comprehend
themselves, other individuals, their surroundings, and things using their five senses. Hence, the
establishment of a brand image holds significant importance in influencing purchasing or consumption
behaviors. To complete the perception process, it is necessary to be exposed to information that reaches
the five senses, to pay attention to this information (information can reach individuals and individuals
can be exposed to information, but perception may not occur), and to interpret this information. It is
important to remember that not all individuals embrace the information that is presented to the five
senses in its entirety; rather, they interpret it in a manner that is unique to them (Kog, 2019). As a result,
it is imperative for brands to conduct an analysis of the way in which consumers will perceive stimuli
and to develop sensory marketing elements in a manner that is most effective in managing the sensory

experience process. Sensory experiences are the pathway to emotions, which are among the most potent
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forces that motivate consumers to make purchases. Lindstrom (2009) has established that the proper
alignment of sensory inputs facilitates the perception of scent, the watering of the mouth by sound, and
the stimulation of the senses of taste, touch, and sound by image. Cognitive consistency/sensory variety
is one of the fundamental principles of sensory experience, which can be employed to add value to

products, provide consumer motivation, and differentiate companies and products (Schmitt, 1999).

The social experience is the sum of the social, physical, emotional, and sensory experiences of
customers. In social experience, brands protect customer loyalty by creating a sense of belonging to the
brand as a result of the total experience they have acquired. Social experience is the term used to describe
the interaction between employees and consumers in the social environment that employees have
established, with customers also participating in the learning process (Yi and Gong, 2008). Store
personnel are a component that contributes to the overall experience of a store. The loyalty of consumers
to the store is significantly influenced by the demeanor and reliability of store personnel (Backstrom
and Johansson, 2006:420). In the formation of social experience, interaction with store personnel and
other group members in the social environment is effective, according to certain sources. Even in the
absence of direct interaction, individuals may be sensitive to the behaviors of other group members.
Brun et al. (2020:3) have identified the social environment elements that influence individuals'
experiences as the presence of other individuals, communication with them, and observation of their
behaviors and characteristics. In social experience, consumers aim to use similar products together with
other consumers from the same social class and feel like they belong to a community that not only uses
products but also shares values and ideals related to these products (Baxendale, Macdonald, & Wilson,

2015).

Cognitive experience; brands aim to solve the existing problem and create a positive perception about
the brand by offering innovative solutions to customers. This type of experience is generally found in
technology-based solutions. The cognitive experience process is comprised of three stages:
astonishment, interest, and encouragement. The initial stage of the process, surprise, is designed to
provide experiences that deviate from consumer expectations. The objective of this surprise is to pique
the curiosity of customers and capture their attention, and, in the final stage of the process, to offer
incentives for consumers to take action (Elibol, 2022). The fundamental objective of intellectual
experience is to captivate, astound, and incite customers' interest by employing divergent and convergent
thinking styles (Schmitt, 1999). Guilford (1967) made a significant contribution to the field of study by
defining the concept of creativity. He argued that creativity is a more effective skill in terms of producing
multiple solutions to a problem, as opposed to intellect, which is limited in its ability to find solutions
to problems. He stated in this context that intellect necessitates divergent thinking, while creativity

necessitates convergent thinking (Chamorro-Premuzic and Reichanbacher, 2008).
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Physical experience or behavioral experience is a type of experience that aims to mobilize the customer
by establishing a contact point with the customer this point takes into account the lifestyle of the
customers while developing products and services by companies. Behavioral experience encompasses
consumers' interactions with the brand, lifestyles, and physical experiences (Zarantonello and Schmit,
2010). This experience is designed to alter consumers' attitudes and behaviors by enhancing their
physical experiences and enriching their lives over the long term (Yang, 2009). Behavioral experience
is intended to analyze the lifestyles of consumers, enhance their experiences, and potentially alter or
transform their lives. Customers' circumstances must be detailed and examined in order for this design
to be implemented. Our body is a source of rich experience; when individuals are actively engaged with
the environment, their emotions can be activated, and in a well-designed experiential environment, they
can also be prompted to consider their lifestyles and what they can do (Tsaur et al., 2007). As a result,
behavioral experiences can be described as a comprehensive collection of sensory, affective, intellectual,
and relational experiences (Avci, 2022). The objective of behavioral experience is to link the experiences
that are intended to be provided to consumers with their lifestyles and behaviors. In order to accomplish
this objective, it is evident that businesses frequently employ celebrities who are adopted by consumers
and possess both entertaining and knowledgeable qualities as role models. The primary objective of
behavioral experience is to alter the behaviors of consumers in a manner that will be advantageous to
the business in the long term (Grundey, 2008). In other words, the objective of behavioral experience is
to induce lasting modifications in the lifestyles and behaviors of consumers. Consumers will be
presented with alternative methods of working, and their lives will be enhanced by new social
interactions and lifestyles (Dirsehan, 2010). In this scenario, consumers should be provided with more

inspiring and motivating social experiences.

Being capable of appealing to the interior worlds and emotions of customers is the definition of
emotional experience. In this scenario, it is imperative for businesses to evaluate the emotional as well
as the tangible advantages of their products. The crucial aspect of this experience is the ability to engage
with the appropriate emotions. Furthermore, emotional experience is a mental state that is typically
accompanied by physical reactions, such as facial expressions or body movements and is the outcome
of the cognitive assessment of events or thoughts (Cacioppo and Gardner, 1999). The term "emotional
experience" denotes experiences that prioritize strong emotions, such as happiness, serenity, pride, and
excitement, and that involve customers' positive attitudes toward the brand or product. The most intense
emotions are experienced by customers when they interact with products. Consequently, it is crucial for
businesses to incorporate elements that will evoke consumers' emotions when they interact with a
product or brand. For instance, in a clothing store, a compliment from the salesperson regarding the

clothing that the customer attempts on in the changing room can have a positive impact on the customer.
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Furthermore, the implementation of a functional mirror that is both user-friendly and visually appealing
in the changing room has the potential to enhance the customer's satisfaction and influence their final
purchase behavior. The sensory dimension of the consumer experience is a critical factor in this scenario.
Due to the fact that sensory experience encompasses the emotional responses that consumers experience
when engaging with the product or service, and these reactions can influence brand loyalty and
satisfaction. The consumer may experience either a positive or negative outcome as a result of this
situation (Fornerino, Helme-Guizon, & Gotteland, 2006). Therefore, it is imperative that businesses or

identities prioritize emotional experience tools.

The EQUAL scale, which was created by Klaus (2013) as a doctoral study and developed by Klaus and
Maklan (2012), consists of four dimensions: inner peace, decision moment, result focus, and customer

experience while creating a positive experience while serving customers.

Decision moment; It is predicted that the negative experiences of the customers that the businesses
provide services to will affect the decisions they will make about the businesses during the service
purchase and in the future. For this reason, businesses can be explained as the dimension of showing

flexibility towards service improvement customers during service delivery.

Result focus; It is the dimension in which various researches about this product and service take place
when customers decide to buy products and services. In this research, it reflects the reduction of costs,

the realization of purchases at an affordable price, and the target orientation of the customer.

Product experience; It is related to the perception that customers have different options at the point of
purchasing the product and service they are looking for. In this dimension, customers can make
preferences and comparisons among the options, and customer loyalty and customer grouping gain

importance in this dimension.

Intrinsic peace of mind; It can be defined as the dimension that includes the entire process before, during,
and after the sale of products and services by the enterprises with the customer and where emotional
satisfaction gains importance in addition to the rational decisions of the customer. In this experience
process, the fact that businesses create a customer path and provide expert support to customers affects

the emotional experience of the customer.

2.2.3. Customer Experience Stages

Businesses and marketing departments have shifted their focus to customer experience as customers
interact with businesses across multiple channels and media through numerous touchpoints, leading to

more complex customer journeys. Customer experience encompasses the entirety of interactions a
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customer has with a business throughout the entire purchasing process, including various touchpoints.
It is viewed as a dynamic and continuous activity. The customer experience process includes pre-
purchase (including search), purchase, and post-purchase stages, characterized by its iterative and
dynamic nature. Consumer experience is typically divided into three main stages: Pre-purchase,

purchase moment, and post-purchase (Lemon & Verhoef, 2016).

e Pre-purchase: This stage refers to all experiences a customer has with the brand, category, and
environment before making a purchase. Practically, it spans from the customer’s awareness of
a need/goal/urge to the evaluation of addressing that need/goal/urge through a purchase.

e Purchase moment: This stage encompasses all interactions a customer has with the brand and
its environment during the purchase process. Customer behaviors such as selection, ordering,
and payment are prominent in this stage. Despite being the most intense of the three stages,
marketing mix activities, the environment, atmosphere, and service elements play crucial roles
in influencing the purchase decision.

e Post-purchase: This stage refers to the interactions a customer has with the brand and its
environment after completing a purchase. It includes activities such as usage and consumption,
post-purchase interactions, and service requests. Elements related to the customer’s post-
purchase experience are directly tied to the brand or product/service. At this stage, the product
itself becomes a significant touchpoint, and research often focuses on the consumption

experience.

These stages highlight that customer experience is not a single event but a comprehensive and evolving
journey that spans before, during, and after the purchase, with each phase contributing uniquely to the

overall customer perception and satisfaction.

2.2.4. Online Customer Experiences

The rapid expansion of e-commerce has prompted sellers to reassess their market strategies and
distribution networks, leading to a restructuring of their interactions with consumers. With the transition
of retail into the online environment, customer experience has acquired new dimensions (Vakulenko et

al., 2019).

In recent years, both academics and practitioners in the business world have shown significant interest
in online customer experience. This experience is influenced by a variety of factors, including the web
environment (such as website design and website interaction), individual characteristics (such as skills
and past experiences), and emotional states (such as pleasure or satisfaction). Research on online

customer experience highlights that the growing prevalence and use of social media and online
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commerce underscore the need for further investigation in this area. Social media platforms offer users
substantial opportunities to design and control their own experiences, emphasizing the importance of
in-depth research into the features of social media that either enhance or hinder a satisfying online

customer experience (Hwang & Seo, 2016).

Online shoppers are exposed to a range of sensory information on a retailer's website, including text-
based information, visual imagery, and video or audio content. They process and interpret this
information from both cognitive and emotional perspectives, which ultimately shapes their perceptions
of the retailer’s website. The two fundamental components of online customer experience are cognitive
and emotional elements. Gentile et al. (2007) define online customer experience as a psychological state
subjectively affected by the e-retailer's website. The customer forms a lasting impression in memory
based on the cognitive and emotional evaluation of the sensory information obtained from the website

(Rose et al., 2012).

Industry data indicates that the rise in tablet and smartphone usage has also led to an increase in online
shopping via these devices (Siwicki, 2014). A recent industry study reveals that consumers use these
devices not only for shopping on the go but also from the comfort of their homes. According to the 2014
Digital Consumer Report, 80% of tablet users and 67% of smartphone users use their devices to shop

while at home.

Designing smartphone applications, social media pages, websites, and mobile-optimized web pages in
line with customer expectations and preferences is crucial. These devices have the potential to encourage
customers to maintain virtual connections with businesses. Research by Kim et al. (2013) on mobile
user interaction emphasizes the importance of considering both functional and hedonic elements in user
experience design. The researchers highlight that applications with user-friendly and intuitive features

enhance user value, satisfaction, and engagement.

Smartphones provide users with the ability to control the timing, location, and manner of performing
specific tasks, offering the freedom to customize according to their needs. Customers perceive mobile
devices as enabling them to use their time efficiently, accomplish functional tasks, indulge in hedonic
pleasure, and build social connections. Therefore, it is essential for businesses to prioritize various

functional components that are important to customers as a fundamental aspect of integrated design.

Novak et al. (2000) developed an online consumer navigation model that incorporates the psychological
concept of "flow." Flow is described as a state of profound engagement where individuals experience
intrinsic pleasure and lose awareness of themselves during uninterrupted web browsing. In this state,
users become deeply absorbed in their online activities, enjoying a seamless and immersive experience

that enhances their overall satisfaction. This concept underscores the importance of creating a smooth
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and captivating web experience to foster a deeper connection with users and improve their online

interactions (Rose et al., 2012).

Customer experience refers to the perceptions customers have regarding a purchased product.
Technological advancements have made online shopping feasible, prompting companies to create
mobile applications for enhanced user accessibility. Consequently, the concept of user experience has
arisen with evolving shopping behaviors. Research on customer experience is crucial for comprehending
the intentions of customers who have begun to favor mobile applications for purchasing and wish to
persist in using them. To enhance comprehension of the interaction experiences between the application

environment and users, a deeper understanding of the idea of user experience is essential.

2.3. User Experience

Despite being a relatively recent addition to the literature, the concept of user experience has emerged
as a prevalent topic in the realms of digital and design disciplines. Two primary elements facilitate the
scholarly exploration of the topic of user experience in the literature. The first factor is the rise of mobile
applications attributable to digitalization and their commercial nature, while the second is the
transformation of economic and market relations into a customer-centric framework. User experience
(UX) encompasses the entirety of impressions a user encounters while engaging with a product or
service, together with the resultant repercussions. N&N Group, recognized as the global leader in user
experience and established by computer scientist and design authority Donald Norman alongside
usability expert Jakob Nielsen—who coined the term "user experience"—defines user experience as the
aggregate of emotional, cognitive, and behavioral responses elicited by a user during their interaction

with any product, service, or system (Nielsen and Norman, 2006).

Marc Hassenzahl, a prominent computer scientist in user experience, characterizes user experience as a
predominantly evaluative emotion that arises during interaction with a product or service, highlighting
its focus on the subjective aspect of product utilization (Hassenzahl, 2008). Hartson and Pyla, in their
book “The Ux Book,” describe user experience as “the sum of the effects felt by the user before, during,

and after interaction with a product or system in the ecology” (Hartson and Pyla, 2019).

Professor Jodi Forlizzi and user experience specialist Katja Battarbee assert that "User experience
encompasses the emotions, cognitions, and behaviors individuals encounter during their interactions
with products.”" User experience encompasses the functionality and utility of products, along with their
visual attributes and emotional impacts” (Forlizzi and Battarbee, 2004). Leah Buley, an American
researcher and designer, defines user experience in her book "The User Experience Team of One" as

"the overall effect created by the interactions and perceptions that a person has while using a product or
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service" (Buley, 2013). This work is regarded as a significant resource for individuals or small teams

engaged in user experience design.

The International Standards Organization defines user experience as "the user's perceptions and
reactions concerning the use and/or anticipated use of a system, product, or service" (ISO, 2019). ISO
(2019) defines "user experience" as the outcome of a system, product, or service's brand image,
appearance, functionality, system performance, interaction behavior, and supporting capabilities. The
outcome is influenced by the user's internal and physical condition, shaped by their prior experiences,
attitudes, abilities, personality, and the context of use. The customer Experience Professionals
Association (UXPA) defines "User experience as a methodology that incorporates direct customer

feedback into the product development process.

The literature reveals that the term user experience was initially introduced by Donald Norman at a
conference in the 1990s. Norman asserts that users provide feedback not only regarding the specific
product but also concerning the whole interaction context of the product. This process is termed user
experience (Norman, Miller, and Henderson, 1995). User experience emphasizes external interactions
rather than the internal mechanics of a product or service, concentrating on aspects such as user
engagement, ease of performing basic tasks, and the overall sensation of interaction with the product
(Garret, 2011). User research, testing, and feedback are employed to comprehend, assess, and refine
user requirements. This method emphasizes user expectations and requirements, ensuring that products

and services are perceived more satisfactorily by consumers.

User experience prioritizes user demands through user-centered methodologies and ongoing
enhancements to elevate user pleasure and interaction quality. “The practice of UX relies on the system's
ability to discern the needs of its users” (Jeff and Josh, 2021). This method guarantees a favorable user
experience by discerning their requirements and delivering solutions that satisfy these objectives. This
product typically manifests as a website or an application. Every occurrence of human-object interaction
is linked to user experience; nevertheless, UX professionals mostly concentrate on the dynamics
between human users and computers, as well as computer-based products including websites,

applications, and systems (Soegaard, 2018).

The fundamental components of user experience are termed the hedonic approach and the pragmatic
approach. These methodologies exemplify the two basic elements of user experience and examine the
influence of a product or service on consumers from various viewpoints (Hassenzahl et al., 2000).
Throughout the years, these notions have been variously defined and have evolved into their present

form. The descriptions of the hedonic and pragmatic techniques are provided here.

18



2.3.1. Hedonic Approach

The term "hedonism" is defined as "hedonism" in the TDK dictionary (www.tdk.gov.tr). Although the
TDK asserts that the term hedonism is of French origin, the concept itself originates from ancient Greek
civilization. The philosopher Epicurus, who was essential in the development of the notion of hedonism,
posited that the fundamental goal of life is pleasure, asserting that hedonic expressions and feelings are
central to happiness (Seven, 2019). Aydin (2013) examined the physiological and psychological needs
of individuals, noting that every person in society has a need for pleasure and happiness. For instance,
the fundamental requirement of an extremely hungry individual is to satiate his hunger; yet, this
necessity gradually evolves into a pursuit of pleasure and happiness. Human wants are addressed by

either evading suffering or acquiring the satisfaction derived from pleasure (Eroglu, 2011).

Currently, the notion of hedonic is examined across various domains. Hedonism is very influential in
consumer purchase decisions. Hedonic purchasing in consuming pertains to the enjoyment derived from
the goods rather than their functionality, but aesthetic perception and the value generated are still
significant (Okutan et al, 2013). The notion of hedonic in product design and user experience has been
utilized since the 2000s and has evolved swiftly, with numerous definitions proposed by various scholars

(Diefenbach et al., 2014).

2.3.2. Pragmatic Approach

Pragmatic denotes practicality, utilitarianism, and implementability. Pentina et al. (2011) characterized
the pragmatic method as "demonstrating the actions involved in utilizing the interface to accomplish
shopping objectives." The inclusion of tools that enhance shopping and usability, such as expedited
reordering, store locators, and discount coupons, on websites augments the user's pragmatic experience.
The pragmatic dimension pertains to the functionality of the online platform. If the user finds this
platform user-friendly and functional, the online purchasing experience is typically favorable. The
practical use of a product favorably influences the user's experience. The pragmatic dimension
encompasses a whole procedure that begins with the evaluation of the product on the web platform,
extending to its acquisition and utilization. Examples of this dimension are the highly functional Apple

brand items and the minimally designed Apple.com website (Gentile et al., 2007).
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2.4. Difference Between Customer and User Experience

Customer experience refers to the comprehensive process of customer interaction, which includes every
stage from search to purchase, consumption, and after-sales (Lemon and Verhoef, 2016). Consumer
perception refers to the subjective reactions of customers to all direct and indirect interactions with a
firm, such as communication, service, and consumption (Chen and Hsieh, 2011). The customer
experience encompasses cognitive, emotional, sensory, spiritual, and social aspects that reflect the
client's direct and indirect engagement with other market participants. By combining this raw data with
direct or indirect contacts, a comprehensive experience is formed (Jain et. Al., 2017). From this
information, it can be concluded that customer experience pertains to all the processes of interaction
between the consumer and the brand, beginning before the purchase and extending to the experiences
after the purchase. Thus, it may be asserted that customer experience includes enduring procedures and

emphasizes creating enduring relationships with customers.

User experience is the creation of a perception, the development of behavior, the provision of benefits,
and the fulfillment of requirements as a result of the interaction between users and a product, service, or
system (Hassenzahl et al., 2010). In a sense, this definition underscores the subjective nature of user
experience and underscores its personal influence. This viewpoint implies that the interaction based on
user experience will vary based on the internal characteristics of users, including their expectations,
requirements, and tendencies. In general, the objective of user experience is to facilitate consumers'
interactions with a particular product. User experience is a shorter-term term than customer experience
and pertains to the experiences of consumers during the use of a particular service (Sutcliffe and Hart,
2017). For instance, the visual appeal, functionality, and simplicity of a mobile application are critical

components of the user experience.

The customer experience scale and the user experience scale differ significantly in their focus and scope.
The customer experience scale evaluates the overall quality of service provided by a company or brand,
encompassing all interactions from pre-purchase to post-sale support (Lemon and Verhoef, 2016). This
might include factors such as the ease of making reservations, staff attitudes, product quality, and pricing
for a restaurant chain, for example. In contrast, the user experience scale hones in on interactions with
a specific product or interface. It measures how users perceive the product, its ease of use, and how
effectively it helps them achieve their goals (Hassenzahl and Tractinsky, 2006). For instance, when
evaluating a grocery app, the user experience scale might assess the app's intuitiveness, the speed of
finding and adding products to the cart, the efficiency of the checkout process, the app's performance in
terms of speed and stability, and its personalization features. By focusing on these specific aspects, the

user experience scale provides a more detailed and targeted analysis of how users interact with a
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particular product or digital interface, whereas the customer experience scale offers a broader view of

the entire service ecosystem.

Law’s (2011) study about User Experience revealed that its author prioritized measuring how happy
users were with the product right after they used it. This is the key distinction between the User
Experience scale and the Customer Experience scale; it shows that the former is more focused on the

short term.

2.5. Customer Satisfaction

2.5.1. Definition of Customer Satisfaction

People, institutions, or organizations that purchase products or services from businesses are called
customers (Berry, 1991). A customer is not only the person who buys products from a business, but also
the person or organization that meets the service needs that the business is responsible for satisfying
(Kantarci, 1992). Businesses should focus on the customer. The quality of the service offered by
businesses is closely related to their consideration of customer preferences. The concept of customer
satisfaction is a very broad definition that includes concepts such as expectations, past experiences, and
individual and social values. Food and beverage businesses have to give importance to the concept of
customer satisfaction in order to compete. The quality of customer satisfaction depends on the timeliness
and fulfillment of expectations. If the service is incomplete, it negatively affects customer satisfaction
and the business. On the other hand, correct and quality service positively affects customer satisfaction
and business image. Customers always want to receive quality service in food and beverage
establishments. The value of service quality in food and beverage establishments is determined by food

quality, physical environment quality, and service quality (Ryu et al., 2012).

Customer satisfaction is the post-consumption experience (Westbrook and Richard, 1991). According
to Kotler (2000), customer satisfaction is defined as the feeling of pleasure or disappointment that arises
as a result of an individual's comparison of the perceived performance of the service/product offered to
him/her with his/her own expectations. According to Mcnealy (1994), customer satisfaction should be
defined, measured, and monitored. Customer satisfaction can be measured if it can be defined, analyzed
if it can be measured, controlled if it can be analyzed, and reinforced if it can be controlled. In order to
increase customer satisfaction, customer expectations and wishes should be prioritized (Thirumalai and
Sinha, 2005). The degree of satisfaction with a product or service depends on the customer's impressions

of the product (Acuner, 2003).
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For a business, customer satisfaction can create customer loyalty. Customer satisfaction creates a
competitive advantage over other businesses. Therefore, businesses should be willing to understand the
customer well, analyze customer demands and expectations well, and use customer complaints to
improve service quality. According to Cati and Kocoglu (2008), in order to determine customer
satisfaction and customer loyalty, customer expectations should be analyzed and products and services
should be shaped accordingly. For businesses, some of the benefits of customer satisfaction are as

follows;

e Customers are more willing to buy products,

e They are more willing to buy from other products,

o Since they have positive feelings towards the business, they increase the image of the
business,

e tis easier for businesses to gain customer loyalty,

e Businesses gain a competitive advantage (Yalgmn and Kogak, 2009).

Businesses are obliged to meet customer demands and satisfy customers in order to make a profit and
sustain their existence. Customer satisfaction depends on the attitudes and behaviors of the staff, the
quality of the service provided, and the image of the business (Tan, 2004). Customer behavior and good
management of customer relations are also very important in customer satisfaction. Therefore,
businesses should conduct research according to customer expectations. Customer satisfaction is
measured by the customer's evaluation of the product and service purchased according to their
expectations. A satisfied customer is a customer acquired for the business. If the customer's expectations
are not met after the service, improvement studies should be carried out by taking into account their
complaints. Zeithaml et al. (2003) defined customer expectation as the belief in the service and customer
expectations are personal and changeable. If customer expectations are met, customer satisfaction is

realized.

Some important points that businesses should pay attention to in ensuring customer satisfaction are as

follows;

e Listening to customers' requests and complaints very well,

e Providing services above customer expectations,

o The attitude towards the customer is always sincere and courteous,
e Empathizing with the customer,

e Making the customer feel special.
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2.5.2. Importance of Customer Satisfaction

e Customer Satisfaction as a Driver of Loyalty and Advocacy

Positive thoughts and feelings that arise after the purchase of goods and services form the foundation of
customer satisfaction. Satisfied customers not only continue to purchase products and services but also
share their positive experiences with others. This word-of-mouth advertising is a powerful tool for
businesses seeking to enhance their economic gains and attract a broader customer base. Therefore,

prioritizing customer satisfaction is crucial for businesses aiming to achieve these objectives.
e Understanding Customer Needs and Expectations

To effectively enhance customer satisfaction, businesses must first understand what their customers
truly want. Identifying and accurately assessing customers' needs and expectations allows businesses to
tailor their products and services accordingly. When businesses align their offerings with customer
expectations, they not only meet but often exceed customer desires, leading to greater satisfaction. This

alignment is essential for fostering both customer loyalty and satisfaction.
e The Impact of Meeting Customer Expectations

When businesses succeed in addressing and fulfilling customer needs, several positive outcomes ensue:

1. Increased Customer Loyalty: Customers who find that a business consistently meets or
exceeds their expectations are more likely to remain loyal. This loyalty translates into repeat
purchases, which are crucial for long-term business success.

2. Enhanced Word-of-Mouth Promotion: Satisfied customers are inclined to share their positive
experiences with others. This organic form of advertising can be highly effective, as
recommendations from friends and family are often more persuasive than traditional marketing
efforts.

3. Improved Competitive Advantage: Businesses that prioritize and effectively address
customer needs are better positioned to differentiate themselves from competitors. This
differentiation can be a key factor in attracting new customers and retaining existing ones.

4. Increased Business Profitability: Customer satisfaction directly impacts a company's bottom
line. Satisfied customers are more likely to make repeat purchases and may also be willing to
pay a premium for products and services that meet their expectations. Additionally, positive

word-of-mouth can lead to new customer acquisition, further enhancing profitability.
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e Strategies for Enhancing Customer Satisfaction

To achieve and maintain high levels of customer satisfaction, businesses should implement the

following strategies:

1. Regularly Gather Customer Feedback: Utilize surveys, interviews, and other methods to
collect feedback from customers. This information provides valuable insights into customer
preferences and areas for improvement.

2. Continuously Monitor and Improve: Regularly assess business practices and product
offerings to ensure they align with customer expectations. Implement improvements based on
feedback and emerging trends to stay relevant and competitive.

3. Provide Exceptional Customer Service: Train employees to deliver outstanding customer
service, addressing issues promptly and effectively. A positive customer service experience can
significantly impact overall satisfaction.

4. Personalize Customer Interactions: Tailor interactions and offerings to individual customer
preferences. Personalization enhances the customer experience and demonstrates a business's
commitment to meeting their needs.

5. Build Strong Customer Relationships: Engage with customers through various channels to
build lasting relationships. This engagement fosters loyalty and creates opportunities for

businesses to understand and address evolving customer needs.

Customer loyalty emerges when the customer is satisfied. A customer who is loyal to the brand is a
satisfied customer. Satisfied customers increase the purchase of more products. The customer has
positive feelings towards the product and the business and contributes to the image of the business (Cat1
& Kogoglu, 2008). Businesses with customer satisfaction compete more easily with rival companies. It
is much easier to ensure that a consumer whose requests for a product or service have been met by the
business buys products and services again than it is for other people to buy products and services from

the business (Cicek & Dogan, 2009).
Satisfied consumers contribute to the business as follows (Cat1 & Kocoglu, 2008):

e They buy more products from the business,

e Customers are loyal to the business,

e They can also buy other products produced by the business,

e Customers become less interested in competitors' brands and products,

e Since customers feel positive feelings towards the business and the products produced

by the business, it is beneficial for the business to have a positive image.
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For customer satisfaction, businesses must meet the demands and expectations of consumers in the best
way. In other words, the business needs to be customer-centered. Being customer-centered and ensuring
customer satisfaction is very important for the business to survive and stay ahead of its competitors

(Bayraktar, 2014).

2.5.3. Factors Affecting Customer Satisfaction

It is important that the factors affecting customer satisfaction are perceived correctly by businesses and
that they act accordingly (Emir, 2016). Today, it is quite normal for a person to be an employee in one
business and a customer in another business (Kilichan, 2012). Businesses have found a way out of the
"employee and customer" dilemma by expanding this concept to internal and external customers.
Therefore, the concept of the customer can be classified as internal customer and external customer

(Gilinaydin, 2014).

The concept of internal customer consists of the employees of an enterprise. In other words, internal
customer is a concept that refers to the employees working in the organization (Gok, 2010). The concept
of external customers is the people who buy the products and services offered by an enterprise. In other
words, the business offers products and services not to meet its own wishes, expectations, and needs,

but for people who engage in purchasing activities (Dogan & Kilig, 2008).

The main purpose of ensuring internal customer satisfaction in businesses is to ensure that the internal
customer is satisfied and that the work progresses in a more planned manner and contributes to the
reduction of errors. This situation also allows the profit of the business to increase and therefore the

service costs to decrease with the customer being more satisfied (Ozgiiven, 2007).

Ensuring internal customer satisfaction is an issue that needs to be given a lot of attention due to the
general structure of services in service-providing enterprises, such as the consumption of the services
offered at the time and place of production, the inability to stock, being an intangible element and the
participation of employees in production. For this reason, it is important to measure and evaluate the
degree of continuous satisfaction of employees and to take the necessary measures (Hacioglu, 2000). In
addition to the products and services, the approach of the business personnel who offer them to the
customers, especially their communication with the customers, their understanding of the expectations
and preferences of the customers, and their approach to them in that way are perceived as quality by the

customers (Kitapgi, 2006).

Factors affecting customer satisfaction are classified into 5 main groups (Cengiz, 2013). These are

explained as follows: product quality, price, performance, expectations, and reliability:
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Quality of the product: The product is the most important factor affecting customer
satisfaction. Because all issues related to production (product variety, product aesthetics, etc.)
come to the forefront when meeting the needs and expectations of customers. Consideration of
customer wants, needs, and expectations at every stage of the product production process helps
to increase customer loyalty and trust in the business. Because customers are also interested in
the standardization of the product quality they receive in line with their expectations. In addition,
it is also important for the enterprise to offer the same quality of the products it produces in
order to ensure customer satisfaction and loyalty to the enterprise (Gengtiirk et al., 2011).
Price: Price, which is another factor affecting customer satisfaction, is a factor that attracts
attention by businesses in ensuring customer satisfaction and loyalty. Consumers generally want
to buy a good service at a reasonable price. Apart from this, even if they do not visit another
business other than the one they frequently visit, they want to evaluate the affordable options
that they rarely come across. Therefore, businesses need to retain their customers with the right
pricing strategies (Giilgubuk, 2008).

Performance: Customer satisfaction can also be expressed as the relationship between
perceived quality and expectations. In other words, there are three situations for a customer
depending on satisfaction. First, if the quality perceived by a customer is lower than the
performance expected, customer dissatisfaction; if the performance expectation is equal to the
perceived quality, customer satisfaction; and finally, if the perceived service is higher than the
performance expectation, in addition to customer satisfaction, the customer feels pleasure from
this experience (Baytekin, 2005).

Expectations: The concept of customer satisfaction is directly related to and interdependent
with customer expectations. This is because customer satisfaction is achieved by meeting
customer expectations (Bulgan & Soybali, 2011). Customer expectations are formed by the
experiences/accumulations gained by customers before. Therefore, a customer is likely to have
low expectations after a negative experience and high expectations after a positive experience.
Expectations vary from person to person. In this case, it is not possible for a service that satisfies
one customer to satisfy another customer. However, businesses should still attach importance
to determining customer expectations. Because even though customer expectations are different
from each other, businesses need to respond to these expectations in order to ensure customer
satisfaction (Burucuoglu, 2011).

Reliability: Reliability, which is another factor affecting customer satisfaction, is expressed as
the delivery of a service to the consumer honestly and within the framework of ethical values

in businesses (Onurlubas & Oztiirk, 2020). In addition, reliability includes the ability of
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businesses to provide their services of the desired quality within the specified time frame and
as promised (Sahin & Sen, 2017). For this reason, businesses need to give importance to the
concept of trust like other factors necessary to create customer satisfaction. Because food and
beverage businesses, which are in an intensely competitive environment, need to acquire
potential customers while retaining their existing customers. For this reason, it is effective for
these businesses to give confidence to their customers and for customers to be satisfied (Cengiz,

2013).

2.5.4. Online Customer Satisfaction

e The Importance of Customer Satisfaction in Competitive Strength

Bitner and Hubbert (1994) assert that both theoretically and empirically, customer satisfaction is the key
to a business's competitive strength and is considered the essence of success in the modern, highly
competitive business world. Customer satisfaction emerges as a fundamental factor determining the
success and competitive advantage of businesses. Satisfied customers are more likely to make repeat
purchases and enhance the business's reputation through positive word-of-mouth. In this context,
customer satisfaction is not just a customer relationship management strategy but a core component of

a business’s competitive success.
o E-Satisfaction and Early Academic Research

The first academic research on the concept of electronic satisfaction was conducted by Szymanski and
Hise (2000). This research laid an important foundation for understanding how customer satisfaction
should be measured in the digital environment, with the rise of online shopping. Szymanski and Hise's
work represents a significant turning point in understanding online customer satisfaction and taking

initial steps to adapt to the evolving dynamics of online shopping.
e Online Customer Satisfaction and E-Satisfaction

According to Anderson and Srinivasan (2003), online customer satisfaction is the degree of satisfaction
a customer perceives based on their previous purchase experience with a specific e-commerce firm. This
definition highlights that e-satisfaction reflects the customer's experience and emphasizes how customer
satisfaction is shaped in the online environment. E-satisfaction is defined as an emotional state where a
customer compares the services offered by the business with their own expectations (Cui et al., 2017).
This perspective represents a critical approach to understanding how online satisfaction affects customer

experiences and perceptions.
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e The Role of E-Satisfaction in the B2C Market

Customer satisfaction is considered a crucial component in determining the success of online shopping,
particularly in the B2C (Business-to-Consumer) market. Ting and others (2016) highlight the
importance of e-satisfaction for online retailers to maintain profitability and establish long-term
customer relationships. E-satisfaction not only improves customer experience but also enhances the
profitability of the business, ensuring sustainable success in a competitive market. In this context, online

customer satisfaction is a critical factor directly affecting the success of e-commerce firms.

In addition to physical product purchases made electronically, service purchases made electronically are
becoming increasingly common. Therefore, the concept of satisfaction in the electronic environment is
becoming increasingly important in the marketing literature. The transfer of many services from the
traditional environment to the electronic environment as a result of technological developments has

necessitated the redefinition of customer satisfaction (Bayram & Sahbaz, 2016).

Customers are the lifeline of online stores because customer satisfaction determines the profitability and
market share of such businesses. With the intense competition in the e-commerce environment,
increasing customer e-satisfaction has become a major concern for online stores (Cui et al., 2017).
Customer satisfaction is a prerequisite for e-retailers to retain their customers and create loyal customers.
Therefore, ensuring customer satisfaction is also important for e-retailers. Studies support the claims
that customer satisfaction can be achieved by increasing the quality of electronic service. In most of the

studies, it is stated that e-service quality is the basis of e-customer satisfaction ({lter, 2009).

In electronic retailing, customer satisfaction typically leads to several positive outcomes, including
increased customer loyalty, favorable word-of-mouth communication, and profit growth. Zeithaml
(2000) emphasizes this by highlighting that customer satisfaction is a cornerstone of success in the
electronic retail sector. However, Bhattacherice (2001) argues that achieving customer satisfaction in
the B2C e-commerce context is more challenging than in traditional retailing. This difficulty arises
because customers are becoming increasingly demanding, have access to the information needed to
make their own decisions, and expect their non-purchase needs to be met instantaneously, perfectly, and
for free. In this context, it is crucial for electronic retailers to deeply understand customer requirements
and identify the factors affecting customer satisfaction in the B2C e-commerce context. Jeong et al.
(2003) underscore that customer satisfaction plays a critical role in the long-term success of electronic
retailers. In B2C e-commerce research, the concept of e-satisfaction has been defined and
operationalized as a measure of satisfaction with electronic shopping. Studies by Lin (2007) have shown

that consumer perceptions of convenience, product variety (product offerings and information), website
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design, and financial security are significant predictors of e-satisfaction. These findings can help

electronic retailers determine which areas to focus on to enhance customer satisfaction.

It has become important to determine performance criteria to ensure customer satisfaction in electronic
shopping. The fact that traditional and electronic shopping involves different consumption experiences
reveals the need for different valuations. Shankar et al. (2003) state that satisfaction with the service
provided by the business in the electronic environment has a higher impact on customers than

satisfaction in the traditional environment, as websites contain more extensive and detailed information.

The issue of customer relationship management has gained much more importance with the emergence
of electronic sales activities (Taskin, 2009). The customer relationship management factor, which is
defined as a general expression of after-sales support, quick response to questions, and communication

elements, is among the important variables affecting ethos.

The quality of web page design plays a pivotal role in influencing perceived service quality, e-
satisfaction, and overall effectiveness of information systems. Research has consistently highlighted that
elements such as ease of use, interface speed, and organization are critical for enhancing e-satisfaction
(Szymanski & Hise, 2000). McKinney (2004) further suggests that aesthetic aspects of a website—such
as color schemes, graphics, layout, and design—are instrumental in fostering enjoyment and promoting
both purchasing behavior and overall satisfaction. Additionally, the depth of product information
available on a site significantly impacts customers' perceptions of shopping convenience, with more
detailed information leading to higher levels of satisfaction (Jiang & Rosenbloom, 2005; Peterson et al.,
1997). Furthermore, Kim et al. (2008) argue that website security, encompassing financial protection
and privacy, is an essential factor beyond traditional structures. The perceived risk associated with online
transactions—encompassing potential issues with products, financial transactions, or personal
information—also plays a crucial role in shaping customer perceptions and behaviors (Altunisik et al.,

2010).
Other variables that affect customer satisfaction in shopping with e-retailers are;

e Customization: Tailoring products according to customers' preferences,

e FEase of Payment: The payment process is simple and the transaction can be completed
quickly,

e Fulfillment: An e-retailer's ability to deliver the right product at the right place, at the
right time, at the right price, with the right information,

e FEase of return: Having an easy return policy and automatic refunds (Pham and

Ahammad, 2017).
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Customer satisfaction resulting from customers’ electronic shopping experiences is a critical factor for
building customer loyalty. Customer loyalty affects behavioral actions such as repurchase intention,

word-of-mouth communication, and willingness to pay more (Pham and Ahammad, 2017).

2.6. Continuance Intention

2.6.1. Definition of Continuance Intention

Comprehending users' continuance intention is essential for fostering long-term commitment in all
facets of technological advancement. It serves as a dependable indicator of future behaviors, signifying
the likelihood of individuals continuing to engage with a product or service. The Expectation
Confirmation Theory (ECT), established by Oliver in 1980, is extensively utilized to examine post-
purchase intentions. This theory's predictive capacity has been validated in multiple settings concerning
continuation (Oliver, 1993). Expanding on ECT, Bhattacherjee (2001) introduced the Expectation
Confirmation Model (ECM), a pivotal framework for research on continuance intention, defining it as

"an individual's intention to continue using an information system" (Bhattacherjee, 2001).

The concept of information technology continuance was developed by the three disciplines of
information technology, marketing, and service industry, which combined continuity intention (Nabavi
et al., 2016). Continuance intention is the desire of consumers to continue using location-based mobile
taxi-hailing applications (Bhattacherjee, 2001). According to Lin et al. (2014), continuance intention is
"a mental state that reflects an individual's decision to replicate their current behavior and can be likened

to the intention to repurchase in marketing."

According to Zhou (2011), users who utilize mobile services for the first time are referred to as "initial
adoption users," while those who continue to use them on a regular basis are referred to as "post-adoption
users." Consequently, initial adoption is a process by which mobile app companies acquire users, and
potential users can be converted into actual users. Conversely, customer retention is demonstrated by
post-acceptance. The life cycle of prospective consumers is determined by their continued use, and by
quantifying it, we can comprehend the advantages of mobile applications for users (Shaw et al., 2018).
The term "continuance intention" denotes the decision that mobile app users must make regarding the

continuation of their use of an existing mobile application (Nabavi et al., 2016).

Thong and colleagues (2006) conducted a study examining the continuing intention of mobile internet
service users. This study extends the Expectation-Confirmation Model (ECM) by incorporating reported
ease of use and perceived enjoyment with satisfaction, perceived usefulness, and confirmation. The

researchers discovered that satisfaction, perceived utility, perceived ease of use, and reported enjoyment

30



strongly influence consumers' desire to persist in utilizing IT. Furthermore, the researchers discovered
that the degree of confirmation and post-adoption beliefs influences user happiness (Thong et al., 2006),
Consistent with the findings of Thong et al. (2006), perceived ease of use positively influenced users'
continuing intention in the study of Ashfaq et al. (2020). The researchers conducted a study to examine
users' intention to continue using Al chatbots. The researchers suggested a framework that integrates
the ECM, IS Success Model, and TAM. The findings indicated that Information Quality and Service
Quality aspects strongly influence customer happiness. This finding aligns with the principal research
of the IS Success Model established by DeLone and McLean (1992). Moreover, satisfaction was
determined to significantly influence consumers' intention to continue utilizing Al chatbots. Users
exhibit increased pleasure and a greater willingness to persist in utilizing Al chatbots when they regard

them as pleasant and beneficial (Ashfaq et al., 2020).

2.6.2. Factors Affecting Continuance Intention

Customers' plans to stick with a service or product are now more important than ever in today's fast-
paced digital landscape. In many fields, this idea—which is called "continuance intention" in the
literature—is considered crucial to retaining customers and achieving success over the long run.
Businesses may enhance customer experience, offer better products and services, and gain a competitive
edge by understanding the elements that drive continuance intention. In this context, the factors affecting

continuance intention are explained below.

2.6.2.1. Perceived Usefulness

Perceived usefulness is the user's subjective evaluation of the utility they derive from a new technology
(Gefen et al., 2003). The utility of mobile application usage is determined by its perceived usefulness
(Limayem and Cheung, 2011). Users are inclined to utilize mobile applications that are both user-
friendly and beneficial (Gefen et al., 2003). Davis (1989) and Bhattacherjee (2001) also refer to it as
perceived utility in the literature. Venkatesh et al. (2003) refer to it as effort expectancy. According to
Bhattacherjee and Lin (2015), users' continuance intention is significantly influenced by perceived
usefulness, as mobile users are inclined to continue using mobile applications that offer them utility.
Applications that fail to engage users and remain unutilized on smartphones forfeit the opportunity to
engage high-value users. Ultimately, these applications are eliminated (Criteo Report). Naidoo and
Leonard (2007) discovered that the perceived utility of the user can predict continuance intention.
According to Jin et al. (2007), the continuance intention is positively influenced by information

applicability.
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Lu et al. (2017) conducted a study on the factors that influence the continuance intention of mobile
shoppers. Their findings indicated that perceived utility has a positive impact on the user's continuance
intention. In their study, Han et al. (2018) discovered that the perceived utility of users can predict their
satisfaction with the service. Additionally, when the user is satisfied with the service, it has a positive
impact on their continuance intention. Naidoo and Leonard (2007) conducted a study on the
relationships between perceived usefulness, loyalty incentives, and service quality in the context of
electronic service continuance. Their findings indicated that perceived usefulness is the most significant
factor influencing continuance intention, while service quality and loyalty incentives also affect users'

perceived usefulness.

2.6.2.2. Facilitating Conditions

The ubiquity of tablets and smartphones has made it simpler to hail a taxi, thanks to the advancements
in mobile technologies. However, in order to utilize location-based mobile taxi-hailing applications,
passengers must possess a suitable device that can connect to the internet. Facilitating conditions are the
user's conviction that the vehicle-hailing system can be utilized by the mobile application company due
to its organizational infrastructure and technical framework (Venkatesh et al., 2003). Venkatesh et al.
(2012) believe that facilitating conditions are a critical factor that influences the user's perceived control.
Consequently, users who have superior facilitating conditions have a higher intention to use a mobile
application. Bhattacherjee (2008) discovered that the continuance behavior of information technology

is influenced by facilitating conditions.

2.6.2.3. Social Influence

Social influence is defined by Venkatesh et al. (2012) as "consumers' perception of significant
individuals, such as family and friends, who believe they should utilize a specific technology." Social
influence is also referred to as the "subjective norm" in the literature. Fishbein and Ajzen (1975) define
social influence as "the individual's belief that the majority of individuals who are significant to him
believe that he should or should not engage in the behavior in question." Social influence was the most
significant predictor of continuance behavior in the study conducted by Zhou and Liu (2014). Consistent
with Fishbein and Ajzen's (1975) theory of reasoned action, users' intentions to engage in specific
behaviors are influenced by subjective norms. The intention of a user to continue using a mobile
application is influenced by two factors: personal interests and social influence (De Guinea and Markus,
2009).

Martins et al. (2014) demonstrated that the intention of users to utilize online banking is influenced by
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social influence. Lu et al. (2017) conducted a study on the antecedents of mobile purchasing continuance
intention and discovered that social influence has an impact on continuance intention. Sumaedi et al.
(2016) conducted a study to elucidate the reasons behind the intention of public transport commuters in
Indonesia to continue using the app. Their findings indicated that the continuance intention of passengers
is influenced by their attitude toward the mobile app, social influence, and brand image. In their research,
Peng et al. (2018) discovered that social influence cannot be used to predict continuance intention. Peng
et al. (2014) discovered that the adoption of mobile taxi applications in China is positively influenced

by social influence and negatively influenced by perceived risk as a factor in users' behavioral intentions.

2.6.2.4. Effort Expectancy

In the literature, it is referred to as perceived ease of use by Davis (1989), effort expectancy by
Venkatesh et al. (2003), and Venkatesh et al. (2012). Davis (1989) examined the impact of effort
expectancy on information technology adoption within a professional setting. Humbani and Wiese
(2019) assert that the persistence of technology stems from an individual's recognition that few resources
are required to acquire a new mobile technology and the perception of its use. When users see the system
as user-friendly, they are more likely to experience greater happiness. A favorable correlation exists
between effort expectancy and satisfaction. This methodology is corroborated by numerous research in
the literature. Martins et al. (2014) determined that a user's intention to adopt online banking can be
anticipated by effort expectation. Kang (2014) discovered that effort expectancy positively affects users'
intention to continue usage. Lu et al. (2017) conducted a study on the antecedents of mobile shopping
continuation intention and discovered that consumers' sense of effort expectancy positively influences

continuance intention.

2.7. S-O-R Model

The cornerstones of the Stimulus-Organism-Response (S-O-R) theory are based on the approach-
avoidance model developed by Mehrabian and Russel in 1974. In "An Approach to Environmental
Psychology", these researchers analyze how environmental stimuli affect individuals' emotional
responses and how behaviors are triggered as a result of this interaction. In the study, any emotional
state of an individual can be classified under a basic matrix of emotional responses called pleasure,

arousal, and dominance.
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2.7.1. Concept and History of S-O-R Model

Although not much thought is given to how the physical environment affects experiences, behaviors,
and lifestyle, the various layouts and designs that surround daily life have an important role in mind,
emotions, and behaviors. There is an interaction between the physical environment and human

experiences and behaviors (Giirkaynak, 1988).

The research on the relationship between environment and behavior dates back to the Russian
psychologist Pavlov (1890-1900) with his famous dog experiments and the American psychologist
Skinner (1935) who introduced the famous operant conditioning (rat experiment) theory. As can be seen,
these studies put forward theories based on the findings of some experiments on animals. The study of

human interaction with the environment started in the 1960s under the name of environmental
psychology.

The models of consumer behavior used in research in the field of environmental psychology and
consumer behavior to date, with some exceptions, are based on similar theories that are considered
within the scope of action-response, consisting of input and output and modeled as Input+Output (I+0O).
However, these theories have been criticized for ignoring the mental states of individuals (Zhang &
Benyoucef, 2016). In social sciences, especially in the field of psychology and marketing, the need for
a model that addresses the internal processes of the consumer rather than a whole consisting only of
input and output has emerged. As a result of this situation, contemporary models such as the S-O-R
paradigm, which is a more advanced and sophisticated version of the I+O model, have started to emerge
and be used. Unlike the previous [+O models, these contemporary models focus on internal, cognitive
organism (O) factors rather than input or output factors and try to explain this aspect of the process

(Jacoby, 2002).

Mehrabian and Russell (1974) were the first to revise the model mentioned under this approach in the
literature by adding the mental process of the individual. The environmental psychology model also
called the Mehrabian-Russell (M-R) model or the Pleasure-Arousal-Dominance (PAD) model in the
literature, which was developed on the idea that environmental elements affect the mood and perceptions
of the individual, formed the basis of the S-O-R paradigm. In the model, the inputs considered in the
previous models are considered as environmental stimuli, the outputs are considered as the reactions of
the consumer, and the organism is seen as a structure consisting of the cognitive and emotional state of

the consumer, which is affected by these inputs and causes various outputs.
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The S-O-R paradigm is a theoretical model based on environmental psychology that is frequently used
to explain the effect of store atmosphere on consumer behavior. According to this paradigm, the stimulus
(S) affects individuals' cognitive evaluations (O), which results in approach or avoidance behaviors (R).
In other words, individuals are positively or negatively stimulated by external stimuli in their
environment and show approach or avoidance behaviors following the mental process that occurs as a
result of this effect (Floh & Madlberger, 2013). An example is shown in Figure 2, where stimulus (S)
represents environmental stimuli, organism (O) represents mental or emotional processes, and response

(R) represents reactions and consumer decisions.

STIMULUS ORGANISM RESPONSE
INTERNAL RESULTS
STATES
Environmental
Stimuli
Affect Approach
Cognition Avoidance

Figure 1. Example of the S-O-R paradigm
Source: Mehrabian & Russell (1974)

The S-O-R paradigm, which was initially accepted as a theory of psychology, has become popular in
the field of consumer behavior, which is rooted in psychology (Wu & Li, 2018). After Kotler (1974),
who explained the concept of store atmosphere for the first time, this concept began to be the focus of
researchers and its impact on consumer behavior began to be investigated. In this direction, the S-O-R
paradigm was first used in the field of retailing by Donovan and Rossiter (1982) in a field study
examining the impact of store atmosphere. This model, which is considered in the field of physical
retailing, has been frequently used to reveal the effect of physical store atmosphere on traditional
consumer buying behaviors (Budiman & Dananjoyo, 2021; Thirumalazhagan & Nithya, 2020; Chang
etal., 2011; Dailey, 2004; Turley & Milliman, 2000).
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As a result of the great development and rapid growth of online retailing, researchers focusing on online
consumer behavior have sought a more systematic theory to make sense of virtual store characteristics
and consumers' cognitive and emotional processes and consequently their behaviors, and have started
to focus on the S-O-R paradigm (Kim & Lennon, 2013; Sakellariou, 2016). Eroglu et al. (2001) modeled
the classical S-O-R paradigm in terms of online consumer behavior within the scope of virtual retailing.
In the study, it was found that the elements of the virtual store atmosphere affect the emotional and
cognitive state of the consumer, which in turn directs their behavior. In subsequent studies (Roux and
Maree, 2021; Nam et al., 2020; Barros et al., 2019; Chen et al., 2017; Huang, 2006; Lorenzo-Romero et
al., 2011; Wang et al., 2010; Manganari et al, 2009), the S-O-R paradigm has become a frequently used
and accepted model in the literature to explain the relationship between virtual store atmosphere and
consumer behavior. In the related literature, the findings obtained within the framework of the S-O-R
paradigm show that the store atmosphere has a structure that affects both the emotional and cognitive
states (interest, attitude, flow, etc.) and behavioral responses (purchase intention, impulsive buying,

repurchase, etc.) of consumers (Amara, 2016).

2.7.2. S-O-R Model in Marketing

In the SOR (Stimulus-Organism-Response) model by Mehrabian and Russell (1974), a stimulus is
defined as an effect that activates an individual, and in online retailing, a stimulus is defined as the sum
of all the cues that the online shopper can see and hear (Eroglu et al., 2001). In the SOR model, the
environmental stimulus causes the organism to react emotionally and thus a behavioral response
emerges (Zhu et al., 2020). The original SOR model focuses on pleasure, dominance, and arousal and
mediates the relationship between the stimulus and the behavioral responses of organisms by
representing emotional or cognitive states and processes (Chang et al., 2011). The response represents
consumers' final outcomes and decisions, which can be approach or avoidance behaviors. In the
marketing context (Li et al., 2011), SOR-based research has been conducted and confirmed the
relationship between emotional responses and consumer reactions in terms of purchase, intention, and
feedback. In the literature, studies based on the SOR model to make sense of consumers' interactions
and communication with online platforms and retail stores (Manganari et al, 2009; Kim and Lenon,
2013; Chen and Yao, 2018) aimed to obtain meaningful results by examining consumer behavior on
online platforms, consumer trust, purchase intentions on online platforms, emotions and behaviors

towards retailers and the atmospheres that affect these behaviors.

With the rapid growth of online shopping, the SOR (Stimulus-Organism-Response) model has become
a foundational framework for understanding impulsive purchasing behaviors online. This model is

widely applied to explore how various features of online shopping sites influence consumer behavior.
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Eroglu et al. (2001) were among the first to apply environmental psychology to online shopping
behavior, demonstrating that environmental stimuli and the atmosphere of online stores significantly
impact shoppers' emotional and cognitive states. These effects can directly influence consumer decision-
making and play a crucial role in the purchasing process. Manganari et al. (2009) found that consumers'
perceptions of online stores' quality triggered emotional responses that in turn affected their behavior.
This finding highlights how crucial the design and user experience of online stores are in shaping
consumer actions. Research by Jones et al. (2003) and Kim and Lennon (2013) has shown that
manipulating specific environmental factors or scenarios can more effectively predict consumers'
impulsive purchasing behaviors. These studies underscore the importance of environmental elements
and their manipulation in determining consumer behavior. Huang (2016) integrated the SOR model with
social capital and flow theory to investigate impulsive buying in social commerce. This research
revealed that peer opinions can significantly influence and trigger consumers' impulsive desires. The
role of social interactions and the social environment in online shopping is a key factor in understanding
consumer behavior. Verhagen et al. (2011) discovered that consumers' beliefs about functional
importance (e.g., product attractiveness, ease of use) and hedonic pleasure (e.g., enjoyment, website
communication style) affect their emotions and, consequently, impulsive buying behavior, based on
cognitive emotion theory. Additionally, Kim and Hong (2011) found that hedonistic shopping
motivation, based on the technology acceptance model, influences information search and impulsive
buying intentions. These studies collectively offer a comprehensive perspective on how the design and
functionality of online shopping sites affect consumer behavior. In particular, the impact of
environmental factors, social interactions, and individual motivations on impulsive purchasing behavior
plays a critical role in optimizing online shopping experiences. Parboteeah et al. (2009) conducted the
first comprehensive study using the SOR (Stimulus-Organism-Response) model to explore the
phenomenon of online impulsive buying. Their research marked a significant advancement in
understanding how various stimuli in the online environment influence consumer behavior. Lin and Lo
(2016) examined how website navigability affects consumers' impulsive buying behavior. Their study
found that ease of navigation on a website significantly impacts consumers' emotional responses,
satisfaction, and arousal. This, in turn, positively influences subsequent impulsive purchasing decisions.
They demonstrated that a well-designed navigation experience can enhance the likelihood of impulsive
purchases. However, online retailers can only manipulate consumers' visual perception through website
design. Therefore, online impulsive buying behaviors are closely tied to the visual hedonic components
of websites, such as navigation flows, colors, images, or fonts (Madhavaram & Laverie, 2004). These
elements are crucial in shaping consumers' impulsive buying tendencies through their visual appeal. Lin

and Lin (2013) investigated the effects of positive emotions and impulsive buying tendencies on
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impulsive buying hesitation. Their findings indicated that as time pressure on consumers decreases, the
impact of positive emotions becomes more pronounced. They also found that these positive emotions
and impulsive buying tendencies have a direct effect on reducing consumers' hesitation in making
impulsive purchases. These studies collectively highlight the importance of both the functional and
emotional aspects of online retail environments in influencing impulsive buying behaviors. Effective
website design that considers both navigability and visual appeal can significantly enhance consumers'

impulsive purchasing experiences.

Marketing stimuli serve as strategic signals that influence consumer purchasing decisions (Youn &
Faber, 2000). Situational cues, encompassing social and environmental factors tied to specific
consumption events, play a crucial role in shaping consumer reactions and can either amplify or mitigate
ongoing purchase tendencies (Dholakia, 2000; Chan et al., 2017). Cognitive responses arise when
consumers engage with these stimuli, particularly when they recognize potential constraints in the online
shopping context (Parboteeah et al., 2009). Meanwhile, emotional responses are triggered when
consumers interact with their surroundings, with positive emotions such as arousal and pleasure often
leading to heightened impulsive buying behaviors (Chan et al., 2017; Shen & Khalifa, 2012). Ultimately,
the consumer's response—defined as their reaction to these stimuli and the subsequent internal
processes—demonstrates how situational cues, cognitive awareness, and emotional experiences

converge to drive impulsive purchasing decisions.

2.8. Hypotheses Development

The mobile app atmosphere is an important factor that directly affects customer satisfaction (Lee and
Kim, 2019). The atmosphere of a mobile grocery application encompasses various elements, such as the
design, layout, color scheme, and overall user interface. These elements play a crucial role in shaping
customers' perceptions and experiences while using the application. When customers find the
application atmosphere to be user-friendly, visually appealing, and efficient, they are more likely to feel
satisfied with their overall shopping processing (Huang, 2006; Wang et al., 2010). A well-designed and
intuitive application atmosphere enhances the ease of navigation, reduces cognitive effort, and enables
customers to find desired products quickly. This seamless and enjoyable activity leads to increased
customer satisfaction. Moreover, a visually appealing and aesthetically pleasing application atmosphere
can evoke positive emotions and create a sense of pleasure while shopping (Vrechopoulos, 2010).
Customers are more likely to enjoy the shopping process when the application atmosphere is visually
engaging. The use of attractive images, appropriate color combinations, and consistent branding
elements can contribute to a satisfying and memorable shopping experience. Furthermore, an efficient

application atmosphere that enables smooth and fast transactions, provides relevant product information,
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and offers personalized recommendations can greatly enhance customer satisfaction (Wu et al., 2014).
The atmosphere of the mobile market application also has a significant impact on the user experience.
User experience consists of two basic dimensions: hedonic and pragmatic (Hassenzahl, 2003). The
impact of the application atmosphere on the hedonic user experience is related to visual appeal, aesthetic
design, and emotional satisfaction. With a catching interface, harmonious color distribution, and
appealing visuals the application instills positive feelings in the application's users. It is these positive
feelings that make the shopping experience more pleasurable and the willingness of the users to reuse
the application more (Childers et al., 2001). In terms of pragmatic user experience, the application
atmosphere has an impact on usability, efficiency, and functionality. A well-organized navigation
structure, fast-loading pages, and easy-to-understand product information help users complete shopping
tasks effectively. This experience makes users perceive the application more useful and valuable
(Venkatesh and Davis, 2000). In other words, it can be said that the atmosphere of a mobile application
in the market positively and significantly influences customer satisfaction and user experience.
Certainly, an easily reachable, well-looking, and effective atmosphere of the application allows easy and
pleasant shopping, which corresponds to a high level of customer satisfaction. It also improves the user
experience in both hedonic and pragmatic dimensions (Vrechopoulos, 2010; Wu et al., 2014). By
creating an atmosphere that appeals to customers' needs, preferences, and expectations, mobile grocery
applications can foster a satisfying, memorable, and effective shopping experience, ultimately

increasing both customer satisfaction and a positive user experience.

HI Mobile Grocery Application Atmosphere has a positive and significant effect on Customer

Satisfaction.
H?2 Mobile Grocery Application Atmosphere has a positive and significant effect on User Experience.

H2a Mobile Grocery Application Atmosphere has a positive and significant effect on Hedonic dimension

of User Experience.

H2b Mobile Grocery Application Atmosphere has a positive and significant effect on Pragmatic

dimension of User Experience.

User experience has a positive and significant impact on customer satisfaction. User experience is
defined as “the sum of the effects felt by the user before, during, and after interaction with a product or
system in the ecology” (Hartson and Pyla, 2019). Especially on digital platforms, users' experiences
directly influence their satisfaction levels. Sward and Macarthur (2007) stated that user experience is a
critical factor in determining the overall quality of a product and plays a pivotal role in providing a
defensible strategic advantage for businesses, especially for new entrepreneurs launching products. For

example, Badran and Al-Haddad (2018) asserted that an enhancement in user experience correlates with
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an increase in customer satisfaction, indicating that a meticulously crafted experience guarantees
elevated user contentment. Similarly, Albert and Tullis (2013) noted that providing an accessible,
engaging, and responsive user experience raises the level of user satisfaction. In this context, the
hypothesis that user experience has a positive and significant impact on customer satisfaction is
supported by current research, suggesting that managing user experience is a crucial strategic element

in enhancing customer satisfaction.
H3 User Experience has a positive and significant effect on customer Satisfaction.

H3a Hedonic dimension of User Experience has a positive and significant effect on Customer

Satisfaction.

H3b Pragmatic dimension of User Experience has a positive and significant effect on Customer

Satisfaction.

User experience is emphasized to be an important determinant of continuance intention. The hedonic
and pragmatic dimensions of user experience play a crucial role in shaping customers' intentions to
continue using a mobile grocery application. Positive experiences during the shopping process can
create a strong emotional connection between the customer and the mobile grocery application. These
experiences are formed through the customer's interaction with the application's features, functionality,
and overall atmosphere (Kim et al., 2016; Lin et al., 2010; Pham and Ahammad, 2017). When users
have a positive hedonic experience, characterized by enjoyment, aesthetic appeal, and emotional
engagement, they are more likely to consider continuing to use the application. The hedonic dimension
focuses on the emotional and pleasurable aspects of the user experience. When users find an application
enjoyable or aesthetically pleasing, it can enhance their overall satisfaction and encourage them to keep
using it. Just as cognitive experiences related to usability and efficiency can drive continuance intention,
the hedonic aspects can play a crucial role in fostering a lasting connection between users and the

application (Hassenzahl et al., 2000).

Similarly, the pragmatic dimension of user experience also plays a significant role in driving
continuance intention. The pragmatic dimension refers to the functional aspects of the user experience,
such as usability, efficiency, and effectiveness (Hassenzahl & Tractinsky, 2006). A positive pragmatic
experience can enhance user satisfaction and encourage users to continue using the product or service
over time. If users find the product useful, easy to navigate, and efficient in meeting their needs, they
are more likely to develop a strong intention to continue using it (Hassenzahl, 2008). An engaging and
visually appealing application atmosphere, personalized recommendations, and a seamless checkout
process can contribute to a positive affective experience, increasing the chances of customers continuing

to use the application (Hassan & Galal-Edeen, 2017). A satisfying experience builds trust and confidence
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in the mobile grocery application, increasing the likelihood of customers returning for future use. When
customers have a positive experience, they perceive the application as reliable, trustworthy, and capable
of meeting their needs and expectations. This trust is crucial in the online shopping context, where
customers rely on the application to deliver quality products and services. A positive experience
reinforces the customer's belief in the application's ability to fulfill their requirements, leading to

increased continuance intention (Gefen et al., 2003; Wang et al., 2010).

Continuance intention occurs after customers have a positive experience after using a product or service
offered by a seller or online store (Setyorini & Nugraha, 2016). It is a behavioral outcome that reflects
the customer's willingness to engage in future transactions with the same provider. Positive experiences,
both cognitive and affective, serve as a strong foundation for building long-term relationships with
customers and encouraging continued usage. When customers are satisfied with their previous purchases
and have had enjoyable experiences, they are more inclined to choose the same mobile grocery

application for their future needs.

Customer satisfaction is a well-established predictor of continuance intention. The relationship between
customer satisfaction and continuance intention has been widely studied in various contexts, including
mobile grocery shopping. When customers are satisfied with their overall experience using a mobile
application, they are more likely to develop a positive attitude towards the 