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ABSTRACT

Further to the wide discussion in the literature towards the significance of customer
experience and its contribution in the banking landscape, this paper aims to explore customer
experience by providing a broad, holistic and integrative approach to understand customer
experience management in banking contexts.

From the constructive literature review, an integrative conceptual model has been developed
based upon existing set of constructs, which were already established in the marketing, customer
experience and services management literature.

This paper will contribute to the contemporary body of empirical and conceptual knowledge
by providing updates to the existing work of other researchers and scholars and thus, adding new
contributions in the body of literature in the field of customer experience management for context
specific experience driven organizations such as retail banks.

Hence, the research on customer experiences will give a new impetus to the findings of
previous studies on customer experience management whereby an integrative framework of
customer experience management for enhancing service excellence will be proposed for the
banking landscape of Mauritius. Yet, it is important to note that the overwhelming body of
literature on customer experience has not been able to posit a holistic picture of customer
experience management for banking contexts in developing economies.

Keywords: Customer Experience Management, Service Excellence, Bank Settings, Conceptual
Model, Mauritius.
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INTRODUCTION

The concept of customer experience has received intense and great interest among
academics during the previous decades with voluminous studies in several fields (Pine & Gilmore,
1998; Gentille et al., 2007; Kim et al., 2011). It is well articulated in the extant literature that
customer experience is a critical measure for organizational performance and it is considered as
the next battleground for companies and in turn, it would be very difficult for companies to survive
without delivering compelling customer experiences (Pine & Gilmore, 1998; Berry et al., 2002;
Gentille et al., 2007; Meyer & Schwager, 2007). In their study, Maklan & Klaus (2011) have
argued that there is an accelerating interest in the arena of customer experience since contemporary
customers are more willing to seek memorable, robust, compelling and engaging experiences as
highlighted by Gilmore & Pine (2002), hence, urging research in the discipline of customer
experience. Although there is a profusion of literature on the concept of customer experience
management, the concept is still under researched for the banking landscape.
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The application of customer experience management is still in its infancy for context
specific sectors such as banks and this study will attempt to fulfill the knowledge gap as there are
disparate studies in leisure, hospitality and recreation contexts on customer experience
management. Furthermore, the existing literature has speculated that brand experience can
influence customers’ long-term memories to brands (Schmitt, 2003; Kotler, 2005). Yet, there still
exists a gap in the extant literature on how brand experience can contribute towards compelling
customer experiences for the banking sector. In a recent study conducted by Garg et al. (2014), it
has been posited that employees were the ones who directly influenced customer experiences. It
has also been depicted that research on the role of servicescape to create customer experiences is
still underdeveloped (Cronin, 2003; Walter et al., 2010; Fernades & Neves, 2014). Prior studies
on trust have revolved around exploring the influence of trust on relationship marketing, internet
banking, mobile banking (Suh et al., 2003; Suh & Han, 2003; Lin, 2011), commitment (Morgan
& Hunt, 1994) and overall trust (Bigley and Pearce, 1998; Mayer et al., 1995, Sirdeshmukh et al.,
2002). Moreover, it has been highlighted that the presence of other customers have started to gain
exceptional importance for service providers in the experience-oriented service industry (Grove &
Fisk, 1997; Albrecht, 2016; Ponsignon et al., 2015; Brocato et al., 2012).

The growing body of literature also suggested that customers are considered as active value
creators during customer decision-making processes. Yet, the paucity of empirical and conceptual
research on the impact of customer value co-creation behavior upon customer experience
advocates for further research opportunities. This is where the study attempts to make additional
contributions since there is no study that has simultaneously modeled all the above constructs into
one single integrative theoretical model and assessed the impact of these constructs on customer
experience management for banks. Therefore, the lack of an integrative model to assess customer
experience management for banking contexts in Mauritius will pave the way forward to develop
and test a more robust and integrative model of customer experience management. Furthermore,
there is no conceptual study that has investigated the link among customer experience management
and service excellence so far in banking contexts. This gap and omission in the customer
experience literature also presses an urge for further research on these important concepts
pertaining to customer experience management and service excellence. However, previous
research is still unable to convincingly explain the contribution of customer experience
management towards service excellence for banking customers.

OBJECTIVES OF THE STUDY

Therefore, the aim of this paper is to develop an integrative model of customer experience
management for enhancing service excellence in the retail banking sector of Mauritius. The
research will also accomplish the following specific objectives:

1. Todevelop an integrative model of understanding customer experience management in the banking landscape
of Mauritius.

In light of the above, the paper will address the following research questions:

1  What are the different dimensions of customer experiences for the banking landscape?
2 What is the association between customer experience dimensions and service excellence in banks?
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LITERATURE REVIEW AND PROPOSED CONCEPTUAL FRAMEWORK

The notion of experience has entered the field of consumption and marketing through the
pioneering article of Holbrook & Hirchman’s (1982). Many business entreprises have adopted
customer experience in order to achieve sustainable competitive advantage (Shaw & Ivens, 2005)
and as posited by Pine & Gilmore (1998), researchers have affirmed customer experience as the
forthcoming competitive battleground for companies. Yet, many studies have asserted that there
is lack of research on customer experiences (Hill et al., 2002; Roth & Menor, 2003; Stuart & Tax,
2004; Patricio et al., 2008; Verhoef et al., 2009; Teixeira et al., 2012). Unfortunately, no academic
research has developed an integrative model to facilitate the application of customer experience
management and techniques in Mauritius. This gap in academic knowledge is substantial, as policy
makers and banking executives have no proper guideline to evaluate, measure and assess the
experience of customers from a holistic perspective. In fact, there has been a tendency to make
various assumptions on customer experience and associating customer experience management to
mere customer satisfaction and equally, the contribution of customer experience management for
enhancing service excellence has received less attention in the field of marketing.

Moreover, Winer (2001) further stresses the importance of CEM, proposing that the
frequency of customer interactions is high in retail banking business, thus, it is crucial to adopt
experience management strategies in the banking landscape. Several researchers have also posited
the growing importance of managing customer experiences for service organisations (Schmitt,
1999; Badgett et al., 2007; Gentile et al., 2007; Ismael et al., 2011; Garg et al., 2014). In a similar
vein, it has been stressed in several studies that business executives who are accountable for
customer experience should demarcate a bank as an experience seller compared to the bank being
perceived as a provider of contents and environments, enabling the preferred customer experiences
to emerge. In this respect, instead of adopting sophisticated technological push solutions and
market-driven innovative strategies, banking institutions that emphasise on customer experience
are more probable to gain positive and constructive market responses (Schmitt, 1999; Caru &
Cova, 2007; Gentile et al., 2007).

Despite the plethora of studies on customer experience management and service excellence
in the marketing literature (Garg et al., 2014, Gentille et al., 2007, Pine & Gilmore, 1998), there is
no single study that has explored the contribution of customer experience management on service
excellence. It has been highlighted that customer experience concept has been fragmented because
of diverse views on customer experience (Holbrook, 2006). In a similar vein, previous research is
still unable to convincingly posit a holistic picture of the customer experience concept (Gentille et
al., 2007 Grace & Cass, 2004; Verhoef et al., 2009; Palmer, 2010; Ismail et al., 2011). Moroever,
the services marketing and customer experience literature to date has not clearly identified a
theoretical framework of the constructs contributing towards customer experience (Gentille et al.,
2007 Grace & Cass, 2004; Verhoef et al., 2009; Palmer, 2010; Ismail et al., 2011). In a prior
doctoral study, Ismail (2010) has investigated the impact of customer experiences for improving
brand loyalty in services contexts in the hotel sector of Egypt through mixed method approaches
comprising of netnography and SEM. His research has provided a research model that has been
proved to be a useful theoretical model for predicting customer experience for the tourism sector.
Another interesting piece of research has been conducted by Garg et al. (2014) who have reported
on the importance of customer experience management for improving customer satisfaction in the
banking contexts of India. Klaus & Maklan (2012) have deepened their research work to
understand customer experiences in mortgage societies of developed economies. Yet, this present
research serves as one of the pioneer studies that will address the banking experiences of customers
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in emerging economies such as Mauritius. However, among its constructs, brand experience,
employee behavior and servicescape have been widely recognized as contributing towards
customer experience. Yet, there is limited study demonstrating the impact of trust, presence of
other customers and customer value co creation behavior towards customer experience
management in the banking landscape as the present body of literature highly warrant specific
context specific studies to assess the impact of these antecedents on marketing outcomes of
companies.

Numerous studies have depicted that brand experience can influence the long-term customer
memories connected with brands, that, in turn, can offer strategic benefits in the market place in
order to compete with the rivals firms in terms of differentiated products and services (Sivarajah,
2014; Chattopadhyay & Laborie, 2005; Schmitt, 2003; Shaw & lvens, 2002; Smith & Wheeler,
2002; Kotler, 2005). However, it has been found that there is limited study that has explored the
impact of brand experience dimensions towards experiences of customers in banking contexts. It
has been argued that there is an academic urge to expand upon the domain of brand experience
(Brakus et al. 2009), which warrants a review to ensure that brand experience studies move in the
right direction. Although the investigation in the arena of brand experience research was
commendable and has gained attention among researchers as highlighted by Brakus et al. (2009),
the direction in which brand experience research is now moving is still confusing and a
comprehensive study demonstrating an insightful understanding of brand experience towards
customer experience management concept is almost inexistent in the present academic literature.

Hi: Brand experience has a positive effect on customer experience in banks.

The overwhelming body of literature has argued that banking personnel exert a crucial role
to deliver high quality services and create satisfied customers in the fierce banking environment
(Yavasetal., 2003; LeBlanc & Nguyen, 1988; Lewis & Gabrielsen, 1998). In their studies, Grewal
et al. (2009) & Klaus & Maklan, (2012) have stated that the creation of superior customer
experience is viewed as imperative to attain customer satisfaction and loyalty. A key concern for
banks is to ensure that employees possess the right competencies and expertise to deal with
customers. Similarly, existing literature based upon retailing, hospitality, banking services context
have highlighted the high degree of contact among service providers and customers, which in turn,
influences customer experiences (Aarikka-Stenroos & Jaakkola, 2012; Gronroos, 2008; Meyer &
Schwager, 2007; Verhoef et al., 2009). Hence, the importance of employee behavior to create
superb customer experiences has galvanized scholarly attention whereby employees have a crucial
role to exert in the experience settings of retail banks. It is important to gauge how employee
behaviou can enable to foster enduring experiences with banking customers.

H.: Employee behaviour has a significant impact on customer experience during service consumption in banks.

Of particular interest in the study is to explore the impact of servicescape on customer
experiences. Prior studies on services cape have been limited to customer satisfaction aspects and
services cape has been neglected in several business contexts for many years. Indeed, the pioneer
works of Booms & Bitner (1981) and Bitner (1992) have posited that the responses of the
customers are affected by the three key dimensions of servicescape comprising of artifact and
symbols, ambient elements, space, function and related signs. However, it has also been found
that research on servicescape and its impact for creating and managing customers experiences is
still lacking and the linkage between servicescape and customer experience has not been well
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documented in the existing literature (Cronin, 2003; Harris & Ezeh, 2008; Esbjerg et al., 2012;
Goi & Kalidas, 2015; Walter et al., 2010; Fernades & Neves, 2014). Several studies have
highlighted servicescapes as stimuli to provide cues in order to create, influence and enable
customer experiences (Pine & Gilmore, 1998; Sandsstrom et al., 2008) and in turn, earlier studies
have found that servicescape impacts significantly on the future purchasing and consumption
behavior (Berry et al., 2006; Carbone & Haekel, 1994; Pareigis et al., 2012).

Hs: Servicescape has a significant effect on customer experience during service consumption in banks.

In their study, Kim et al. (2009) have outlined trust as a complex multifaceted construct
which is fundamental to build and maintain service relationships as depicted in several existing
research works (Garbarino and Johnson, 1999; Singh and Sirdeshmukh, 2000; Gounaris, 2005;
Greenwood and Buren 2010). As proposed by Ennew and Sekhon (2007), consumer trust in an
organization may be cognitive, affective and consumer trust is also related to individual
characteristics, which means that consumers may have different dispositions to trust. Prior
research works have also affirmed that a positive relationship exists between trust and
commitment as stated by Morgan and Hunt (1994) and despite numerous research studies have
already recognized the impact of the dimensions of trust towards the overall trust (Bigley and
Pearce, 1998; Mayer et al., 1995; Sirdeshmukh et al., 2002), there is limited understanding on the
impact of trust dimensions on customer experiences with only a few studies positing a relationship
between trust and customer experience by Kim etal. (2011) and Constantinides et al. (2010) where
the researchers have already made an initial attempt to study the impact of trust on customer
experience both in offline and online settings.

Ha: Trust impacts significantly on customer experience during service consumption in banks.

Numerous studies have highlighted that the presence of other customers can also influence
customer experiences in several sectors such as retailing, fitness and banking (Verhoef et al., 2009;
Brocato et al., 2012; Garg et al., 2014). The existing literature has shown that customers are not
only influenced by physical surroundings, but they are influenced by their social surroundings that
is, other customers who are simultaneously present in the service environment (Grove & Fisk,
1997; Harris et al., 2010, 2011) and they affect the customer’s service experience (Brocato et al.,
2012). For these reasons, it is imperative to explore how the presence of other customers can
influence customer experiences in bank settings since social impact theory suggested that the
simple presence of a group of persons or any individual person can influence people in different
settings (Latane, 1981).

Hs: Presence of Other Customers impacts significantly on customer experience during service consumption in
banks.

Several studies have highlighted that customers are regarded as active value creators rather
than passive responders during customer decision-making processes (Vargo & Lusch, 2004; Xie
et al., 2008; Yi et al., 2011). Indeed, customer value co-creation behavior in terms of customer
participation behavior and citizenship behavior has asserted customers as active responders (Bove
et al., 2008; Groth, 2005; Yi & Gong, 2008 & Yi et al., 2011). Although many research works
have considered the active role of customers as value creators, research on customer value co-
creation behaviour as another important construct for managing customer experiences has been
virtually silent in the existing body of literature. Hence, there is a pressing need to address the
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knowledge gap exploring the impact of customer value co-creation behavior on overall
experiences among banking customers.

He: Customer value co-creation behavior impacts significantly on customer experience during service
consumption in banks.

Johnston (2004, 2007) have challenged the notion that organisations should depend
uniquely upon the delivery of unanticipated, amazing experiences and service excellence has also
become a critical success factor for business organisations. Several authors have depicted that
service excellence in terms of providing excellent service quality through effective management
systems, exceeding previous expectations of customers results in customer delight, thereby leading
to superior customer loyalty (Dobni, 2002; Edvardsson & Enquist, 2011; Khan & Matlay, 2009;
Turnois, 2004; Dubrovski, 2001). An imperative element for achieving customer delight and
customer patronage behavior, mostly for competitive services where the customer-service provider
interface is very high, encompasses the delivery of memorable, unique, personalised customer
experiences and customer’s commitment with brands (Stuart & Tax, 2004; Berry & Carbone,
2007).

Hy: Customer experience impacts significantly on service excellence in banks.

The following research model has been developed and adapted from the present literature
as illustrated in Figure 1 below. The proposed conceptual model denotes that the customer
experience constructs such as brand experience, employee behaviour, servicescape, trust, presence
of other customers, and customer value co-creation behaviour will have an influence on brand
loyalty and service excellence. The conceptual model has emerged from the seven research
hypotheses that the study is aiming to answer and the above seven hypotheses will be tested
empirically in future research works.

Brand Experience

H.
Employee Behaviour !

H;

Servicescape
H;

Customer Experience l— H,
Management

Service Excellence

H,
Trust

Hs

Presence of Other Customers /

Customer Value Co-Creation /

Behaviour

Hs

FIGURE 1
PROPOSED CONCEPTUAL MODEL
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METHODOLOGY AND PROPOSED CONCEPTUAL MODEL

Secondary data set has been adopted to provide the main data set for the research, compared
with literature in several contexts and also the secondary data has enabled to posit critical and
argumentative highlights of the main literature in customer experience management and service
excellence. Similarly, the use of the secondary data has enabled to highlight the present research
gaps of the study and develop the integrative model of customer experience management.
Academic Journals were considered as important since these journals have posited information
specific on customer experience management phenomenon and service excellence, whilst the
textbooks have been very useful in exploring the related theories for this study and guiding for the
research methodology and design that have been adopted in this paper.

The main journals used for this present research are listed Journal of Business Research,
Journal of Service Management, European Management Journal, International Journal of Bank
Marketing, Journal of Business and Management, The Journal of Consumer Marketing,
International Journal of Service Industry Management, Journal of Modelling in Management,
International Journal of Marketing Research, Journal of Services Marketing, Journal of Brand
Management, Journal of Retailing, Journal of Marketing, European Journal of Marketing and
Journal of Financial Services Marketing.

DISCUSSIONS

The main implications of this research can be summarized into several broad categories:
theoretical development and understanding of customer experience management, practical
contribution towards customer experience management for banking contexts, accelerating
adoption of digital platforms in post COVID19 and future experiential strategies for business
segments.

The arena of customer experience management and the accelerating interest on customer
experience management is of great significance for companies. The significance of this study is
portrayed both by theoretical and empirical reasons. From a theoretical perspective, this study will
add a new way to understand customer experience management in the existing stream of literature
highlighting the different context specific independent dimensions of customer experiences for
bank settings.

The present study will also emphasise on the use of Exploratory Factor Analysis (EFA) for
scale refinement and purification and Covariance Based - Structural Equation Modelling (CB-
SEM) to provide an assessment of causal relationships among customer experience management
and service excellence for the forthcoming phases of the study. EFA will be used for purification
of the scales items that will be included in the survey instrument in the second phase of the study.
CB-SEM will be used in the third phase of the study to examine the contribution of customer
experience management on service excellence in banking contexts and thereby, develop the
hierarchical model of customer experience management.

The theoretical findings of this study will contribute to the contemporary body of empirical
and conceptual knowledge by providing updates to the existing work of other researchers and
scholars and thus, adding new contributions. Specifically, this study extends the research
undertaken by Maklan and Klaus (2011), Ismail (2010) and Garg et al. (2014) which has assessed
the phenomenon of customer experience. Klaus and Maklan (2011) have discussed the importance
of customer experience quality in an interesting way by adopting four orientations. Pine and
Gilmore (2002) made a helpful initiative to understand customer experience in theme parks.
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However, their work was limited to suggesting some types of experience realms without
developing any type of conceptual or measurement models. Similarly, the article of Garg et al.
(2014) was a good introduction to understand customer experience. Garg et al. (2014) have
discussed the importance of customer experience in an interesting way by synthesizing the existing
literature in a precise and concise manner. Again in their article, they have made an excellent
attempt to test a model on customer experience. Nevertheless, the work of Garg et al. (2014) was
limited only to customer experience phenomenon and the link among customer experience and
service excellence has not been explored.

This study has been undertaken as from 2014 and it has been found that the banking sector
has faced many challenges in the 21st Century. All the changes have urged the banks to review
their present customer centric strategies and to focus on compelling and memorable experiences
for their customers. This study will be of benefit to banking managers since it will enable them to
highlight the significant dimensions of customer experience that customer value. The banks will
be able to orchestrate those dimensions that would lead to superior customer experiences for
banking customers.

The lack of published empirical and conceptual research in the discipline of customer
experience management for a developing economy such as Mauritius is limited. \Voluminous
studies on customer experience management, service excellence and customer satisfaction have
been centered for developed and developing economies such as UK in banking and mortgage
contexts, Indian banking contexts and hotel contexts of Egypt (Maklan & Klaus, 2011, Al-Eisawi,
2013; Garg et al., 2014; Ismail et al., 2010) and not for a developing country such as Mauritius.
In this respect, the research on customer experience management to enhance service excellence in
banking contexts for a developing country such as Mauritius is crucial because Mauritius is an
emerging economy.

The proposed integrative model will be designed to serve as a practical tool to assess
customer experience in banking landscape and can be extended to other sectors within the financial
services sector. The model could be useful to marketing departments, customer relationship areas,
quality and assurance areas and senior banking managers to assess, measure and monitor the
experiences of customers. The model could also be a useful tool for banking managers and
executives to analyse the opportunities to provide better customer experiences in banking contexts.

It is also important to note that there are accelerating changes in the banking landscape of
emerging economies in terms of technological advancement and the adoption of digital platforms
to serve customers in the current pandemic era. It has been found that banks are being equipped
by self-service technologies around the globe and customers are also using digital platforms such
as internet banking and mobile banking to communicate with their banking institutions. However,
despite the proliferation of digital platforms and accelerating advancement of electronic and
mobile banking services, it has been found that banks has to operate in their conventional
approaches during the pandemic situations. Despite the alarming situation of COVID-19,
customers were visiting the banks for their banking requirements as banking services represent
one of high involvement services for banking customers. In this respect, COVID-19 also provides
a firm glimpse that banking institutions have to cater for exceptional banking experiences in any
circumstances. Experiences with banks have been highly valued during pre-covid and covid
situations and even during post-covid, banking experiences serve as a differentiating attribute for
banks. There are several challenges for banks to nurture the experiences of customers in the
banking contexts of Mauritius as despite the acceleration of digital platforms and electronic
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services together with the challenges of post COVID-19, customers are visiting the bank branches
across the nine districts of Mauritius for their banking requirements and services.

In particular, this paper addresses the banking experiences of customers from the perspective
of retail banking customers. The present study is focusing mainly on customer experiences in the
retailing contexts. In this respect, scholars and practitioners could further enlarge the scope of the
present study and investigate experiences of customers for business to business segments. For
instance, banking service providers can also uncover the experiential requirements of small and
medium enterprises that are facing numerous challenges in post COVID-19 such as economic
recession and liquidity. The banking sector of Mauritius should gather fresh insights on small and
medium entities and extend their corporate social responsibility roles to support the small and
medium enterprises for agricultural micro-financing, thereby, providing rigorous agro-
environmental secondary education to better internalize the local services of small and medium
entreprises to strengthen the national trading of local products and also capture the nearby markets
in order to cope with the current economic recession and liquidity. In the light of the above, it can
be further affirmed that banking institutions have to unveil the experiential requirements of small
and medium entreprises by collecting qualitative insights. Hence, these experiential driven
strategies of banking institutions towards small and medium entreprises are further aligned with
the strategies of high-level policy makers and the governmental in general to enhance the
competitiveness of small and medim enterprises in todays’ uncetain post COVID19 era.

CONCLUSIONS AND FUTURE RESEARCH DIRECTIONS

This paper has made a preliminary exploration to develop an integrative framework to assess
the contribution of customer experience management for enhancing service excellence in bank
settings of Mauritius. This research will have implications for the banking sector since it is
anticipated that services providers are interested in customer experience management as the next
battleground for organizations to improve service excellence. A conceptual model to explore the
contribution of customer experience management to enhance service excellence has originated
from specific constructs that are conceptually rooted in several disciplines. Further research with
a positivist research paradigm, using a deductive will be applied along with a mono-survey strategy
which is purely quantitative in nature for further scale refinement of the survey instrument during
the first phase of the ongoing research with a sample of banking customers. EFA will be used for
the purification process of the respective constructs.

Covariance Based Structural Equation Modeling (CB-SEM) will be used to test the refined
integrative conceptual model with another sample of banking customers. As highlighted by Bryne
(2001) and Kline (2005), CB-SEM is best suited for confirmatory modeling where it is adopted to
evaluate substantive theory with empirical data through a hypothesized model (Chou and Bentler,
1995). SEM is a technique that enables a set of relationships between independent variables and
dependent variables. According to Hair et al. (2012), CB-SEM provides the most suitable and most
effective calculation method for a sequence of distinct multiple regression equations assessed
concurrently and it is established by two mechanisms, namely the testing of a measurement model
and the testing of a structural model, whereby overall model fit is estimated in both cases to
confirm the appropriateness of a theoretical model compared to the estimated model (Tabachnick
and Fidell, 2007). This study is one of the visionary studies that will enable to posit greater
predictive power of an integrative model of customer experience management with the exogenous
and endogenous constructs o for the competitive banking arena of Mauritius. This paper also
provides a new turnaround to explore the experiential strategies that can be geared towards small
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and medium entreprises through qualitative insights, prior to proposing, testing and validating a
conceptual model for enhancing the experiences of customers in the business segments of banking
landscape in Mauritius for different categories of business customers, that will enable to have a
more comprehensive and coherent picture of the experiential strategies of banking institutions that
are striving to be positioned as a provider of memorable banking experiences rather than a mere
provider of banking services for the upcoming experiential banking frontiers of 2020-2030 for
emerging economies such as Mauritius, Rodrigues and Seychelles.
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