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Abstract 

! i 

Abstract 

Customer delight is as an emotion that results from unexpectedly surprising and 

joyful experiences, and has been well-researched in the marketing literature. However, 

little is known about how customers intrinsically process delightful experiences, and how 

this affects customer delight and behavioural intentions. An investigation into customersÕ 

intrinsic processing during delightful experiences may provide some indication whether 

triggering a certain form of processing increases the magnitude and endurance of 

customersÕ delight and behavioural intentions, i.e. intention to revisit, engage in positive 

word of mouth, commit, and pay more. This thesis addresses this gap by applying dual-

processing theory.  

Data were collected in a two-part online experiment (n = 304 US residents). The 

results show that analytical processing, as opposed to affective processing, leads to 

stronger customer delight and, in turn, to stronger behavioural intentions in a hedonic 

consumption setting, but not in a utilitarian setting. There is no significant effect of 

processing on the endurance of customer delight or behavioural intentions. The results 

further suggest that the consumption setting is not a moderator.  

This thesis makes several important contributions. It contributes to the customer 

delight literature by shedding light on how customers intrinsically process delightful 

experiences. Understanding this allows an insight into how processing affects the 

magnitude and endurance of customer delight, and how it impacts on consumersÕ 

behavioural intentions. By finding that customer delight results from analytical 

processing, this thesis contributes to the extant knowledge by suggesting that customer 

delight may not only be an emotion, but also a judgement. This constitutes a new 

understanding of customer delight and how to increase its magnitude and endurance. 

This thesis further contributes to the dual-processing theory literature by 

intertwining the theory with customer delight as a well-known marketing concept. This 

highlights the theoryÕs importance to marketing to explain how the magnitude and 

endurance of marketing concepts may be increased. This thesis further contributes to the 

extant knowledge by applying the theory in hedonic and utilitarian consumption settings, 

which generates insights into the form of processing to be triggered in each of these 

settings. This thesis also contributes to marketing practice. Practitioners are advised to 

trigger customersÕ analytical processing during delightful experiences, in hedonic 

settings. This helps create stronger customer delight and behavioural intentions. 
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1.! Introduction  

1.1 Background and Research Focus 

Customer delight has been classified in the extant literature as an emotion and 

defined as Òa function of surprising consumption, arousal, and positive affectÓ (Oliver, 

Rust and Varki, 1997, p. 319). Based on this definition, this thesis defines customer 

delight as an emotion that occurs during consumption experiences that are unexpectedly 

surprising and joyful (in line with: Oliver, Rust and Varki, 1997). This means, for 

customers to get delighted, they need to experience arousal and positive affect, and their 

expectations need to be surprisingly exceeded (Oliver, Rust and Varki, 1997). If these 

three aspects are present, the customer encounters a delightful experience, which has also 

been referred to in the literature as Ôidiosyncratic service experiencesÕ (Collier et al., 

2018), Ôextraordinary experiencesÕ (Arnould and Price, 1993), and Ômemorable 

experiencesÕ (Pine and Gilmore, 1998). Nowadays, customer delight is considered a well-

applied marketing concept to create, improve, and measure outstanding customer 

experiences (Lemon and Verhoef, 2016).  

However, compared to other marketing concepts, such as customer satisfaction, 

which is commonly understood as the result of met expectations (Oliver, 1980), customer 

delight is a relatively recent concept. Although the concept is based on earlier work (e.g. 

Oliver, 1980), Oliver, Rust and Varki formalised the term Ôcustomer delightÕ through their 

seminal work in the Journal of Retailing in 1997 as a discourse in the academic marketing 

literature. Oliver, Rust and Varki (1997) provide a comprehensive introduction to 

customer delight by intertwining psychoevolutionary theory (Plutchik, 1980), revolving 

around affect, and expectancy-disconfirmation theory (Oliver, 1980), revolving around 

cognition. Thus, they offer a conceptualisation of customer delight as comprising both 

affective and cognitive antecedents. Based on delightful experiences in hedonic 
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consumption settings, they identify surprising consumption as the customer delight 

antecedent that has cognitive and affective aspects to it, and arousal and positive affect 

as the affective antecedents. Furthermore, customer delight is conceptually distinguished 

from customer satisfaction. Oliver, Rust and VarkiÕs (1997) model has been revalidated 

in utilitarian consumption settings (Finn, 2005; Loureiro, Miranda and Breazeale, 2014).  

 Customer delight has also featured in the trade press (Chandler, 1989; Jones and 

Sasser, 1995). It has been shown that 60% of satisfied customers would switch to a 

competitor (Jones and Sasser, 1995). The evidence suggests that customer satisfaction, 

considered the ÔmantraÕ to business success in the 1980s (Chitturi, Raghunathan and 

Mahajan, 2008), does not linearly increase positive behavioural outcomes (e.g. Jones and 

Sasser, 1995). Customer delight is considered the solution (Chandler, 1989). Opinions 

such as that Ò[É] customer satisfaction lacks a consistently demonstrable connection to 

actual customer behaviour [sic] and growthÓ (Reichheld, 2003, p. 49), and calls to Ò[É] 

take quality beyond customer satisfaction to customer delightÓ (Chandler, 1989, p. 30) 

have become prevalent. Examples of businesses that successfully apply customer delight 

have highlighted its importance. For example, Xerox, a US business services and 

document management company, found that the likelihood to repurchase was six times 

higher amongst their delighted, compared to their merely satisfied customers (Jones and 

Sasser, 1995; Keiningham et al., 1999).  

Since Oliver, Rust and VarkiÕs seminal work in 1997, four key themes have 

developed in the customer delight literature: (1) the conceptualisation of customer 

delight, (2) customer delight sources (hereafter referred to as Ôdelight stimuliÕ), and 

moderators of customer delight, (3) outcomes of customer delight, and (4) customer 

delight and psychology. The conceptualisation key theme has revolved around the 

antecedents of customer delight, including the necessity of surprise and the issue of raised 
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expectations, and its distinction from customer satisfaction (e.g. Dutta et al., 2017; Rust 

and Oliver, 2000). Another key theme has focused on identifying interpersonal and non-

interpersonal stimuli that lead to customer delight. These include, amongst others, 

employee effort, engagement, time commitment and skills, unanticipated acquisition, 

core product, and free products (e.g. Arnold et al., 2005; Barnes, Ponder and Dugar, 2011; 

Swanson and Davis, 2012). These stimuli have been found in hedonic and utilitarian 

consumption settings. Another aspect that has been looked at in this second key theme is 

ÔmoderatorsÕ influencing the extent to which a stimulus is perceived as delightful. 

Examples of such moderators are age, gender, and lifestyle (e.g. Beauchamp and Barnes, 

2015; Fueller and Matzler, 2008).  

Research in the key theme of customer delight outcomes has found that the more 

someone is delighted, the higher, for example, their intention to revisit, engage in positive 

word of mouth, commit, and pay more (e.g. Collier et al., 2018; Meyer, Barnes and 

Friend, 2017; Oliver, Rust and Varki, 1997; Wang, 2011). The last key theme, i.e. 

customer delight and psychology, constitutes a scarcely investigated area, consisting of 

studies that look at psychological aspects related to customer delight (Ball and Barnes, 

2017; Ma et al., 2016). This is surprising as the domain of psychology constitutes one of 

the origins of customer delight, and calls have been made to look at the psychological 

aspects of customer delight (e.g. Barnes, Ponder and Dugar, 2011; Oliver, Rust and Varki, 

1997; Sivakumar, Li and Dong, 2014).  

An approach that has been taken in the wider literature when focusing on the 

psychological aspects related to various concepts, such as attitudes, is to look at peopleÕs 

intrinsic processing (e.g. Petty and Cacioppo, 1986). The principal theory used in the 

psychology literature Ð and in the decision-making and social cognition literature Ð to 

look at intrinsic processing is dual-processing theory (Evans, 2008; Kahneman, 2003; 
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Stanovich and West, 2000). Its application has revealed how people process a situation, 

and how the processing determines the magnitude and endurance of the concept of 

interest, e.g. attitudes (Petty and Cacioppo, 1986). Different models of dual-processing 

theory exist, such as the System 1 and System 2 processing framework (Kahneman, 2003; 

Stanovich and West, 2000). These models are based on the same assumptions: intrinsic 

processing takes place through two different routes (Evans, 2008).  

With regards to the System 1 and System 2 processing framework, these two 

routes comprise System 1 processing and System 2 processing (Kahneman, 2003; 

Stanovich and West, 2000). System 1 processing is fast, affectively-driven, intuitive, and 

automatic, and results in impressions and feelings, whereas System 2 processing is slow, 

cognitively-driven, analytical, and deliberate, and results in judgements (Kahneman, 

2003; Stanovich and West, 2000). System 2 outcomes are of stronger magnitude, more 

endurance, and higher accuracy than those resulting from System 1 processing 

(Kahneman, 2003; Stanovich and West, 2000). Each system can work separately, or in 

combination as a sequence (hereafter referred to as Ôsequential Systems 1+2 processingÕ) 

(Kahneman, 2003; Stanovich and West, 2000).  

Although dual-processing theory has been invaluable in looking at intrinsic 

processing, there seem to be two noticeably under-researched areas within this domain. 

First, it is noticed that dual-processing theory has been scarcely linked to the marketing 

domain. This is despite the valuable insights into peopleÕs intrinsic processing offered by 

studies that link the theory to marketing concepts, such as attitudes, to investigate how 

their magnitude and endurance can be increased by triggering a certain type of processing 

(e.g. Petty and Cacioppo, 1986). Second, the extant dual-processing theory has ignored 

the idea that the effects of the system processing on outcomesÕ qualities may vary in 
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different consumption settings. This has so far conveyed a picture of the System 1 and 

System 2 processing framework having universal applicability. 

This thesis investigates the intrinsic processing related to customer delight to shed 

light on how customers process delightful experiences. To do so, the System 1 and System 

2 processing framework of dual-processing theory is used here as the foundational 

framework. This is due to the prevalence of the framework in the extant literature (Evans, 

2008), and the fact that it not only explains how the different types of system processing 

work independently, but also how they work in combination. Another reason lies in the 

framework offering insights into various qualities of outcomes, e.g. their magnitude and 

endurance, following different types of system processing (Kahneman, 2003; Stanovich 

and West, 2000). This will provide a comprehensive investigation into consumersÕ 

intrinsic processing during delightful experiences, and how this affects customer delight 

and behavioural intentions.  

This thesis intertwines customer delight and dual-processing theory, i.e. the 

System 1 and System 2 processing framework. This leads to the theoretical framework of 

this thesis (Figure 1.1), which allows a threefold investigation into the intrinsic processing 

related to customer delight:  

 

(1)!The effect of the processing of delight stimuli on the magnitude of customer 

delight and, in turn, of behavioural intentions1, in a hedonic and a utilitarian 

consumption setting (hereafter referred to as Ôpart 1Õ); 

                                                
 
1 Behavioural intentions here include intention to revisit, to engage in positive word of mouth, to commit, 
and to pay more. The research questions are further detailed into the specific four behavioural intentions in 
Chapter 5; they are subsumed here under the term Ôbehavioural intentionsÕ for introduction. The 
terminology Ôbehavioural intentionsÕ is used in this thesis overarchingly when mentioning the four 
behavioural intentions (instead of listing each of the behavioural intentions every time when referring to 
them). 
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(2)!The effect of the processing of delight stimuli on the endurance of customer 

delight and, in turn, of behavioural intentions, in a hedonic and a utilitarian 

consumption setting (hereafter referred to as Ôpart 2Õ); and 

(3)!The consumption setting as a moderator of the effect of the processing of 

delight stimuli on (a) the magnitude, and (b) the endurance of customer delight 

and, in turn, of behavioural intentions (hereafter referred to as Ôpart 3Õ).  

 

Figure 1.1: Theoretical Framework  

 

 

This thesis focuses on the following four research questions (RQ1 is linked to part 

1, RQ2 to part 2, and RQ3 and RQ4 to part 3):  

 

RQ1: How does the processing of delight stimuli affect the magnitude of 

behavioural intentions through the magnitude of customer delight, in a hedonic 

and a utilitarian consumption setting? 

 

RQ2: How does the processing of delight stimuli affect the endurance of 

behavioural intentions through the endurance of customer delight, in a hedonic 

and a utilitarian consumption setting? 

Consumption setting as context 

Behavioural 
intentions 

(magnitude and 
endurance) 

Customer delight 
(magnitude and 

endurance)  

Processing of delight 
stimuli 

Consumption 
setting as 
moderator 

Source: author 
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RQ3: How does the consumption setting moderate the effect of the processing of 

delight stimuli on the magnitude of behavioural intentions through the magnitude 

of customer delight? 

 

RQ4: How does the consumption setting moderate the effect of the processing of 

delight stimuli on the endurance of behavioural intentions through the endurance 

of customer delight? 

 

This thesis uses an experimental research design to investigate the intrinsic 

processing related to customer delight. Specifically, a two-part study is conducted, that is 

separated by a break of one week. The experiment is based on a 2 x 3 factorial design, 

and conducted with an online panel (304 US residents). The experiment is preceded by 

pre-study 1 to determine the delight stimuli for the experimental scenarios, and pre-study 

2 to test the effectiveness of experimental manipulations.  

 

1.2 Contributions 

The investigation into the intrinsic processing related to customer delight will 

make several important contributions. Foremost, this thesis will contribute to the 

customer delight literature, especially the scarcely investigated key theme of customer 

delight and psychology (Ball and Barnes, 2017; Ma et al., 2016). It will extend current 

knowledge by shedding light on how customers process delightful experiences. Although 

a few studies explicitly link customer delight and psychology (Ball and Barnes, 2017; Ma 

et al., 2016), and others show what the antecedents of customer delight are (e.g. Finn, 

2005; Oliver, Rust and Varki, 1997), which implies an investigation into the 

psychological elements of customer delight, they do not reveal how customers process 



Introduction 

! 8 

delightful experiences. An investigation into how customers process delightful 

experiences will highlight what happens in their minds during such experiences. This 

understanding is important as it will show whether triggering a certain form of processing 

within customers during delightful experiences may increase the magnitude and 

endurance of customer delight, and whether this, in turn, leads to stronger and more 

enduring behavioural intentions, i.e. intention to revisit, engage in positive word of 

mouth, commit, and pay more. Knowing how triggering a certain form of customersÕ 

intrinsic processing impacts on the magnitude and endurance of customer delight and, in 

turn, that of behavioural intentions will offer a new way to academics and practitioners 

alike to better control and streamline the occurrence of customer delight. This will adjust 

current thinking of customer delight as being different from person to person 

(Keiningham et al., 1999) to a concept that is more manageable, and will allow for more 

efficient resource allocation.  

Based on findings of how customers process delightful experiences, this thesis 

will also extend the customer delight literature by challenging the current thinking of 

customer delight as being an emotion only (Oliver, Rust and Varki, 1997). According to 

the System 1 and System 2 processing framework, customer delight as an emotion should 

only results from System 1 processing (Kahneman, 2003; Stanovich and West, 2000). 

However, this thesis argues that customer delight might also result from System 2 and 

sequential Systems 1+2 processing due to the shared similarity of elaborate analysis of 

system processing and customer delightÕs (partially) cognitive antecedent, i.e. surprising 

consumption. Thus, if customer delight does result from System 2 processing, or 

sequential Systems 1+2 processing, it may also constitute a judgement. This will extend 

the current thinking of what customer delight is and, thus, will offer an important new, 

more analytical understanding of customer delight. This new understanding may shed 
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light on how to increase the magnitude and endurance of customer delight and, in turn, 

of behavioural intentions.  

This thesis will also contribute to the dual-processing theory literature2. It will do 

so by intertwining customer delight, as a well-established marketing concept, with the 

theory. Dual-processing theory has been predominantly applied in the psychology 

literature to look at emotions, such as happiness (e.g. Bodenhausen, Kramer and Suesser, 

1994). Scant studies link the theory to the marketing domain and marketing concepts 

(Filieri, 2015; Olsen, Samuelsen and Gaustad, 2014; Petty and Cacioppo, 1986; Sierra 

and Hyman, 2011). However, studies that link the theory to marketing concepts, e.g. 

attitudes, constitute seminal work, such as the Elaboration Likelihood Model by Petty and 

Cacioppo (1986), and provide valuable insights into how marketing academics and 

practitioners can increase the magnitude and endurance of these concepts. By showing 

how dual-processing theory explains the impact intrinsic processing has on customer 

delightÕs magnitude and endurance, this thesis strengthens the theoryÕs importance to 

marketing, and raises awareness amongst academics to apply this theory to investigate 

further marketing concepts.       

This thesis will further contribute to the dual-processing literature by showing 

how system processing impacts on outcomesÕ magnitude and endurance in different 

consumption settings. The extant dual-processing theory literature (e.g. Dane, Rockmann 

and Pratt, 2012; Olsen, Samuelsen and Gaustad, 2014) has not tested the effect of system 

processing in different consumption settings, which conveys the idea of general 

applicability of the theory. An investigation into how the theory applies in different 

consumption settings is important as it will show whether or not the same type of system 

                                                
 
2 This subsumes the literature on the System 1 and System 2 processing framework.  
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processing leads to stronger and more enduring outcomes in all settings. Such an 

investigation will generate insights for marketing academics and practitioners into which 

type of processing to trigger in a specific setting in order to increase the magnitude and 

endurance of outcomes.  

Finally, this research will contribute to marketing practice. Insights will be offered 

to practitioners into which type of system processing to trigger when delighting 

customers, in a hedonic and a utilitarian consumption setting. This knowledge is 

important to practitioners as they will better understand how their customers process the 

delightful experience they deliver and, thus, how to achieve stronger and more enduring 

customer delight and behavioural intentions. The trade press has frequently criticised 

customer delight as differing from person to person (Keiningham et al., 1999). However, 

as the different types of system processing are applied by all humans in a very similar 

way (Kahneman, 2011), this constitutes a mutual characteristic between customers. This 

means, by knowing which form of system processing to trigger, practitioners can better 

control the occurrence of customer delight and streamline their delight experiences across 

all customers, instead of attempting to adjust their delight experiences to each customer.  

By suggesting which form of system processing to trigger in order to increase the 

magnitude and endurance of customer delight and, in turn, of behavioural intentions, this 

thesis will also support practitioners in the development and implementation of specific 

areas of a delight strategy. For example, by knowing which form of customersÕ system 

processing to trigger, a company can better train their customer-facing employees. 

Specifically, employees can be trained in such a way that they either trigger System 1 

processing by e.g. making customers feel good (as part of the positive affect antecedent 

of customer delight), or System 2 processing by e.g. making them thoroughly analyse the 

situation (as part of the surprising consumption antecedent of customer delight).  
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Based on the findings, a company will also be able to adjust its marketing 

communications as part of its delight strategy. For example, if a free product sample was 

handed out as a delightful experience, this could include a flyer containing elements that 

trigger the form of processing that leads to stronger and more enduring customer delight 

and behavioural intentions. If that is System 1 processing, such elements could be emotive 

pictures; if that is System 2 processing, such elements could be related to making people 

think about the value they receive through this free product. Furthermore, when creating 

pricing strategies, practitioners will understand that the value of a monetary discount is 

not the only decision to make; they will also need to decide how the form of system 

processing is to be triggered that leads to stronger and more enduring customer delight 

and, in turn, stronger and more enduring behavioural intentions, when giving this 

discount. Thus, understanding which type of intrinsic processing to trigger within 

customers during delightful experiences will not only enable them to better delight their 

customers, but also to allocate their resources more efficiently. 

 

1.3  Motivation for this study 

The motivation for this study lies primarily in the authorÕs interest in services 

marketing; specifically, how services can be created in such a way that they deliver 

outstanding service experiences to the consumer. Customer delight has been an 

established concept of outstandingly positive experiences, and a goal of services 

marketing excellence, since 1997 (Oliver, Rust and Varki, 1997). Hence, the author chose 

to focus on customer delight as an integral part of service marketing, and service 

experiences, in particular. As elaborated on later in this thesis, customer delight has been 

well-researched. However, the author identified customer delight and psychology as a 

key area in the literature that has gained particular interest in the last two years, with 
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studies emerging that intertwine customer delight and theories from the psychology 

discipline (Ball and Barnes, 2017; Ma et al., 2016). The authorÕs key motivator to focus 

on looking at customer delight through the lens of psychology was to investigate the 

ÔhowÕ of customer delight; specifically, the intrinsic, underlying processes leading to 

someone being delighted. The author was interested in whether such an investigation 

reveals a new way of how service experiences can be made more delightful, i.e. whether 

consumersÕ psychology influences the magnitude and endurance of customer delight.  

 

1.4 Thesis Outline 

Chapters 2 and 3 provide a comprehensive literature review on customer delight 

and dual-processing theory. Chapter 4 intertwines both areas by developing the 

theoretical framework. In Chapter 5, the research questions, hypotheses, and conceptual 

models are developed. Chapter 6 elaborates on the methodological aspects of this thesis, 

focusing on the pre-studies and the experiment and their procedures, measurement 

instruments, and sample frames. Thereafter, Chapter 7 revolves around the data analysis 

using mediation analysis and conditional process analysis, and presents the findings. 

These findings are subsequently discussed in light of the extant literature in Chapter 8 in 

order to derive theoretical implications. In Chapter 9, this thesis is summarised and 

concluded, managerial implications derived, limitations acknowledged, and areas for 

future research suggested. Figure 1.2 shows the elements and outline of this thesis. 
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Figure 1.2: Thesis Outline 

Conduct a comprehensive literature review 
on dual-processing theory (Chapter 3) 

Conduct a comprehensive literature review 
on customer delight (Chapter 2) 

Develop research questions, hypotheses, and 
conceptual models (Chapter 5) 

Intertwine customer delight and dual-processing 
theory to a theoretical framework (Chapter 4) 

Decide on the methodology and collect data 
(Chapter 6) 

Conduct data analysis and derive findings 
(Chapter 7) 

Translate findings into theoretical implications 
through discussion (Chapter 8) 

Summarise and conclude thesis, suggest 
managerial implications, acknowledge limitations, 
and highlight areas for future research (Chapter 9) 

Source: author 
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2.! Literature Review: Customer Delight 

This chapter provides a comprehensive review of the extant literature on customer 

delight. The focus first lies on the origins of customer delight in the psychology, customer 

satisfaction, and quality management literature. Thereafter, this chapter provides a list of 

selected customer delight studies published in the marketing literature since 1997, and 

identifies four key themes (i.e. the conceptualisation of customer delight; delight stimuli 

and moderators of customer delight; outcomes of customer delight; and customer delight 

and psychology). Each key theme is then elaborated on separately.  

 

2.1 Origins of the Customer Delight Domain 

Customer delight was formalised in the academic marketing literature in 1997 by 

Oliver, Rust and Varki, as an emotion that results when someoneÕs expectations are 

exceeded in a surprising and joyful way. Prior to that, discourse in different disciplines 

had existed that built the foundation for the development of the customer delight domain. 

Precisely, the origins of customer delight lay in the psychology, customer satisfaction, 

and quality management literature. Each of these origins are discussed first.  

  

2.1.1 Origins of Customer Delight in the Psychology Literature 

The seminal work emerging from the psychology domain, which has been directly 

considered as building the affective basis of customer delight, constitutes PlutchikÕs 

(1980) ÔpsychoevolutionaryÕ theory of emotions (e.g. Ball and Barnes, 2017; Finn, 2005; 

Ludwig, Barnes and Gouthier, 2017; Oliver, Rust and Varki, 1997; Sivakumar, Li and 

Dong, 2014). The theory states that emotions are placed on different layers, with the inner 

layer consisting of eight basic, instinctual emotions, i.e. anger, fear, sadness, disgust, 

anticipation, acceptance, joy, and surprise (Plutchik, 1980). Combinations of these basic 
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emotions generate more sophisticated emotions that lie on the outer, i.e. secondary or 

tertiary, layers (Plutchik, 1980). According to the theory, delight is an emotion that lies 

on the secondary layer, consisting of surprise and joy as its antecedents (Plutchik, 1980).  

 Delight has also been mentioned in other work in the psychology discipline (e.g. 

Russell, 1979, 1980). Focusing on identifying antecedents of emotions, as done by 

Plutchik (1980), Russell (1979, 1980) opposes valence (ranging from pleasantness to 

unpleasantness) and activation (ranging from inaction to arousal). Delight is found to be 

an emotion that consists of high pleasantness and high activation/arousal as its 

antecedents (Russell, 1979, 1980). Both delight antecedents comply with PlutchikÕs 

(1980) findings. Furthermore, the psychology literature has put surprise and arousal into 

relation by classifying surprise as a neutral Ôpre-emotionÕ, through which high levels of 

arousal are achieved (Charlesworth, 1969; Lazarus, 1991). These high levels of arousal 

lead to joyful experiences when followed by a positive emotion (Lazarus, 1991). In other 

words, surprise needs to be followed by a positive emotion to result in a positive reaction 

(Charlesworth, 1969; Lazarus, 1991).  

Although the work of Plutchik (1980) and others provides an insightful 

investigation into the antecedents of delight, no link to how delight applies in a 

consumption setting is made. Thus, this focus on delight, as a human emotion, has only 

provided limited knowledge of how delight is useful and can be applied to marketing. 

Furthermore, PlutchikÕs (1980) psychoevolutionary theory of emotions solely revolves 

around affective antecedents. This ignores existing opinions in the literature that emotions 

also have cognitive antecedents (Oatley and Johnson-Laird, 1987).  
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2.1.2 Origins of Customer Delight in the Customer Satisfaction and Quality 

Management Literature 

Theoretical foundations of customer delight also lay in the customer satisfaction 

and quality management literature. Different models from these domains contain features 

that link to customer delight. The most important theory, highlighting customer delightÕs 

cognitive antecedent, is expectancy-disconfirmation theory (Oliver, 1980). This theory 

takes a cognitive approach by looking at customersÕ expectations, which are pre-trial 

beliefs about an upcoming experience, formed through past experiences, a companyÕs 

marketing and sales activities, and experiences from others (Oliver, 1980; Olson and 

Dover, 1979). It states that the performance a customer receives from an organisation is 

cognitively compared to expectations (Oliver, 1980)3.  

Expectancy-disconfirmation theory (Oliver, 1980) states that following this 

cognitive comparison, the performance either meets expectations, which results in a 

customer being satisfied; the performance does not meet expectations, which results in a 

customer being dissatisfied; or, the performance unexpectedly exceeds expectations, 

which results in a customer being delighted (Oliver, 1980). The importance of 

unexpectedness in surpassing expectations is linked to peopleÕs so called Ôzone of 

toleranceÕ (Zeithaml, Berry and Parasuraman, 1993). The zone of tolerance refers to the 

extent to which a person recognises and accepts a difference between a companyÕs 

performance and their expectations (Zeithaml, Berry and Parasuraman, 1993). According 

to the zone of tolerance, a customer tolerates the received performance to somewhat 

deviate (positively or negatively) from their expectations, in which case a customer is still 

                                                
 
3 This thesis acknowledges the similarities between expectancy-disconfirmation theory (Oliver, 1980) and 
the SERVQUAL model (Parasuraman, Zeithaml and Berry, 1985, 1988). However, the existing literature 
on customer delight uses expectancy-disconfirmation theory as the theoretical basis to explain the 
surprising consumption antecedent of customer delight (Oliver, Rust and Varki, 1997). Hence, to be 
consistent with the extant customer delight literature, this thesis focuses on this model also. 
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satisfied. However, unexpectedness occurs if the performance lies outside the zone of 

tolerance; if it lies positively outside this zone, a customer gets delighted (Oliver, 1980, 

1989).  

 Although expectancy-disconfirmation theory (Oliver, 1980) constitutes the major 

theoretical foundation (in addition to PlutchikÕs (1980) work) for the later formalised 

customer delight domain in 1997, two further models are worthy of note within the 

satisfaction and quality management literature that contain aspects of customer delight; 

namely, the zone of delight model (Coyne, 1989) and the Kano model (Kano et al., 1984). 

Both models consider customer delight as an extension of satisfaction, i.e. a response 

occurring at very high levels of customer satisfaction, underpinned by a non-linear 

response function (Coyne, 1989; Kano et al., 1984). The zone of delight model looks at 

the non-linear effect of customer satisfaction on loyalty, and explains where customer 

delight occurs (Coyne, 1989). Specifically, whereas lower levels of satisfaction lead to a 

relatively small increase in loyalty, higher levels of satisfaction lead to a relatively big 

increase in loyalty; these high satisfaction levels lie within the so called Ôzone of delightÕ 

(Coyne, 1989). Figure 2.1 visualises the zone of delight model.  

 

Figure 2.1: Zone of Delight Model 
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Source: Coyne (1989) 
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Established in the quality management literature, the Kano model4 shows different 

response functions between performance and customer satisfaction, which lead to three 

types of product attributes (Kano et al., 1984). These attributes are classified into must-

be/basic attributes, which are expected and taken for granted by the consumer, and do not 

create satisfaction when present, but dissatisfaction when absent; satisfier attributes, 

which can both satisfy and dissatisfy a consumer; and delight attributes, which are 

positive and unexpected to the consumer, and non-linearly increase satisfaction, but do 

not create dissatisfaction if absent (Kano et al., 1984). The Kano model is depicted in 

Figure 2.2.  

   

Figure 2.2: Kano Model 

 

 

Although these models from the customer satisfaction and quality management 

literature provide an insightful foundation for customer delight, they merely look at 

customer delight as linked to customer satisfaction, and only focus on the cognitive 

                                                
 
4 The original work is solely written in Japanese, and could not be found translated into English. However, 
the model has been sufficiently shared and explained in the literature in English language (e.g. Keiningham 
et al., 1999).  
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Source: Kano et al. (1984) 
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aspects, whilst ignoring affective ones. Specifically, these models do not regard the 

realisation in the late 1980s and early 1990s in the customer satisfaction literature that 

there are emotional states that co-exist in parallel, which are qualitatively different from 

customer satisfaction (Oliver, 1989, 1993; Westbrook, 1987; Westbrook and Oliver, 

1991). Furthermore, these models also do not acknowledge the emerging trend in the 

marketing literature of the importance of affective aspects in consumption experiences, 

which gained interest especially from the 1980s (Holbrook and Hirschman, 1982). 

 

2.2 Customer Delight in the Marketing Literature and Key Themes in the Customer 

Delight Domain 

The psychology, satisfaction, and quality management literature constitute 

streams that include aspects in their theories and models linking to customer delight. 

Nevertheless, it was not until 1997 that the term Ôcustomer delightÕ was formalised in the 

academic marketing literature through the seminal work of Oliver, Rust and Varki (1997) 

on the Ôfoundations, findings, and managerial insightÕ of customer delight in the Journal 

of Retailing. The authors do not only contribute by looking at and defining customer 

delight; their research provides an initial investigation into the conceptualisation of 

customer delight that includes both affective and cognitive antecedents, by combining the 

separate streams explained above. Furthermore, Oliver, Rust and Varki (1997) offer first 

empirical insights into the difference between customer delight and satisfaction, and 

investigate revisit intention as an outcome of customer delight (see section 2.3 for a 

detailed discussion of their work). 

 Since its formalisation in the marketing literature in 1997, customer delight has 

been investigated from a variety of angles in a plethora of studies in academic journals, 
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in relation to primarily services, but also goods5. Table 2.1 lists key studies on customer 

delight (selected based on their relevance to the academic debate, e.g. quality of journal, 

number of citations, and novelty of findings; ordered chronologically) found in the 

academic literature, and each studyÕs research focus6.   

When analysing the selected studies on customer delight published over the past 

two decades, different key themes emerge based on the studiesÕ research focus. These can 

be organised based on similarity. Specifically, this thesis identifies four key themes in the 

extant customer delight literature: 

 

(1)  The conceptualisation of customer delight with regards to its antecedents 

and/or distinction to customer satisfaction;  

(2) Delight stimuli and moderators of customer delight;  

(3)  Outcomes of customer delight; and  

(4)  Customer delight and psychology.  

 

 

 

 

                                                
 
5 The term ÔproductsÕ is hereafter overarchingly used for services and goods.  
6 A database search of studies in peer-reviewed journals since 1997 was conducted, using the Business 
Source Complete (EBSCO) database. Keywords searched for were Ôcustomer delightÕ and Ôconsumer 
delightÕ. Studies are included in this thesis that focus on investigating customer delight. Studies that solely 
mention customer delight without investigating it are excluded. Please note that it is appreciated that the 
area of customer delight also relates to the literature on customer experiences (e.g. Lemon and Verhoef, 
2016), relationship marketing (e.g. Morgan and Hunt, 1994), and loyalty (e.g. Dick and Basu, 1994). 
Although customer delight studies from these areas are incorporated and references are draw to these areas, 
a further elaboration into these marketing areas is neglected due to the size of the literature on customer 
delight as well as on customer experiences, relationship marketing, and loyalty, and to allow a sole focus 
on customer delight.   
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Table 2.1: List of Key Studies on Customer Delight (Since 1997) and Respective 
Research Focus 

Author(s), year Journal Study focus 
Oliver, Rust and 
Varki, 1997 

Journal of Retailing ¥! Conceptualisation of customer delight 
(antecedents and difference to 
satisfaction) 

¥! Outcomes of customer delight 
Ngobo, 1999 Advances in Consumer Research ¥! Outcomes of customer delight 
Rust and Oliver, 
2000 

Journal of the Academy of 
Marketing Science 

¥! Conceptualisation of customer delight 
(antecedents) 

Kumar and Iyer, 
2001 

Marketing Management Journal ¥! Delight stimuli 
 

Kumar, Olshavsky 
and King, 2001 

Journal of Consumer Satisfaction, 
Dissatisfaction and Complaining 
Behavior 

¥! Conceptualisation of customer delight 
(antecedents) 

Verma, 2003 Journal of Services Research ¥! Delight stimuli 
Arnold, Reynolds, 
Ponder and Lueg, 
2005 

Journal of Business Research ¥! Delight stimuli 
¥! Outcomes of customer delight 

Finn, 2005 Journal of Service Research ¥! Conceptualisation of customer delight 
(antecedents and difference to 
satisfaction) 

¥! Outcomes of customer delight 
Hicks, Page Jr., 
Behe, Dennis and 
Fernandez, 2005 

Journal of Consumer Satisfaction, 
Dissatisfaction and Complaining 
Behavior 

¥! Outcomes of customer delight 

McNeilly and Barr, 
2006 

Journal of Services Marketing ¥! Delight stimuli 

Chitturi, 
Raghunathan and 
Mahajan, 2008 

Journal of Marketing ¥! Conceptualisation of customer delight 
(antecedents and difference to 
satisfaction) 

¥! Outcomes of customer delight 
Fueller and 
Matzler, 2008 

Tourism Management ¥! Delight stimuli 
¥! Moderators of customer delight 

Barnes, Beauchamp 
and Webster, 2010 

Journal of Marketing Theory and 
Practice 

¥! Outcomes of customer delight 

Falk, 
Hammerschmidt 
and Schepers, 2010 

Journal of the Academy of 
Marketing Science 

¥! Delight stimuli 
¥! Moderators of customer delight  

Barnes, Ponder and 
Dugar, 2011 

Journal of Marketing Theory and 
Practice 

¥! Delight stimuli 
¥! Moderators of customer delight 

Wang, 2011 Journal of Service Research ¥! Delight stimuli 
¥! Outcomes of customer delight 

Alexander, 2012 Journal of Relationship 
Marketing 

¥! Outcomes of customer delight 

Finn, 2012 Journal of Service Research ¥! Conceptualisation of customer delight 
(difference to satisfaction) 

Swanson and 
Davis, 2012 

Journal of Marketing Theory and 
Practice 

¥! Delight stimuli 
¥! Outcomes of customer delight 

Barnes, Collier, 
Ponder and 
Williams, 2013 

Journal of Personal Selling & 
Sales Management 

¥! Delight stimuli 
¥! Outcomes of customer delight 

Bartl, Gouthier and 
Lenker, 2013 

Journal of Service Research ¥! Conceptualisation of customer delight 
(antecedents) 

¥! Delight stimuli 
¥! Outcomes of customer delight 
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Author(s), year Journal Study focus 
Kim and Mattila, 
2013 

Journal of Services Marketing ¥! Conceptualisation of customer delight 
(antecedents) 

Barnes, Collier and 
Robinson, 2014 

Journal of Services Marketing ¥! Outcomes of customer delight 

Loureiro, Miranda 
and Breazeale, 2014 

Journal of Service Management ¥! Conceptualisation of customer delight 
(antecedents and difference to 
satisfaction) 

Sivakumar, Li and 
Dong, 2014 

Journal of Marketing ¥! Conceptualisation of customer delight 
(antecedents) 

¥! Outcomes of customer delight 
Barnes, Ponder and 
Hopkins, 2015 

Journal of Business Research ¥! Outcomes of customer delight 

Beauchamp and 
Barnes, 2015 

Journal of Marketing Theory and 
Practice 

¥! Delight stimuli 
¥! Moderators of customer delight 

Collier and Barnes, 
2015 

Journal of Business Research ¥! Delight stimuli 

Barnes, Collier, 
Howe and 
Hoffman, 2016 

Journal of Services Marketing ¥! Delight stimuli 
¥! Moderators of customer delight 
¥! Outcomes of customer delight 

Kim and Aggarwal, 
2016 

Journal of Consumer Marketing ¥! Delight stimuli 
¥! Moderators of customer delight 

Ma, Scott, Gao and 
Ding, 2016 

Journal of Travel & Tourism 
Marketing 

¥! Customer delight and psychology 

Ball and Barnes, 
2017 

Journal of Service Theory and 
Practice 
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The next section elaborates on each of these key themes by reviewing the selected 

studies shown in Table 2.1. Please note that, as shown in Table 2.1, some studies 

contribute to multiple key themes and, hence, are mentioned in multiple places in the 

subsequent section. However, each according key theme section only highlights the part 



Literature Review: Customer Delight 

! 23 

of these studies relevant to the respective key theme. This is to ensure clarity of content 

delivery within each key theme reviewed.  

 

2.3 Key Themes in the Customer Delight Literature 

2.3.1 Conceptualisation of Customer Delight (What is Customer Delight?) 

A key theme, with a substantial amount of research conducted on, is the 

conceptualisation of customer delight. Research questions posed have revolved around 

(a) the antecedents of customer delight, and (b) its difference to customer satisfaction. 

Thus, this key theme has provided knowledge on what customer delight constitutes.  

 

2.3.1.1 Antecedents of Customer Delight 

Oliver, Rust and Varki (1997) define customer delight as an emotion7, and address 

how customer delight is conceptualised. The authors build their work on PlutchikÕs 

(1980) psychoevolutionary theory of emotions and OliverÕs (1980) expectancy-

disconfirmation theory, and, hence, account for affective and cognitive antecedents of 

customer delight. In two studies, based on modelling of data from surveys conducted with 

theme park and symphony orchestra visitors, it is found that (a) surprising consumption, 

(b) arousal, and (c) positive affect constitute antecedents of customer delight (Oliver, Rust 

and Varki, 1997) (Figure 2.3; relevant variables and effects highlighted).  

 

                                                
 
7 Emotions have been differentiated from mood as being shorter lived and higher in intensity; emotions are 
also more intentional and coupled with a tendency to act (Bagozzi, Gopinath and Nyer, 1999). 
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Figure 2.3: Antecedents of Customer Delight 

 

 

The surprising consumption antecedent of customer delight entails (a) a 

comparison between the received performance and expectations, which means this 

antecedent has a cognitive element to it; and (b) the fact that expectations are exceeded 

by the performance in such an unlikely way that this is highly unexpected (or surprising) 

and outside Ôexperience-based normsÕ. Thus, this antecedent also has an affective element 

to it (Oliver, 1989; Oliver, Rust and Varki, 1997; Woodruff, Cadotte and Jenkins, 1983). 

Arousal and positive affect constitute the affective antecedents of customer delight 

(Oliver, Rust and Varki, 1997). Arousal refers to a highly-activated state of attention 

(Russell, 1980), and is measured by Oliver, Rust and Varki (1997) using surprise and 

astonishment items. When referring to positive affect, Oliver, Rust and Varki (1997) 

frequently use joy as a synonym; however, they do not measure positive affect using a 

joy item, but, instead, use the items of happiness, contentment, cheerfulness, pleasure, 

excitement, and enthusiasm.  
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Source: adapted by the author from Oliver, Rust and Varki (1997) 
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Although Oliver, Rust and VarkiÕs (1997) research provides first insights into the 

antecedents of customer delight, their findings only relate to hedonic consumption 

settings. Furthermore, although the authors explain that surprising consumption means 

exceeded expectations, whilst emphasising that this occurs to a surprising degree, they 

measure this antecedent solely using an expectancy-disconfirmation scale, whereas 

surprise is an item used to measure arousal. Hence, the way surprising consumption is 

measured has strong resemblance to the disconfirmation variable theorised to be an 

antecedent of satisfaction in their model. Moreover, an inconsistent number of items is 

used when measuring positive affect in the theme park setting as opposed to the 

symphony orchestra setting.  

Oliver, Rust and VarkiÕs (1997) customer delight conceptualisation is validated 

and confirmed in utilitarian consumption settings, i.e. retail website and supermarket 

visits, by Finn (2005) and Loureiro, Miranda and Breazeale (2014). Finn (2005) also 

improves the way customer delight and its antecedents are measured. Specifically, 

distinct measures are used for surprising consumption (customer delight antecedent) and 

disconfirmation (customer satisfaction antecedent). Surprising consumption is measured 

using the items of astonished and surprised, fully matching the understanding of 

surprising consumption as meaning exceeded expectations to an unexpected, surprising 

degree (Finn, 2005). Moreover, Finn (2005) also creates a new set of items to measure 

arousal and positive affect, and increases the number of items to measure customer delight 

to three (i.e. delighted, elated, gleeful). However, mixed results were found for 

discriminant validity between customer delight and positive affect. Whereas Loureiro, 

Miranda and Breazeale (2014) confirm discriminant validity between customer delight 

and its antecedents, Finn (2005) questions the distinction between customer delight and 

positive affect.  
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Two aspects have been questioned in the literature with regards to the surprising 

consumption antecedent of customer delight: (1) whether surprise is necessary to create 

customer delight, and (2) the issue of raised expectations after being delighted. The debate 

questioning the need of surprise to create customer delight has been triggered by the 

difficulty of feasibility and high monetary resources required by a company to surprise 

customers every time they ought to be delighted (Kumar, Olshavsky and King, 2001; Rust 

and Oliver, 2000). Hence, research has focused on whether surprise is necessary for 

customer delight to occur, using various hedonic and utilitarian consumption settings 

(Bartl, Gouthier and Lenker, 2013; Chitturi, Raghunathan and Mahajan, 2008; Collier et 

al., 2018; Kumar, Olshavsky and King, 2001). Studies differ in their findings, with some 

research emphasising the need for surprise to create customer delight, through structural 

equation modelling (Bartl, Gouthier and Lenker, 2013; Collier et al., 2018). In contrast, 

studies exist that claim that surprise is not necessary for customer delight to occur 

(Chitturi, Raghunathan and Mahajan, 2008), or that customer delight can occur with and 

without surprise (Kumar, Olshavsky and King, 2001).  

However, studies that look at the necessity of surprise provide a Ôblack or white 

thinkingÕ by saying surprise should or should not be present. As such, they ignore the 

possibility that surprise can hold different intensities for customer delight to occur. Recent 

research has addressed this aspect by looking at the effect of a small versus a large 

surprise in relation to low-price guarantees, i.e. price-matching refunds (Dutta et al., 

2017). An experiment, in which the price matching refund is either accompanied by no, 

a small, or a large surprise (i.e. additional monetary value to the price matching refund), 

shows that a small surprise leads to customer delight, whereas a large surprise leads to 

the perception of opportunistic signalling by the delighting company (Dutta et al., 2017). 

This finding highlights the importance of surprise as a delight antecedent, but shows that 
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even small amounts of surprising consumption are sufficient for customer delight to 

occur.  

Despite the insights these studies offer into the relevance of surprise, as an element 

of the surprising consumption antecedent of customer delight, they ignore that this 

antecedent also entails an expectancy-disconfirmation element to it (Finn, 2005; Oliver, 

1980; Oliver, Rust and Varki, 1997). However, the expectancy-disconfirmation element 

has raised a separate debate in the customer delight literature (Chitturi, Raghunathan and 

Mahajan, 2008; Kim and Mattila, 2013; Ludwig et al., 2017; Rust and Oliver, 2000; 

Sivakumar, Li and Dong, 2014). On the one hand, building on expectancy-

disconfirmation theory (Oliver, 1980), and combining this with hedonic and utilitarian 

product aspects of a consumption experience (mobile phone usage, laptop usage, and car 

service visit), experiments find that meeting or exceeding utilitarian needs of customers 

leads to customer satisfaction through prevention emotions (confidence, security), 

whereas meeting or exceeding hedonic needs leads to customer delight through 

promotion emotions (cheerfulness, excitement) (Chitturi, Raghunathan and Mahajan, 

2008).  

On the other hand, challenges in relation to the expectancy-disconfirmation 

element have been highlighted in the literature; specifically, the fact that customersÕ 

expectations are raised after a delightful experience, supporting the opinions that 

customer delight is different from person to person (Rust and Oliver, 2000). Expectations 

are raised to such an extent that the delightful aspect turns into a ÔsatisfierÕ, or even a 

Ômust-beÕ attribute, meaning that it is more difficult to delight customers again in the 

future (Rust and Oliver, 2000). This has been referred to as the Ôwear-out-effectÕ of 

customer delight (Rust and Oliver, 2000). This challenge also applies to other customers, 
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as word of mouth spread about the delightful experience raises expectations of consumers 

that had heard about it (Rust and Oliver, 2000).  

These raised expectations affect the perception of service quality based on the 

frequency, timing, and proximity of multiple delight instances (and in conjunction with 

service failure8) (Sivakumar, Li and Dong, 2014). For example, it has been explained, 

based on prospect theory (Kahneman and Tversky, 1979), that when expectations 

increase, it occurs that two separate, smaller delight instances (as opposed to one big 

delight instance) have a more positive effect on perceived service quality, the more the 

two delight instances lie apart (Sivakumar, Li and Dong, 2014). However, the above 

insights are based on mathematical models rather than on empirical tests, do not consider 

that the surprising consumption antecedent also has a surprise element to it, and do not 

provide applicable tools of how expectations can be prevented from raising in practice.  

Two studies address these points (Kim and Mattila, 2013; Ludwig et al., 2017). 

Tested in a hedonic and a utilitarian consumption setting, whilst manipulating for the 

presence of surprise (and presence of explanation), it is found that when applying a 

customer delight strategy, expectations can be prevented from raising by providing the 

customer with an explanation (i.e. that the delight instance was given selectively and only 

on this occasion) (Kim and Mattila, 2013). A further study that incorporates both surprise 

and expectancy-disconfirmation, when investigating surprising consumption, applies an 

experimental research design to manipulate for surprise and expectations (Ludwig et al., 

2017). Results show that customer delight still occurs, even if no surprise is present 

                                                
 
8 Please note that although this thesis acknowledges the link between customer delight and service failure, 
and, thus, considers selected studies that investigate the link (Sivakumar, Li and Dong, 2014) as well as 
related aspects, such as an employeeÕs service failure recover skills as a delight stimulus (e.g. Arnold et al., 
2005), a further elaboration into the area of service failure, including the debate around the service recovery 
paradox, is omitted due to the scope of the respective literature (e.g. Hess Jr., Ganesan and Klein, 2003; 
McCollough, Berry and Yadav, 2000) as well as the literature on customer delight.  
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(Ludwig et al., 2017). However, customer delight is stronger when surprise is present, i.e. 

expectations are surprisingly exceeded (Ludwig et al., 2017).  

To conclude this section, this literature review has so far presented the 

conceptualisation of customer delight with regards to its antecedents. Despite the 

disagreement over whether surprise needs to be present or not and the challenge of raised 

expectations, as the elements of the surprising consumption antecedent, this thesis joins 

the majority of studies in understanding that customer delight consists of surprising 

consumption, arousal, and positive affect (e.g. Finn, 2005; Loureiro, Miranda and 

Breazeale, 2014; Oliver, Rust and Varki, 1997). Specifically, surprising consumption is 

understood here as the antecedent that is cognitive (due to expectancy-disconfirmation) 

as well as affective (due to surprise), and arousal and positive affect as the affective 

antecedents of customer delight (Finn, 2005; Loureiro, Miranda and Breazeale, 2014; 

Oliver, Rust and Varki, 1997). It does so as this conceptualisation has been widely 

acknowledged in the literature, and has been validated in hedonic and utilitarian 

consumption settings (e.g. Ball and Barnes, 2017; Barnes, Beauchamp and Webster, 

2010; Barnes et al., 2016), which shows the robustness of this conceptualisation. 

Furthermore, the consideration of customer delight as consisting of both affective and 

cognitive antecedents complies with the thinking that emotions consist of affective and 

cognitive antecedents (Holbrook and Hirschman, 1982; Oatley and Johnson-Laird, 1987).  

 

2.3.1.2 The Distinction Between Customer Delight and Satisfaction 

Apart from investigating the antecedents of customer delight, the 

conceptualisation key theme has also revolved around the distinction between customer 

delight and satisfaction, underpinned by the research question of how the two differ. The 

approach to answer this question has been to look at the difference of antecedents of 



Literature Review: Customer Delight 

! 30 

customer delight versus the antecedents of satisfaction, using structural equation 

modelling to analyse survey data (Finn, 2005; Loureiro, Miranda and Breazeale, 2014; 

Oliver, Rust and Varki, 1997).  

Although opinions exist that the difference between customer delight and 

satisfaction is that the former is more affective, and the latter is more cognitive (Falk, 

Hammerschmidt and Schepers, 2010; Ludwig et al., 2017), research has provided a more 

comprehensive distinction. Oliver, Rust and Varki (1997) find, in both their hedonic 

consumption settings, that customer delight and satisfaction are distinct (though related). 

Specifically, whereas customer delight is defined as consisting of surprising 

consumption, arousal, and positive affect, customer satisfaction is defined as consisting 

of simple expectancy-disconfirmation (expectations are met, without surprise) and 

positive affect, but not arousal (Oliver, Rust and Varki, 1997). Thus, the academicsÕ 

distinction between customer delight and satisfaction lies in (a) the level of 

disconfirmation between a received performance and pre-held expectations, and of the 

unexpectedness of this disconfirmation, and (b) arousal as an antecedent of delight, but 

not satisfaction (Figure 2.4; relevant variables and effects highlighted). Consequently, 

both customer delight and satisfaction consist of affective and cognitive antecedents. 
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Figure 2.4: Distinction Between Customer Delight and Customer Satisfaction 

 

 

This distinction between customer delight and satisfaction has also been 

confirmed in utilitarian consumption settings, i.e. website visits and grocery supermarket 

visits (Finn, 2005; Loureiro, Miranda and Breazeale, 2014). In addition, it has been shown 

that customer delight is not merely a nonlinear effect of customer satisfaction, further 

confirming that both constructs are distinct (Finn, 2005). Loureiro, Miranda and 

Breazeale (2014) confirm that customer delight and satisfaction are distinct constructs, 

but as opposed to Oliver, Rust and Varki (1997) and Finn (2005), they find that 

disconfirmation and perceived value, but not positive affect, are antecedents of customer 

satisfaction. Further research has added to this through experiments, showing that 

promotion emotions (cheerfulness, excitement), following exceeding hedonic needs, are 

antecedents of customer delight, whereas prevention emotions (confidence, security), 

following exceeding utilitarian needs, are antecedents of customer satisfaction (Chitturi, 

Raghunathan and Mahajan, 2008).  
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The conceptual separation between customer delight and satisfaction has been 

widely recognised in the literature (e.g. Barnes, Beauchamp and Webster, 2010; Barnes, 

Collier and Robinson, 2014; Barnes, Ponder and Dugar, 2011; Bartl, Gouthier and 

Lenker, 2013; Chitturi, Raghunathan and Mahajan, 2008; Collier et al., 2018; Dutta et al., 

2017; Finn, 2012; Ludwig et al., 2017; Ma et al., 2016; Sivakumar, Li and Dong, 2014; 

Wang, 2011). However, a minority of proponents exists that consider customer delight as 

being extreme satisfaction, referring to it as Ôtotal satisfactionÕ,Ô100% satisfactionÕ, or Ôan 

asymmetric effect of customer satisfaction on behaviourÕ, which requires satisfaction first 

for delight to occur (Falk, Hammerschmidt and Schepers, 2010; Kumar and Iyer, 2001; 

Kumar, Olshavsky and King, 2001; Ngobo, 1999; Rychalski and Hudson, 2017; Verma, 

2003). 

However, when analysing the studies that consider customer delight as being 

extreme customer satisfaction (e.g. Kumar and Iyer, 2001; Ngobo, 1999; Rychalski and 

Hudson, 2017), it is noted that although they refer to Oliver, Rust and VarkiÕs (1997) 

conceptualisation of customer delight, they interpret customer delight as being extreme 

customer satisfaction, whilst ignoring the fact that existing research has shown the 

conceptual difference between delight and satisfaction. Instead, they make use of prospect 

theory (Kahneman and Tversky, 1979), the Kano model (Kano et al., 1984), and the zone 

of delight model (Coyne, 1989) to justify their investigation into customer delight as 

being a non-linear response function of satisfaction (e.g. Kumar and Iyer, 2001; Ngobo, 

1999; Rychalski and Hudson, 2017). Although these studies provide insights into the 

stimuli of customer delight (as being extreme customer satisfaction), and the effect on 

behavioural intentions (e.g. Falk, Hammerschmidt and Schepers, 2010) (see sub-sections 

2.3.2 and 2.3.3 for detailed discussion), they do not provide an empirically derived 

conceptualisation justifying their viewpoint. In contrast, the literature considering 
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customer delight and satisfaction as being distinct constructs has derived this knowledge 

from empirical evidence (Finn, 2005; Loureiro, Miranda and Breazeale, 2014; Oliver, 

Rust and Varki, 1997). 

Another issue with the viewpoint of customer delight as being extreme customer 

satisfaction relates to how the former is measured. Respective studies apply satisfaction 

scales only, assuming that the top two boxes of the scale constitute customer delight (Falk, 

Hammerschmidt and Schepers, 2010; Kumar and Iyer, 2001; Ngobo, 1999; Rychalski 

and Hudson, 2017). However, the assumption that a nine or ten on a ten-point satisfaction 

scale indicates delight has been labelled as questionable, too simplistic, and as lacking 

respective empirical evidence (Finn, 2005). Furthermore, these studies also neglect the 

existence of delight antecedents during measurement. In contrast, studies considering 

customer delight and satisfaction as being distinct constructs measure customer delight 

(either on a one-item delight scale or a multi-item scale) as well as delight antecedents 

(e.g. Ball and Barnes, 2017; Barnes et al., 2016; Bartl, Gouthier and Lenker, 2013; 

Chitturi, Raghunathan and Mahajan, 2008; Collier and Barnes, 2015; Collier et al., 2018; 

Dutta et al., 2017; Finn, 2005, 2012; Ludwig et al., 2017; Meyer, Barnes and Friend, 

2017; Oliver, Rust and Varki, 1997; Wang, 2011).  

 Work exists that directly compares the viewpoints of customer delight as being 

distinct from customer satisfaction to customer delight as being extreme satisfaction 

(Finn, 2012). This is done by looking at (a) whether nonlinear effects of customer 

satisfaction exist, and (b) whether customer delight, separate from satisfaction, has a 

distinct effect on behavioural intentions (Finn, 2012). Findings confirm that customer 

delight and satisfaction are distinct constructs, by showing that discriminant validity 

exists between the two, that customer delight has a unique effect on behavioural intentions 

separate from customer satisfaction, and that customer satisfaction has a non-linear effect 
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on behavioural intentions (Finn, 2012). The latter, however, opposes the zone of delight 

model (Coyne, 1989), by showing a flattening increase on behavioural intentions once a 

certain level of customer satisfaction is reached (Finn, 2012). 

 To conclude, having reviewed the literatureÕs viewpoints on the distinction 

between customer delight and satisfaction, this thesis chooses to join the prevalent 

literature considering both as being distinct constructs (e.g. Chitturi, Raghunathan and 

Mahajan, 2008; Collier et al., 2018; Dutta et al., 2017; Finn, 2005, 2012; Oliver, Rust and 

Varki, 1997; Wang, 2011). Reasons for this choice lie in the above-discussed issues of a 

lack of conceptualisation and measurement instruments related to the viewpoint of 

customer delight as being extreme satisfaction, whereas the viewpoint of customer delight 

and satisfaction as being distinct is based on empirical evidence, and uses separate 

measurement instruments for each construct (Finn, 2005; Loureiro, Miranda and 

Breazeale, 2014; Oliver, Rust and Varki, 1997). A further reason lies in the inconsistency 

in the customer satisfaction literature itself of what customer satisfaction is, and what its 

antecedents are (Fournier and Mick, 1999; Souca, 2014). Specifically, a separately 

conducted analysis of the customer satisfaction literature has revealed that customer 

satisfaction is considered in various ways, portraying a picture of disagreement amongst 

academics over what customer satisfaction is (Cadotte, Woodruff and Jenkins, 1987; 

Oliver, 1993; Westbrook and Oliver, 1991; Woodruff, Cadotte and Jenkins, 1983). Thus, 

it is argued here that if a foundation is characterised by disagreement, as the case with 

customer satisfaction, it is questionable to build another construct, i.e. customer delight, 

upon it.  

Although the stance adopted here is that customer delight and satisfaction are 

distinct constructs, the subsequent literature review incorporates findings from studies of 

both viewpoints, to provide a comprehensive overview of the existing knowledge to this 
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day. With regards to the inclusion of studies that build on the viewpoint of customer 

delight as being extreme satisfaction, studies are only included if they explicitly refer to 

customer delight as a non-linear response function of satisfaction. This means, customer 

satisfaction studies that do not investigate or refer to customer delight, as well as the 

customer satisfaction literature beyond mentioning a non-linear response function, are 

considered separate areas of research, and, thus, are not included in this literature review. 

 

2.3.2 Delight Stimuli and Moderators of Customer Delight 

In addition to investigating the conceptualisation of customer delight, the extant 

literature has also looked at the key theme of the sources of customer delight (hereafter 

referred to as Ôdelight stimuliÕ), underpinned by the research question of what stimuli 

trigger customer delight.  

 Research has revealed a variety of delight stimuli that refer to a customerÕs 

interaction with a company (e.g. its employees), labelled ÔinterpersonalÕ delight stimuli 

(Arnold et al., 2005). The critical incident technique (Flanagan, 1954), followed by 

content analysis, has been a frequently applied method to identify stimuli that lead to 

customer delight in various hedonic and utilitarian consumption settings (Arnold et al., 

2005; Swanson and Davis, 2012; Verma, 2003). Comprehensive lists of interpersonal 

stimuli have been provided (Arnold et al., 2005; Swanson and Davis, 2012; Verma, 2003). 

For example, one study finds interpersonal delight stimuli to include employee courtesy 

(comprising respect, politeness, consideration, and friendliness); an employeeÕs way of 

responding to customer enquiries; their genuine willingness to go the extra mile and effort 

put in to help and understand the customer; how they personalise products to the 

customer; and how they attempt to recover service failure (Verma, 2003).  
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 Additional research has added to this by specifically focusing on delight stimuli 

in utilitarian consumption settings, i.e. retail contexts, and has confirmed employee effort 

(i.e. helpfulness), engagement (i.e. friendliness), and problem resolution in case of service 

failure as being perceived as delightful (Arnold et al., 2005). Beyond these stimuli, 

employeesÕ interpersonal distance (i.e. not being ÔpushyÕ) and time commitment (i.e. 

dedicating sufficient time to a customer as well as speed of actions) have been added to 

the list of delight stimuli in utilitarian consumption settings (Arnold et al., 2005). 

Investigations exist into delightful stimuli in a hedonic consumption setting (performing 

arts) that have found employee assurance, empathy, and responsiveness as frequently 

named delight stimuli (Swanson and Davis, 2012). Other consumers present during the 

delightful experience also constitute a delight stimulus (Swanson and Davis, 2012). 

 Despite the above-mentioned interpersonal delight stimuli, other stimuli exist that 

are not of interpersonal nature. However, in comparison to interpersonal delight stimuli, 

only a few of such Ônon-interpersonalÕ delight stimuli have been investigated (Arnold et 

al., 2005; Swanson and Davis, 2012), which derive from product procurement and value 

attainment (Arnold et al., 2005). Non-interpersonal delight stimuli include unanticipated 

acquisition (i.e. the customer finds exactly the right product they normally have 

difficulties finding), free product samples, unanticipated value (i.e. the customer gets a 

monetary bargain), pre and post consumption activities from the organisation (e.g. 

meeting an artist after the performance), and context-specific tangibles, such as venue 

accessibility and comfort (Arnold et al., 2005; Swanson and Davis, 2012).9 

                                                
 
9 Moreover, these stimuli have also been confirmed as delightful by employees and customers that observe 
others being delighted (Barnes et al., 2013; Ludwig, Barnes and Gouthier, 2017). Moreover, one study 
exists that looks at delight in the business-to-business context, and finds that meeting deadlines, relating 
well to the client, and being available and knowledgeable count as delight stimuli in this context (McNeilly 
and Barr, 2006). However, this thesis focuses on customers that are being delighted; thus, studies that look 
at employees, other customers, and business-to-consumer contexts are not further elaborated on.  
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 Despite the comprehensive list of delight stimuli derived from the above-reviewed 

qualitative studies, these lists do not provide insights into the effect sizes of the various 

stimuli on customer delight, and, thus, do not reveal which stimuli lead to stronger 

customer delight. Hence, studies that look at the effect of delight stimuli on customer 

delight, through quantitative methodology, have added respective insights (Bartl, 

Gouthier and Lenker, 2013; Collier and Barnes, 2015; Collier et al., 2018). For example, 

employee effort and empathy, which have been two delight stimuli frequently found 

through qualitative methods, have been confirmed, through structural equation 

modelling, to lead to customer delight (Collier et al., 2018). Furthermore, using theory of 

consumption values (Sheth, Newman and Gross, 1991), which states that consumption 

choice is driven by five values (functional, social, emotional, epistemic, conditional) that 

are relevant in different consumption settings, a study tests to what extent efficiency and 

fun influence customer delight in a hedonic consumption setting (hedonic-oriented self-

service, i.e. frozen yoghurt machine) (Collier and Barnes, 2015). Based on survey data, it 

is found that whereas fun has a significant positive effect on customer delight, efficiency 

does not (Collier and Barnes, 2015). These findings are also partially confirmed in more 

utilitarian consumption settings (i.e. website visits), and it is found that customers are 

more delighted the higher the entertainment factor and usefulness (Bartl, Gouthier and 

Lenker, 2013).  

 A different angle on quantitatively investigating delight stimuli has been taken by 

studies that look at what stimuli lead to customer delight and which ones lead to customer 

satisfaction (Kumar and Iyer, 2001; Meyer, Barnes and Friend, 2017; Wang, 2011). 

Research applying interpersonal needs theory (Schutz, 1958), which states that the higher 

the competence and compatibility of humans, the more productive and advantageous an 

interpersonal interaction, shows that customer comfort and a salespersonÕs expertise lead 



Literature Review: Customer Delight 

! 38 

to both customer delight and satisfaction (Meyer, Barnes and Friend, 2017). However, 

the effect of customer comfort on customer delight is found to be stronger than on 

satisfaction, whereas the opposite is found for a salespersonÕs expertise (Meyer, Barnes 

and Friend, 2017). A further stimulus constitutes unrelated supporting services, which are 

aspects that are not necessarily part of the core product, but enhance the experience (e.g. 

a massage during a restaurant visit) (Wang, 2011). It is found that whereas unrelated 

supporting services do not trigger customer satisfaction, they lead to customer delight in 

a hedonic consumption experience (Wang, 2011).  

Moreover, stimuli have been identified that discriminate between customer 

delight and satisfaction (Kumar and Iyer, 2001). Interpersonal stimuli (staff attitude, 

helpfulness, explanation given) and non-interpersonal stimuli (e.g. cleanliness, service 

hours, time efficiency) are included in a survey to car service customers (Kumar and Iyer, 

2001). When comparing survey responses between delighted and satisfied customers, 

mean ratings for all stimuli are significantly higher for delighted customers than for 

satisfied customers, and discriminant analysis reveals that interpersonal delight stimuli 

best discriminate between customer delight and satisfaction (Kumar and Iyer, 2001). 

The above-mentioned investigations have revealed a plethora of different delight 

stimuli, and how they affect customer delight. However, they omit potential variables 

constituting boundary conditions of the extent to which a stimulus is perceived as 

delightful. Specifically, they do not incorporate potential moderators of the effect of 

delight stimuli on customer delight. Research exists that looks at what moderators might 

influence the effect of delight stimuli on customer delight (Barnes et al., 2016; Barnes, 

Ponder and Dugar, 2011; Beauchamp and Barnes, 2015; Collier et al., 2018; Falk, 

Hammerschmidt and Schepers, 2010; Fueller and Matzler, 2008; Kim and Aggarwal, 

2016). However, only a few of these studies explicitly focus on investigating a moderator 
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as the boundary conditions of customer delight, and only two studies have been found 

that formally incorporate a moderator variable into a conceptual model (Barnes et al., 

2016; Collier et al., 2018). To provide a comprehensive review of the moderators of 

customer delight, both studies that explicitly look at moderating variables and those that 

imply an investigation into the moderators of customer delight are subsequently 

presented.  

One of the two studies that formally conceptualise a moderator investigates how 

certain delight stimuli (employee effort, employee expertise, tangibles) affect customer 

delight through some of its antecedents, i.e. joy and surprise, and whether this is 

moderated by shopping frequency with a grocery store (Barnes et al., 2016). Structural 

equation modelling of the survey data shows that employee effort and tangibles influence 

customer delight through joy and surprise, whereas employee expertise does so only 

through joy (Barnes et al., 2016). A positive moderation effect of grocery shopping 

frequency is only found for the effect of joy on customer delight, meaning that for 

frequently visiting customers it occurs that the more joy they perceive, the more they are 

delighted (Barnes et al., 2016). The second study that formally conceptualises a 

moderator looks at exception making, i.e. the willingness of employees to bend a 

companyÕs rules in order to delight the customer, as a moderator of the effect of perceived 

employee effort, employee empathy, and surprise on customer delight (Collier et al., 

2018). It is found that the willingness to make exceptions for the customer positively 

strengthens the effect of these above stimuli on customer delight (Collier et al., 2018). 

Other studies exist that imply an investigation into the moderators of the effect of 

delight stimuli on customer delight, although they do not formally conceptualise such a 

moderator. An example is customer lifestyle segments (Fueller and Matzler, 2008). 

Applying three factor theory of customer satisfaction, including the Kano model (Kano 
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et al., 1984), five lifestyle segments (although specific to a ski resort context) are 

empirically investigated for how much they get delighted by certain stimuli in a hedonic 

consumption setting (Fueller and Matzler, 2008). Examples of investigated segments are 

non-family/diversion (customers looking for diversion, sports interested), family, and 

settled/intellectual (are health-conscious, interested in learning and culture) (Fueller and 

Matzler, 2008). Regression analysis identifies, for example, that wellbeing attributes are 

perceived as the most delightful stimuli amongst the non-family segment and the settled 

lifestyle, whereas kidsÕ entertainment attributes are most delightful amongst the family 

segment (Fueller and Matzler, 2008). 

Furthermore, the stage of a customerÕs relationship with a company moderates the 

effect of stimuli on customer delight (Falk, Hammerschmidt and Schepers, 2010). 

Building mostly on the Kano model (Kano et al., 1984) and MaslowÕs hierarchy of needs 

(Maslow, 1954), it is found, in the context of service quality of online shops, that 

utilitarian stimuli (website availability, fulfilment, efficiency, privacy) create stronger 

customer delight at the beginning of a customerÕs relationship with a company, whereas 

hedonic stimuli (website design, enjoyment, image) lead to stronger customer delight at 

a later stage of the customer relationship (Falk, Hammerschmidt and Schepers, 2010).  

Moreover, age and gender have also been looked at in relation to customer delight, 

using socioemotional selectivity theory (Beauchamp and Barnes, 2015; Carstensen, 

Isaacowitz and Charles, 1999). It is shown, through the critical incident technique 

followed by ! 2 tests, that employee expertise and service failure recovery are associated 

with stronger customer delight amongst female Ôbaby boomersÕ (born between 1946-

1964), whereas employee friendliness and helpfulness are most delightful amongst 

female ÔmillennialsÕ (born between 1982-2004) (Beauchamp and Barnes, 2015). No such 
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significant differences in the effect of delight stimuli on customer delight is found for 

men (Beauchamp and Barnes, 2015).  

A further demographic moderator is culture, specifically Western as opposed to 

Eastern culture (Kim and Aggarwal, 2016). Building on HofstedeÕs Ôpower distanceÕ 

dimension of culture (Hofstede, 1980), a scenario-based experiment, conducted with 

Canadian and South Korean participants, concludes that the Western culture gets 

delighted more easily than the Eastern culture due to higher expectations towards the 

service provider of the latter culture, which makes it more difficult to exceed their high 

expectations in a surprising way (Kim and Aggarwal, 2016). Delight stimuli used in the 

experiment include employee extra effort and affect (Kim and Aggarwal, 2016).  

A moderator that has often been referred to is the consumption setting (e.g. 

Barnes, Ponder and Dugar, 2011; Loureiro, Miranda and Breazeale, 2014; Meyer, Barnes 

and Friend, 2017). Many customer delight studies have, however, been undertaken in a 

hedonic consumption setting only (Ball and Barnes, 2017; Barnes, Beauchamp and 

Webster, 2010; Collier and Barnes, 2015; Ludwig et al., 2017; Ma et al., 2016; Swanson 

and Davis, 2012; Wang, 2011), or in a utilitarian consumption setting only (Arnold et al., 

2005; Barnes et al., 2016; Bartl, Gouthier and Lenker, 2013; Loureiro, Miranda and 

Breazeale, 2014; Meyer, Barnes and Friend, 2017). This means, these studies consider 

the consumption setting as a context for customer delight, rather than as a moderator.  

Despite an awareness amongst customer delight researchers that the consumption 

setting might moderate the influence of delight stimuli on customer delight, very scant 

literature has been found that implies a consideration of the consumption setting as a 

moderator (Barnes, Ponder and Dugar, 2011). Specifically, using BowenÕs service 

taxonomy (Bowen, 1990), which classifies the consumption setting by the proximity of 

contact between a customer and a frontline employee (as low, moderate, high), a study 
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finds that in contexts of high customer-employee proximity, amongst others, employee 

affect (caring and friendly), core product, and time dedication and efficiency are 

perceived as most delightful (Barnes, Ponder and Dugar, 2011). In contexts of low 

proximity, service failure recovery and employees that are caring, attentive, and helpful 

are most delightful (Barnes, Ponder and Dugar, 2011).  

The scant literature that implies the consumption setting as a moderator has done 

so by using the critical incident technique; no study has been found that formally 

conceptualises the consumption setting as a moderator in relation to customer delight nor 

quantitatively compares the effect of different stimuli on customer delight between 

different consumption settings. However, conceptualising the consumption setting as a 

moderator would allow to compare whether the effect of delight stimuli on customer 

delight differs in strength between different consumption settings, as shown in the wider 

marketing literature that has looked at the moderation of the effect of independent on 

dependent variables by the consumption setting (e.g. Michel, Baumann and Gayer, 2017; 

Nguyen, DeWitt and Russell-Bennett, 2012; Okada, 2005). Furthermore, the 

classification based on BowenÕs service taxonomy (Bowen, 1990) organises hedonic and 

utilitarian settings into one category (e.g. the moderate proximity category contains movie 

theatres and grocery stores), and ignores the frequently used categorisation of the 

consumption setting into hedonic and utilitarian in the customer delight literature (e.g. 

Barnes, Ponder and Dugar, 2011; Loureiro, Miranda and Breazeale, 2014; Meyer, Barnes 

and Friend, 2017). No study has been found that directly compares the effect of delight 

stimuli on customer delight in hedonic versus utilitarian consumption settings.  

In conclusion, a plethora of delight stimuli on customer delight have been 

identified through qualitative and quantitative methods, although an emphasis of 

investigations exists on interpersonal delight stimuli, whereas non-interpersonal delight 
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stimuli have been relatively neglected. Moreover, although the extant literature has 

looked at various boundary conditions of the effect of delight stimuli on customer delight, 

or the extent to which certain stimuli are perceived as delightful, only two studies have 

been found that conceptualise a moderator in a model, and no study has been found that 

formally conceptualises the consumption setting as a moderator of the effect of delight 

stimuli on customer delight.  

A point that has not been made so far in this sub-section is that the above-reviewed 

research focusing on the (quantitative) effect of delight stimuli on customer delight has 

only investigated this in relation to customer delightÕs magnitude as the key metric. 

However, when looking at the literature on other constructs, e.g. attitudes, advertising, 

satisfaction, and service quality perception, other key metrics have been investigated, 

such as endurance (Havlena and Graham, 2004; Krishnan and Smith, 1998; Mazursky 

and Geva, 1989; Orth and De Marchi, 2007; Palmer and OÕNeill, 2003; Ramanathan and 

Menon, 2006). No study in the customer delight literature has been found that considers 

the effect of delight stimuli on the endurance of customer delight. Such an investigation 

would allow to understand how, i.e. through what delight stimuli, long-lasting customer 

delight can be created. Table 2.2 summarises the studies reviewed above and provides 

further details.  
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Table 2.2: Summary of Selected Studies Involving Customer Delight Stimuli and Moderators 

Author(s), year Methodology Method (real 
vs. hypothetical 
scenario) 

Context Sample Customer delight stimul us  Interpersonal/ 
non-
interpersonal 
stimulus 

Investigated 
moderator 

Kumar and Iyer, 
2001 

Quantitative Survey (real 
scenarios) 

Car 
manufacturerÕs 
dealership visit 

191 customers 
of a car 
manufacturerÕs 
dealership 

StaffÕs overall attitude Interpersonal N/A 
Explanation given to customer by 
employee about the extent of effort, 
e.g. work, needed to deliver a product 

Interpersonal 

Time required to deliver a product Interpersonal 
Verma, 2003 Qualitative Critical incident 

technique (real 
scenarios) 

Various settings 
(not specified) 

97 executives Courtesy (= employeeÕs respect, 
politeness, consideration, friendliness) 

Interpersonal N/A 

EmployeeÕs response to customer 
enquiries 

Interpersonal 

EmployeeÕs genuine willingness to 
help the customer 

Interpersonal 

Effort made by employee to understand 
the needs of the customer 

Interpersonal 

Speedy customer-oriented recovery 
after failure 

Interpersonal 

Personalisation of product by the 
employee 

Interpersonal 

Employee going the extra mile to make 
customer happy 

Interpersonal 

Arnold et al., 
2005 

Qualitative Critical incident 
technique (real 
scenarios) 

Retail visit 113 retail 
shoppers 

EmployeeÕs effort (= helpfulness) Interpersonal N/A 
EmployeeÕs engagement  
(= friendliness) 

Interpersonal 

EmployeeÕs problem resolution  
(= going beyond company rules to 
recover a failure or fix a customerÕs 
problem) 

Interpersonal 

EmployeeÕs interpersonal distance  
(= keeps distance to customer by not 
being too pushy) 

Interpersonal 
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Author(s), year Methodology Method (real 
vs. hypothetical 
scenario) 

Context Sample Customer delight stimul us  Interpersonal/ 
non-
interpersonal 
stimulus 

Investigated 
moderator 

EmployeeÕs time commitment  
(= dedication of sufficient time to the 
customer as well as speed of actions) 

Interpersonal 

Unanticipated acquisition (= customer 
finds the product they had been looking 
for) 

Non-
interpersonal 

Unanticipated value (= surprising 
monetary bargain) 

Non-
interpersonal 

McNeilly and 
Barr, 2006 

Qualitative Interview (real 
scenarios) 

Various 
business-to-
business settings 

Study 1: 48 
executives; 
Study 2: 59 
executives 

Meeting deadlines Interpersonal N/A 

Relating well to a clientÕs employees Interpersonal 

Being available Interpersonal 

Being knowledgeable about the clientÕs 
firm and industry 

Interpersonal 

Fueller and 
Matzler, 2008 

Quantitative Data take from 
Tourism Quality 
Check survey 
(real scenarios) 

Ski resort visits 6,172 ski resort 
visitors 

Party possibilities Both Lifestyle 

Information availability Non-
interpersonal 

Accessibility of areas Non-
interpersonal 

Kids areas Both 

Wellbeing offers Both 

Falk, 
Hammerschmidt 
and Schepers, 
2010 

Quantitative Survey (real 
scenarios) 

Online shop 
visit, internet 
portal site visit 

Study 1: 456 
online shoppers; 
Study 2: 558 
users of 
Germany 
internet portal  

Availability �� Non-
interpersonal 

Stage of 
customer 
relationship Efficiency Non-

interpersonal 
Fulfilment Non-

interpersonal 
Privacy Non-

interpersonal 
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Author(s), year Methodology Method (real 
vs. hypothetical 
scenario) 

Context Sample Customer delight stimul us  Interpersonal/ 
non-
interpersonal 
stimulus 

Investigated 
moderator 

Design Non-
interpersonal 

Enjoyment Non-
interpersonal 

Image Non-
interpersonal 

Barnes, Ponder 
and Dugar, 2011 

Qualitative Critical 
incidence 
technique (real 
scenarios) 

Various service 
settings, e.g. 
restaurant visits 

392 students EmployeeÕs affect (= caring of and 
being friendly to the customer) 

Interpersonal Consumptio
n setting 

EmployeeÕs effort (= being attentive 
and helpful, and willingness to make 
the extra effort to make customer 
happy) 

Interpersonal 

EmployeeÕs skills (= expertise about 
company, product, customers, 
competitors and the wider market, 
terrific service quality) 

Interpersonal 

Time issue (= speed, promptness, 
willingness to save customer time) 

Interpersonal 

Core product Non-
interpersonal 

Bend rules Non-
interpersonal 

Free product samples, such as free 
merchandise  

Non-
interpersonal 

Service failure recovery Interpersonal 
Wang, 2011 Quantitative Experiment 

(two 
hypothetical 
scenarios, one 
real scenario) 

Restaurant visit 
(hypothetical 
and real) 

Study 1: 226 
students; Study 
2: 204 students; 
Study 3: 160 
consumers 

Unrelated supporting services  
(= services that are not necessary for a 
product to fulfil its purpose; instead, 
extends the value of a core product) 

Non-
interpersonal 

N/A 
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Author(s), year Methodology Method (real 
vs. hypothetical 
scenario) 

Context Sample Customer delight stimul us  Interpersonal/ 
non-
interpersonal 
stimulus 

Investigated 
moderator 

Swanson and 
Davis, 2012 

Qualitative Critical incident 
technique (real 
scenarios) 

Performing arts 
setting 

279 performing 
arts patrons 

EmployeeÕs assurance Interpersonal 

EmployeeÕs empathy Interpersonal 
EmployeeÕs responsiveness Interpersonal 
Other performing arts patrons Interpersonal 
Pre or post show activities Both 
Context-specific sources  
(= accessibility, acoustics, comfort of 
venue, performance, seating, ticketing) 

Non-
interpersonal 

Barnes et al. 
2013 

Qualitative Critical incident 
technique (real 
scenarios) 

Various 
industries 

Study 1: 122 
frontline 
employees; 
Study 2: 308 
frontline 
employees 

EmployeeÕs in-role performance  
(= employee provides the expected 
service with skill and knowledge) 

Interpersonal N/A 

EmployeeÕs extra-role performance  
(= service encounter where the 
employee goes well beyond what the 
customer or service firm could expect) 

Interpersonal 

Complimentary offering (= service 
encounters where the customer 
receives something above and beyond 
what was paid for) 

Non-
interpersonal 

EmployeeÕs empathy (= caring and 
individualised attention that employees 
provide to their customers) 

Interpersonal 

Service failure recovery Interpersonal 
Bartl, Gouthier 
and Lenker, 
2013 

Quantitative Survey (real 
scenarios) 

Car 
manufacturer 
website visit 

Study 1: 323 
visitors to 
German car 
manufacturer 
website; Study 
2: 1,931 visitors 
to German car 

Usefulness Non-
interpersonal 

N/A 

Entertainment Non-
interpersonal 
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Author(s), year Methodology Method (real 
vs. hypothetical 
scenario) 

Context Sample Customer delight stimul us  Interpersonal/ 
non-
interpersonal 
stimulus 

Investigated 
moderator 

manufacturer 
website 

Beauchamp and 
Barnes, 2015 

Qualitative Critical incident 
technique (real 
scenarios) 

Various service 
settings, e.g. 
restaurants visit 

277 
ÔmillennialsÕ 
and Ôbaby 
boomersÕ 

EmployeeÕs effort (= attentiveness/ 
helpfulness, extra effort) 

Interpersonal Age and 
gender 

EmployeeÕs skills (= employee 
expertise, ÔterrificÕ service quality) 

Interpersonal 

Time dedication Interpersonal 
Core product Non-

interpersonal 
Bend rules Non-

interpersonal 
Free product samples Non-

interpersonal 
Service failure recovery Interpersonal 

Collier and 
Barnes, 2015 

Quantitative Survey (real 
scenarios) 

Self-service 
experience 

321 self-service 
users 

Fun Non-
interpersonal 

N/A 

Barnes et al., 
2016 

Quantitative Survey (real 
scenarios) 

Grocery store 507 grocery 
store customers 

EmployeeÕs effort Interpersonal N/A 
EmployeeÕs expertise Interpersonal 
Tangibles (= store environment) Non-

interpersonal 
Kim and 
Aggarwal, 2016 

Quantitative Experiment 
(hypothetical 
scenarios) 

Food court and 
cafeteria 

Study 1: 105 
Canadians, 113 
South Koreans; 
Study 2: 105 
Canadians, 97 
South Koreans; 
Study 3: 78 
Canadians, 81 
South Koreans 

EmployeeÕs extra effort Interpersonal Culture 
EmployeeÕs affect Interpersonal 
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Author(s), year Methodology Method (real 
vs. hypothetical 
scenario) 

Context Sample Customer delight stimul us  Interpersonal/ 
non-
interpersonal 
stimulus 

Investigated 
moderator 

Ludwig, Barnes 
and Gouthier, 
2017 

Quantitative Survey (real 
scenarios) 

Various 
settings, e.g. 
restaurant, bank 

272 consumers 
(using MTurk) 

Extra value (monetary and not 
monetary) 

Both N/A 

EmployeeÕs competence and effort 
level 

Interpersonal 

EmployeeÕs interpersonal interaction 
skills 

Interpersonal 

Service failure recovery Interpersonal 
EmployeeÕs time dedication/efficiency Interpersonal 
EmployeeÕs overall performance Interpersonal 

Meyer, Barnes 
and Friend, 2017 

Quantitative Survey (real 
scenarios) 

Various retail 
settings 

375 retail users 
(using MTurk) 

Customer comfort Interpersonal N/A 
EmployeeÕs expertise Interpersonal 

Collier et al., 
2018 

Quantitative Survey (real 
scenarios) 

Various 
settings, e.g. 
restaurants, 
hotels 

542 consumers 
(online panel, 
not specified) 

EmployeeÕs empathy Interpersonal Exception 
making EmployeeÕs effort Interpersonal 

Source: author 
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2.3.3 Outcomes of Customer Delight  

Another major key theme in the customer delight literature has focused on the 

outcomes of delivering customer delight, in order to demonstrate that customer delight is 

a concept worth pursuing, and to justify the expenses of delivering customer delight. 

Investigations into this aspect have been underpinned by the research question of what 

behavioural outcomes result from delighting customers. However, behavioural outcomes 

have been mostly measured and stated as intentions, rather than actual behaviour 

(Alexander, 2012; Arnold et al., 2005; Barnes, Beauchamp and Webster, 2010; Barnes, 

Ponder and Dugar, 2011; Bartl, Gouthier and Lenker, 2013; Chitturi, Raghunathan and 

Mahajan, 2008; Collier et al., 2018; Finn, 2005; Oliver, Rust and Varki, 1997; Sivakumar, 

Li and Dong, 2014; Wang, 2011).  

Two types of behavioural intentions outcomes of customer delight that have been 

prevalently investigated in the customer delight literature, through a variety of methods, 

are repatronage intention (comprising repurchase or revisit intention) and intention to 

engage in positive word of mouth (e.g. Alexander, 2012; Arnold et al., 2005; Dutta et al., 

2017; Ludwig et al., 2017; Swanson and Davis, 2012). Qualitative research conducted in 

hedonic (performing arts setting) and utilitarian consumption settings (retail), using the 

critical incident technique, has found that delighted customers are more likely to revisit 

and recommend the organisation to others (Arnold et al., 2005; Barnes, Ponder and 

Dugar, 2011; Swanson and Davis, 2012). The positive effect of customer delight on 

repurchase intention has also been derived from mathematical models (Alexander, 2012).  

However, these studies lack more statistically rigorous investigations into the 

effect of customer delight. More recent studies address the need for statistical 

consideration of repatronage intention and intention to engage in positive word of mouth 

as customer delight outcomes by conducting a series of experiments, followed by analysis 
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through structural equation modelling and mediation analysis (Dutta et al., 2017; Ludwig 

et al., 2017). It is consistently shown that customer delight has a positive and significant 

effect on repatronage intention and intention to engage in positive word of mouth (Dutta 

et al., 2017; Ludwig et al., 2017). It has also been shown that customer delight has a 

positive effect on engaging in self-enhancing word of mouth (Collier et al., 2018), which 

differs to usual word of mouth to the extent that self-enhancing word of mouth is driven 

by a personÕs desire for othersÕ positive recognition in order to increase self-esteem 

(Angelis et al., 2012).   

 The extant literature has also compared the effects of customer delight on 

repatronage intention and intention to engage in positive word of mouth to those of 

customer satisfaction, to draw conclusions regarding which construct is superior in 

influencing behavioural intentions (Barnes, Beauchamp and Webster, 2010; Chitturi, 

Raghunathan and Mahajan, 2008; Finn, 2005; Hicks et al., 2005; Loureiro, Miranda and 

Breazeale, 2014; Meyer, Barnes and Friend, 2017; Oliver, Rust and Varki, 1997). 

However, results are mixed. Oliver, Rust and Varki (1997) find a significant positive 

effect of customer satisfaction on repatronage intention for both hedonic consumption 

settings (theme park, symphony orchestra), whilst their results suggest a significant, but 

less strong positive effect of customer delight on revisit intention in the symphony 

orchestra setting, but not in the theme park setting (Oliver, Rust and Varki, 1997).  

 Finn (2005) finds, in a utilitarian consumption setting, a significant effect of 

customer delight on repatronage intentions, which, however, is weaker compared to the 

effect of customer satisfaction (Finn, 2005). Further research that validates Oliver, Rust 

and VarkiÕs (1997) model in another utilitarian consumption setting, i.e. supermarkets, 

finds, through structural equation modelling of survey data, a significant positive effect 

of customer satisfaction on repatronage intention and intention to engage in positive word 
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of mouth, whereas no such significant effect is found of customer delight (Loureiro, 

Miranda and Breazeale, 2014). The study concludes that customer delight is not necessary 

in a supermarket setting, due the repetitive and routine characteristics of grocery shopping 

(Loureiro, Miranda and Breazeale, 2014). 

 However, sufficient studies exist that demonstrate that customer delight is a 

marketing concept worthwhile pursuing (Barnes, Beauchamp and Webster, 2010; 

Chitturi, Raghunathan and Mahajan, 2008). For example, building upon equity theory 

(Adams, 1963), various scenario-based experiments (in hedonic consumption settings) 

determine that when customers are over-rewarded (i.e. delighted), they are more likely to 

visit again in the future and to spread positive word of mouth, compared to when they are 

equal-rewarded (i.e. satisfied), or under-rewarded (i.e. dissatisfied) (Barnes, Beauchamp 

and Webster, 2010). This is also confirmed by other studies running experiments; i.e. 

customer delight results in higher repatronage intention and intention to engage in 

positive word of mouth, compared to satisfaction (Chitturi, Raghunathan and Mahajan, 

2008; Wang, 2011). 

 Empirical research has enhanced the findings of the superiority of customer 

delight over satisfaction by revealing significant effects of customer delight on 

repatronage intention, whilst finding non-significant effects for satisfaction (Hicks et al., 

2005; Meyer, Barnes and Friend, 2017). Using interpersonal needs theory (Schutz, 1958) 

to identify stimuli triggering customer delight or satisfaction in utilitarian consumption 

settings (retail), findings show that whereas a significant positive effect exists of customer 

delight on repatronage intention, the effect of customer satisfaction is not significant 

(Meyer, Barnes and Friend, 2017).  

When analysing the extant literature, it is noticed that it has predominantly 

focused on repatronage intention and intention to engage in positive word of mouth as 
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outcomes of customer delight, ignoring other possible behavioural intentions. Other 

behavioural intentions, such as purchase intention, have been investigated less often 

(Barnes, Beauchamp and Webster, 2010; Barnes et al., 2016; Bartl, Gouthier and Lenker, 

2013; Collier et al., 2018; Sivakumar, Li and Dong, 2014; Swanson and Davis, 2012). 

With regards to purchase intention, a study applying quantitative research (surveys) finds, 

in the context of website visits, that if customers are delighted, they are more likely to 

conduct a first-time purchase, compared to when they are satisfied (Bartl, Gouthier and 

Lenker, 2013). Furthermore, in line with equity theory (Adams, 1963), a series of 

experiments, using hypothetical restaurant visits, determine that when customers are 

delighted they are more likely to commit to the organisation and are more likely to pay 

more, compared to when they are satisfied (Barnes, Beauchamp and Webster, 2010). Like 

willingness to pay more, decreased price consciousness has also been found to be an 

outcome of customer delight (Collier et al., 2018).  

Further outcomes of customer delight that have been hardly examined are 

intention to donate, percentage of budget spent (measured as the average weekly 

household spending of grocery spent at a certain supermarket), tolerance towards service 

failure, and feeling of importance and confidence (Barnes et al., 2016; Barnes, Ponder 

and Dugar, 2011; Collier et al., 2018; Swanson and Davis, 2012). With regards to the 

former, a qualitative study, conducted in a hedonic consumption setting (performing arts 

setting), reveals that if someone is delighted, they are more likely to support a (not-for-

profit) organisation (Swanson and Davis, 2012). Budget spent, as a customer delight 

outcome, represents actual behaviour, and is increased if a customer is delighted (Barnes 

et al., 2016). Furthermore, the more a customer is delighted, the higher their tolerance 

towards service failure (Collier et al., 2018), and the higher their feelings about their own 

importance and confidence (Barnes, Ponder and Dugar, 2011). 
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Briefly turning to the few studies considering customer delight as being extreme 

customer satisfaction, these stimuli also look at the effect of customer delight on 

outcomes (Ngobo, 1999; Rychalski and Hudson, 2017). Ngobo (1999) uses the zone of 

delight model (Coyne, 1989) to investigate whether there is a saturation effect of customer 

delight (as being extreme satisfaction). Establishing mathematical models and overlying 

empirical data from surveys gathered in different settings (bank, car insurance, camera 

purchase, retailer), it is revealed that for three of the four samples (bank, car insurance, 

camera purchase) does a saturation effect occur, where high levels of satisfaction, i.e. 

customer delight, have a decreasing effect on loyalty (Ngobo, 1999). Further insights are 

generated, through survey data, by showing that positive emotions, such as delight, have 

a stronger effect on satisfaction than negative ones; however, in line with prospect theory 

(Kahneman and Tversky, 1979), negative emotions have a stronger (negative) effect on 

positive word of mouth, compared to the (positive) effect of positive emotions (Rychalski 

and Hudson, 2017).10 

To conclude, the current literature has shown that customer delight is a worthy 

marketing concept by investigating the outcomes of customer delight (e.g. Chitturi, 

Raghunathan and Mahajan, 2008; Oliver, Rust and Varki, 1997). Two of the key aspects 

highlighted in this sub-section constituted (a) the fact that although the literature has 

                                                
 
10 Research has also looked at the outcomes of customer delight on employees and customers that observe 
the delightful experience (Barnes, Collier and Robinson, 2014; Barnes et al., 2013; Barnes, Ponder and 
Hopkins, 2015; Ludwig, Barnes and Gouthier, 2017). With regards to employees, research has found that 
when delivering customer delight, employees experience, for example, an increased positive feeling; a 
heightened feeling of accomplishment; and improved job satisfaction, attitudes and behaviour, such as 
improved customer orientation, external representation behaviour (i.e. advocating their organisation to 
others), and service delivery behaviours (Barnes et al., 2013; Barnes, Ponder and Hopkins, 2015). With 
regards to observing customers, it has been found that they can either adopt the delighted customerÕs joy, 
and feel joyful themselves, which leads to increased repurchase intentions; or they experience jealousy and 
unfairness, which increases their complaint behaviour, and decreases repurchase intention (Ludwig, Barnes 
and Gouthier, 2017). As this thesis focuses on customers being delighted, a further elaboration on these 
studies is neglected.  
!
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shown the benefits of customer delight, some inconsistency exists with regards to the 

significance of the effect of customer delight on behavioural intentions, and (b) that a 

prevalent focus has lay on rapatronage intention (comprising revisit and repurchase 

intentions) and intention to engage in positive word of mouth, whereas other behavioural 

intentions have been scarcely looked at. Lastly, a point that has not been made is that only 

the magnitude of outcomes of customer delight has been used as a metric. As suggested 

in sub-section 2.3.2, endurance of outcomes, i.e. behavioural intentions, might constitute 

an alternative indicator. However, no research has been conducted in this respect. An 

inclusion of endurance would not only show how to create long-lasting customer delight, 

but also long-lasting behavioural intentions. Table 2.3 summarises the various studies that 

look at the outcomes of customer delight, and provides further information on the studiesÕ 

methodologies.  
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Table 2.3: Summary of Selected Studies Involving Customer Delight Outcomes  

Author(s), year Methodology Method (real vs. 
hypothetical 
scenario) 

Context Sample  Customer delight outcome of increasedÉ 

Oliver, Rust and 
Varki, 1997 

Quantitative Survey (real 
scenarios) 

Theme park and 
symphony orchestra 
visits 

Study 1: 90 visitors to theme 
park; Study 2: 104 visitors to a 
symphony orchestra 

Revisit intention 

Arnold et at., 
2005 

Qualitative Critical incident 
technique (real 
scenarios) 

Retail visit 113 retail shoppers Positive word of mouth intention 

Finn, 2005 Quantitative Survey (real 
scenarios) 

Online websites visit 319 students and university staff Revisit intention 
Positive word of mouth intention 

Hicks et al., 2005 Quantitative Survey (real 
scenarios) 

Plant purchase 629 purchasers of plants Revisit intention 

Chitturi, 
Raghunathan and 
Mahajan, 2008 

Quantitative Experiment (two 
hypothetical 
scenarios, one real 
scenario) 

Mobile phone purchase 
scenario; laptop purchase 
scenario; car service visit 

Study 1: 240 students; Study 2: 
240 students; Study 3: 142 car 
owners 

Re-purchase intention 

Positive word of mouth intention 

Barnes, 
Beauchamp and 
Webster, 2010 

Quantitative Experiment (three 
hypothetical 
scenarios) 

Restaurant visit scenario Study 1: 272 students; Study 2: 
167 adults; Study 3: 210 adults  

Positive word of mouth intention 
Revisit intention 
Commitment intention 
Pay more intention 

Barnes, Ponder 
and Dugar, 2011 

Qualitative Critical incident 
technique (real 
scenarios) 

Various service settings, 
e.g. restaurants visit 

392 students Positive word of mouth intention 
Feelings about own importance and 
confidence 

Wang, 2011 Quantitative Experiment (two 
hypothetical 
scenarios, one real 
scenario) 

Restaurant visit 
(hypothetical and real) 

Study 1: 226 students; Study 2: 
204 students; Study 3: 160 
consumers 

Revisit intention 

Alexander, 2012 Quantitative Literature-based n/a n/a Re-purchase intention 
Swanson and 
Davis, 2012 

Qualitative Critical incident 
technique 

Performing arts setting 279 performing arts patrons Positive word of mouth intention 
Revisit intention 
Donation intention 
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Author(s), year Methodology Method (real vs. 
hypothetical 
scenario) 

Context Sample  Customer delight outcome of increasedÉ 

Barnes et al. 2013 Study 1: 
qualitative; 
Study 2: 
quantitative 

Study 1: critical 
incident technique 
(real scenarios); 
Study 2: survey 
(real scenarios) 

Various industries (not 
specified) 

Study 1: 122 frontline 
employees; Study 2: 308 
frontline employees 

Delight contagion (= tendency of the 
employee to mimic the emotions of the 
customer who has been delighted) 
Sense of accomplishment (= positive 
emotions that arise within the employee after 
providing delight) 
Improved customer orientation  
(= employee has an increased desire to 
please the customer) 
Improved job skill (= the encounter 
increased the skills/abilities of the employee 
in some way) 

Bartl, Gouthier 
and Lenker, 2013 

Quantitative Survey (real 
scenarios) 

Car manufacturer 
website visit 

Study 1: 323 visitors to a 
German car manufacturer 
website; Study 2: 1,931 visitors 
to a German car manufacturer 
website 

Purchase intention 

Barnes, Collier 
and Robinson, 
2014 

Quantitative Survey (real 
scenarios) 

Various service settings, 
e.g. restaurants visit 

Low contact sample: 306 
frontline employees; high 
contact sample: 395 frontline 
employees 

Employee work engagement 
(= vigour, dedication, absorption) 
Employee psychological capital  
(= efficacy, hope, resilience, optimism) 

Sivakumar, Li 
and Dong, 2014 

Quantitative Mathematical 
derivation 

n/a n/a Service quality perception 

Barnes, Ponder 
and Hopkins, 
2015 

Quantitative Survey (real 
scenarios) 

Various consumption 
settings, e.g. grocery 
stores 

431 frontline employees EmployeeÕs positive affect 
EmployeeÕs job satisfaction 
EmployeeÕs affective commitment 
EmployeeÕs external representation 
behaviours (= advocating organisation, i.e. 
its image, products, to others) 
EmployeeÕs internal influence behaviours (= 
initiating communications with others in a 
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Author(s), year Methodology Method (real vs. 
hypothetical 
scenario) 

Context Sample  Customer delight outcome of increasedÉ 

company to improve the delivery of 
services) 
EmployeeÕs service delivery behaviours 

Barnes et al., 
2016 

Quantitative Survey (real 
scenarios) 

Grocery store 507 grocery store customers Percentage of budget spent 

Dutta et al., 2017 Quantitative Experiment 
(hypothetical 
scenarios) 

Retail stores Study 1: 120 students; Study 2: 
200 non-students (using 
MTurk); Study 3: 83 students; 
Study 4: 120 students; Study 5: 
180 non-students (using MTurk) 

Revisit intention 

Ludwig, Barnes 
and Gouthier, 
2017 

Quantitative Survey (real 
scenarios) 

Various settings, e.g. 
restaurant, bank 

272 panellists (using MTurk) Joy of observing customers 
Jealousy of observing customers 
Feeling of unfairness of observing customers 
Complaint Behaviour of observing 
customers 
Resistance of repurchase intention of 
observing customers 

Ludwig et al., 
2017 

Quantitative Experiment 
(hypothetical 
scenario) 

Hotel visit 472 panellists of a market 
research agency 

Positive word of mouth intention 
Revisit intention 

Meyer, Barnes 
and Friend, 2017 

Quantitative Survey (real 
scenarios) 

Various retail settings 375 retail users (using MTurk) Revisit intention 

Collier et al., 
2018 

Quantitative Survey (real 
scenarios)  

Various settings, e.g. 
restaurants, hotels 

542 consumers (online panel, 
not specified) 

Self-enhancing word of mouth 
Tolerance to service failure 
Willingness to pay more intention 

             Source: author 
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2.3.4 Customer Delight and Psychology 

Although calls have been made for investigations into the psychological elements 

of customer delight (e.g. Chitturi, Raghunathan and Mahajan, 2008; Oliver, Rust and 

Varki, 1997), only recently has the literature explicitly intertwined customer delight with 

psychological theories (Ball and Barnes, 2017; Ma et al., 2016). One study looks at 

customer delight through cognitive appraisal theory (e.g. Scherer, 1997), and revolves 

around the occurrence of either customer delight or satisfaction, based on the appraisal of 

hedonic consumption experiences (theme parks), using different appraisal dimensions 

(Ma et al., 2016). These appraisal dimensions include unexpectedness/novelty, goal 

realisation, goal importance, goal interest, and goal congruence with regards to a 

consumption setting (Ma et al., 2016). Structural equation modelling of the survey data 

reveals that the appraisals of unexpectedness/novelty, goal realisation, goal importance, 

and goal interest lead to customer delight (Ma et al., 2016). Only the appraisals of goal 

congruence and goal realisation lead to customer satisfaction (Ma et al., 2016). Although 

the effect of these appraisal dimensions is conceptually depicted as influencing customer 

delight and satisfaction through their antecedents, based on Oliver, Rust and VarkiÕs 

(1997) work, these effects are not empirically tested in the study (Ma et al., 2016). 

Another study looks at customer delight within the context of positive psychology 

(e.g. Seligman and Csikszentmihalyi, 2000), as a subset of the psychology literature (Ball 

and Barnes, 2017). It is found, through structural equation modelling of survey data 

gathered in a hedonic consumption context (rock concert), that additionally to joy and 

surprise, gratitude constitutes an antecedent of customer delight (Ball and Barnes, 2017). 

Furthermore, the same study identifies psychological sense of brand community (in 
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relation to other customers) and transcendent experience11 as stimuli, which affect 

customer delight through surprise (only transcendent experience), joy, and gratitude (Ball 

and Barnes, 2017).  

However, despite the two studies that explicitly intertwine customer delight with 

theories from the discipline of psychology, it is surprising that a dearth of investigations 

exists in the extant customer delight literature into this key theme. This is even though 

the psychology domain constitutes one of the streams from which delight originated 

(Plutchik, 1980). It could be argued that the studies investigating the antecedents of 

customer delight (e.g. Chitturi, Raghunathan and Mahajan, 2008; Finn, 2005; Oliver, Rust 

and Varki, 1997; Sivakumar, Li and Dong, 2014) look at psychological aspects of 

customer delight, as they focus on its antecedents that are generated within customers, 

i.e. surprising consumption, arousal, and positive affect. However, they neither explicitly 

underpin their research with the aim to focus on the psychological aspects of customer 

delight, nor do they use a theory from the psychology literature beyond the work of 

Plutchik (1980). Hence, it is not surprising that calls have been made for an extension of 

knowledge into the psychological aspects of customer delight to better understand the 

construct (Barnes, Ponder and Dugar, 2011; Sivakumar, Li and Dong, 2014). A 

suggestion of how to look at the psychological aspects of customer delight made by this 

thesis is to investigate customersÕ intrinsic processing related to customer delight, i.e. 

how customers intrinsically process delightful experiences, and how the processing 

affects customer delight and, in turn, behavioural intentions. Looking at intrinsic 

                                                
 
11The studyÕs authors (Ball and Barnes, 2017) provide definitions of this term based on the literature, such 
as that a transcendent customer experience is Ò[É] a suspension of temporal reality, a sense of separation 
from the mundane, and a sense of unity with some higher plane of experienceÓ (Schouten, McAlexander 
and Koenig, 2007, p. 357). It is an experience that transforms an individual, i.e. through an instance of 
personal achievement (Arnould and Price, 1993; Celsi, Rose and Leigh, 1993).  
!
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processing has been shown to be insightful in other areas of marketing, such as attitudes 

(Petty and Cacioppo, 1986). 

 

2.4  Chapter Conclusion 

This current chapter provided a comprehensive review of the customer delight 

literature. The streams of origins of customer delight in the psychology, customer 

satisfaction, and quality management literature were introduced first. Specifically, 

psychoevolutionary theory of emotions (Plutchik, 1980) and expectancy-disconfirmation 

theory (Oliver, 1980), as well as the zone of delight model (Coyne, 1989) and the Kano 

model (Kano et al., 1984), were introduced as the foundational work leading up to the 

term Ôcustomer delightÕ being formalised in the marketing literature in 1997.  

Thereafter, by providing a list of the key studies on customer delight published in 

the marketing literature since 1997, and analysing their respective research focus, four 

key themes were identified within the customer delight literature: (1) the 

conceptualisation of customer delight, (2) delight stimuli and moderators of customer 

delight, (3) customer delight outcomes, and (4) customer delight and psychology. Each 

key theme was reviewed separately. Within the key theme of the conceptualisation of 

customer delight, the literature has been underpinned by disagreement over the 

antecedents of customer delight, and the distinction between customer delight and 

satisfaction (Finn, 2005; Loureiro, Miranda and Breazeale, 2014; Oliver, Rust and Varki, 

1997). It was concluded that this thesis follows the stream of research that considers 

customer delight as consisting of surprising consumption, arousal, and positive affect, 

and as being distinct from customer satisfaction (e.g. Chitturi, Raghunathan and Mahajan, 

2008; Collier et al., 2018).  
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As part of the delight stimuli key theme, a plethora of interpersonal and non-

interpersonal delight stimuli were presented, although it was highlighted that there has 

been an emphasis on interpersonal delight stimuli in the literature (e.g. Kumar and Iyer, 

2001; Verma, 2003), whereas non-interpersonal stimuli have been relatively less looked 

at. In addition, studies were reviewed involving a focus on moderators that influence how 

delightful certain stimuli are (e.g. Collier et al., 2018; Fueller and Matzler, 2008), and it 

was identified that although research exists on customer delight in the context of hedonic 

and utilitarian consumption settings, no study has so far formally conceptualised the 

consumption setting as a moderator, nor directly compared the effectiveness of delight 

stimuli between hedonic and utilitarian consumption settings. It was also highlighted that 

research that has looked at the effects of stimuli on customer delight, has focused on the 

magnitude of customer delight as the only key metric (e.g. Chitturi, Raghunathan and 

Mahajan, 2008). This thesis argued that endurance might constitute an alternative key 

metric. 

Subsequently, literature on the outcomes of customer delight, as a further key 

theme, was reviewed. It was concluded that although sufficient research has shown the 

benefits of customer delight (and superiority over the effect of satisfaction), mixed 

findings still exist (e.g. Bartl, Gouthier and Lenker, 2013; Collier et al., 2018; Oliver, 

Rust and Varki, 1997). Moreover, the majority of research has looked at repatronage 

intention (comprising revisit and repurchase intention) and intention to engage in positive 

word of mouth (e.g. Chitturi, Raghunathan and Mahajan, 2008; Oliver, Rust and Varki, 

1997), with only a few studies having looked beyond these two outcomes of customer 

delight (e.g. Barnes, Beauchamp and Webster, 2010; Collier et al., 2018). It was 

highlighted that the extant research has solely investigated the magnitude of behavioural 

intentions as the only key metric (e.g. Wang, 2011), whereas looking at endurance might 



Literature Review: Customer Delight 
 

!
 

63 

constitute an alternative. The fourth key theme, i.e. customer delight and psychology, was 

reviewed, and it was argued that despite the origins of customer delight in psychology, a 

dearth of studies exists that have explicitly intertwined customer delight and psychology 

(Ball and Barnes, 2017; Ma et al., 2016), and calls have been made for investigations into 

the psychological aspects of customer delight (e.g. Chitturi, Raghunathan and Mahajan, 

2008; Oliver, Rust and Varki, 1997). It was suggested that this could be addressed by 

looking at customersÕ intrinsic processing during delightful experiences, and how this 

affects customer delight and, in turn, behavioural intentions. Chapter 3 introduces dual-

processing theory as a frequently applied ÔlensÕ to investigate intrinsic processing.  
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3.! Literature Review: Dual-Processing Theory 

This chapter introduces dual-processing theory as the primary ÔlensÕ used in the 

literature to investigate intrinsic processing. Different models of the theory are briefly 

discussed, before the focus shifts to the System 1 and System 2 processing framework as 

the model used in this thesis. Justification is given why this model is chosen, and 

methodological aspects of this domain are discussed.  

 
3.1  Two Types of Processing 

A theory that has been prevalently applied when looking at the intrinsic processing 

that underlies constructs in psychology, decision-making, and social cognition12, is dual-

processing theory (Evans, 2008). Dual-processing theory emerged in the 1950Õs with the 

debate around Ôbounded rationalityÕ of humans (Kahneman, 2003; Simon, 1955). This 

debate considered human behaviour as not being exclusively elaborate and thorough; it 

could also be irrational (Simon, 1955). These points were strengthened by related 

discourse, such as prospect theory (Kahneman and Tversky, 1979).  

Since then, various models, as representations of dual-processing theory, have 

been developed, which agree that there are two types of processing (Evans, 2008). One 

type is fast, affectively-driven, intuitive, and automatic, whereas the second type is slow, 

cognitively-driven, analytical, and deliberate (e.g. Chaiken, Lieberman and Eagly, 1989; 

Epstein, 1994; Evans, 2008; Kahneman, 2003; Petty and Cacioppo, 1986; Stanovich and 

West, 2000). These different characteristics do not have to be mutually present; instead, 

some characteristics predominate depending on the situation (Bargh, 1992). For example, 

                                                
 
12 Despite the focus on dual-processing theory as a theory of psychology, the literature on dual-processing 
theory in decision-making and social cognition is also included in this literature review. However, as the 
focus of this thesis lies on customers, the literature on dual-processing theory that focuses on practitionersÕ 
decision-making (e.g. Laureiro-Martinez and Brusoni, 2018) is excluded.  
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situations that require an immediate decision to a problem, such as evaluating the quality 

of a product in a shop under time constraint, means a person uses the fast processing type, 

with the intuitive characteristic predominating (Dane, Rockmann and Pratt, 2012; 

Saunders and Buehner, 2013). As opposed to that, repeat purchase is linked to the fast 

processing type being characterised by automaticity (Kahneman, 2011).   

Dual-processing models are classified into generalised and phenomenon-specific 

models (Gawronski and Creighton, 2013). Generalised dual-processing theories do not 

focus on a specific construct; they revolve around characteristically distinguishing the 

two different processing types, and are used to look at specific constructs (Gawronski and 

Creighton, 2013). Generalised dual-processing theories include Cognitive-Experiential 

Self-Theory (Epstein, 1994), the Reflection-Reflexion Model (Lieberman, 2003), and the 

System 1 and System 2 processing framework (Kahneman, 2003; Stanovich and West, 

2000). Contrarily, phenomenon-specific models focus on a specific construct, e.g. 

persuasion, attitude, and prejudice and stereotyping (Gawronski and Creighton, 2013). 

Examples are the Elaboration Likelihood Model of Persuasion (Petty and Cacioppo, 

1986) and the Dual Attitude Model (Wilson, Lindsey and Schooler, 2000). 

The insights and value that dual-processing theory brings to understanding 

peopleÕs intrinsic processing has been demonstrated, for example, by the Elaboration 

Likelihood Model, which looks at the persuasion of marketing communications, and 

attitude creation and change (Gawronski and Creighton, 2013; Petty and Cacioppo, 

1986). Attitudes occur via two different routes, i.e. the ÔcentralÕ and ÔperipheralÕ routes, 

depending on peopleÕs motivation, ability to process, and involvement (Petty and 

Cacioppo, 1986). Whereas the central route comprises slow, cognitive processing, e.g. of 

the argument quality, and is used if motivation, ability, and involvement are high, the 

peripheral route is more superficial and fast, and is used if motivation, ability, and 
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involvement are low (Figure 3.1). Regarding attitudesÕ quality, the model states that 

peripheral route outcomes are less strong and enduring, whereas central route attitudes 

are embedded in peopleÕs minds more strongly and for longer (Petty and Cacioppo, 1986). 

 

Figure 3.1: Elaboration Likelihood Model  
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3.2  System 1 and System 2 Processing Framework 

It is generally accepted that the System 1 and System 2 processing framework, as 

coined by Stanovich and West (2000) and further developed by Kahneman (2003), is a 

representation of dual-processing theory that has dominated the debate in the psychology, 

decision-making, and social cognition literature (e.g. Dane, Rockmann and Pratt, 2012; 

De Neys, 2006; Evans, 2008; Evans and Stanovich, 2013; Haidt, 2001; Mishra, Mishra 

and Nayakankuppam, 2007; Olsen, Samuelsen and Gaustad, 2014; Viswanathan and Jain, 

2013). The framework states that people process through two systems (Kahneman, 2003; 

Stanovich and West, 2000), which are subsequently examined.  

System 1 processing is, e.g. fast, affectively-driven, intuitive, and automatic, and 

accesses mental contents, such as prior knowledge and beliefs; it constitutes the system 

people default to as they try to avoid effortful processing (Kahneman, 2003; Stanovich 

and West, 2000). System 2 processing is, e.g. slow, cognitively-driven, analytical, and 

rule-based (Kahneman, 2003; Stanovich and West, 2000). Whether someone processes 

through System 1 or System 2 is determined by motivation, capability, and the time 

available to process (De Neys, 2006; Evans, 2008; Kahneman, 2003; Stanovich and West, 

2000). The higher these factors, the more likely a person is to process via System 2 

(Kahneman, 2003; Stanovich and West, 2000). Furthermore, the framework states that if 

a person is lowly involved, System 1 processing is more likely to occur, whereas if a 

person is highly involved, System 2 processing is more likely to occur (Kahneman, 2003; 

Stanovich and West, 2000). 

Furthermore, the System 1 and System 2 processing framework distinguishes 

between processing via these systems and perceptual processing (Kahneman, 2003). 

System processing and perceptual processing differ in their contents (Kahneman, 2003). 

Whereas System 1 and System 2 processing can be elicited by verbal information that is 
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linked to a personÕs conceptual representations of the past, present, and future, acquired 

through prolonged practice, the content of perceptual processing is bound to stimuli that 

are triggered through stimulation of a specific moment, without a link to any pre-held 

representations (Kahneman, 2003). This thesis appreciates the framework distinguishing 

between these modes of processing, as perceptual processing and System 1 processing 

share the same characteristics (Kahneman, 2003), which would have been ambiguous if 

not explicitly separated. This allows to only focus on System 1 and System 2 processing 

here. Figure 3.2 summarises the preceding points. 

 

Figure 3.2: Overview of the Process and Content of System 1 and System 2 Processing, 
and Distinction from Perceptual Processing 
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if  System 1 generates an intuitive response, using acquired mental contents, and no 

subsequent System 2 reasoning is necessary (Kahneman, 2003; Stanovich and West, 

2000). If  System 1 processing is not stimulated due to, e.g. cognitive dissonance, only 

System 2 processing takes place (Kahneman, 2003; Stanovich and West, 2000). However, 

both systems can occur as a sequence (hereafter referred to as Ôsequential Systems 1+2 

processingÕ). In this case, System 1 processing happens first and provides a tentative 

response for System 2 processing. System 2 processing then creates an outcome that 

either endorses or conflicts with the System 1 response (Kahneman, 2003). If the latter is 

the case, the initial response of System 1 is adjusted or corrected (= overridden), or even 

blocked if it violates a logical System 2 rule (Kahneman, 2003; Stanovich and West, 

2000). 

However, there has been a separate discourse in the literature stating that instead 

of applying effortful System 2 processing, if System 1 requires elaboration, people use 

heuristics, i.e. shortcuts from a mental Ôadaptive toolboxÕ, as humans try to avoid effortful 

processing due to laziness (Gigerenzer and Selten, 2001; Tversky and Kahneman, 1974). 

These heuristics include, for example, recognition heuristic, take the best, and satisficing 

(Gigerenzer and Goldstein, 1996; Goldstein and Gigerenzer, 2002). It has been shown 

that decisions made based on heuristics can be similarly accurate and correct as those 

resulting from System 2 processing (referred to as the Ôaccuracy-effort trade-offÕ in the 

literature) (Gigerenzer, 2008; Gigerenzer and Gaissmaier, 2011; Kruglanski and 

Gigerenzer, 2011).  

This research appreciates heuristics being a vast and strongly debated area within 

the dual-processing theory literature. However, its main emphasis appears to be on 

heuristics within the context of System 1 processing (Brighton and Gigerenzer, 2015; 

Gigerenzer, 2008; Gigerenzer and Gaissmaier, 2011; Harvey, 2007; Newell and Shanks, 



Literature Review: Dual-Processing Theory 
 

!
 

70 

2003; Saini and Monga, 2008), eluding an equal focus on System 2 processing. As both 

systems are of equal interest here, without putting an emphasis on System 1 processing, 

a further elaboration on the area of heuristics is, thus, neglected. By doing so, 

investigations are joined that focus on both systems equally, whilst acknowledging 

heuristics as a separate conversation in the literature (Dane, Rockmann and Pratt, 2012; 

De Neys, 2006; Gloeckner and Witteman, 2010; Haidt, 2001; Kardes, 2006; Mishra, 

Mishra and Nayakankuppam, 2007; Saunders and Buehner, 2013; Slovic et al., 2004; 

Viswanathan and Jain, 2013).  

The System 1 and System 2 processing framework also emphasises differences in 

outcomes following the respective forms of system processing (Kahneman, 2003; 

Stanovich and West, 2000). Responses following System 1 processing constitute 

impressions and feelings, whereas those following System 2 processing are judgements 

(Kahneman, 2003; Stanovich and West, 2000). Judgements following System 2 

processing result if processing occurs via this system only, or via sequential Systems 1+2 

processing (Kahneman, 2003; Stanovich and West, 2000). Differences relate to 

magnitude, endurance, and accuracy of outcomes; specifically, judgements following 

System 2 processing are stronger, more enduring, and more accurate, whereas 

impressions and feelings resulting from System 1 processing are relatively weaker, less 

enduring, and less accurate (Kahneman, 2003; Stanovich and West, 2000). It is to note 

that with regards to endurance, this means that outcomes of System 2 processing are 

similarly strong at a later stage (t2), as they were initially right after processing (t1). In 

contrast, outcomes of System 1 processing are weaker in their magnitude at a later stage 

(t2), compared to right after processing (t1). Figure 3.3 depicts the System 1 and System 

2 processing framework as it is interpreted here. 
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Figure 3.3: System 1 and System 2 Processing Framework 
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Kahneman, 2003, 2011; Lerner and Tiedens, 2006). For example, it was found that if a 

person is angry or happy, this triggers System 1 processing, without elaborating via 

System 2 (Bodenhausen, Kramer and Suesser, 1994; Lerner and Tiedens, 2006). This 

opposes what is found for sadness, which triggers more effortful System 2 processing 

(Bodenhausen, Sheppard and Kramer, 1994; Tiedens, 2001).  

However, calls have been made to intertwine new emotions with dual-processing 

theory, or, more specifically, the System 1 and System 2 processing framework (Evans, 

2008; Slovic et al., 2004; Wang, 2006). Furthermore, the extant literature has accepted, 

based on the System 1 and System 2 processing framework, that emotions are outcomes 

of System 1 processing only. This omits the fact that emotions consist of affective and 

cognitive elements (Oatley and Johnson-Laird, 1987). The fact that emotions consist of 

cognitive elements, which shares similarities with cognitively-driven System 2 

processing, raises the question whether emotions could also be outcomes of System 2 

processing, which would mean that they might constitute judgements. In addition, as the 

System 1 and System 2 processing framework states that outcomes have different 

qualities following the system processing they result from (Kahneman, 2003; Stanovich 

and West, 2000) means that the resulting outcome, either as an emotion or judgement, 

might differ in its quality, such as its magnitude and endurance. However, no study has 

been found that investigates this aspect.   

When analysing the dual-processing theory literature, two points are noted that 

have been scarcely looked at. First, dual-processing theory has been principally used in 

the psychology literature (e.g. Bodenhausen, Kramer and Suesser, 1994), whereas scant 

studies link the theory to marketing in order to investigate marketing concepts (Filieri, 

2015; Olsen, Samuelsen and Gaustad, 2014; Petty and Cacioppo, 1986; Sierra and 

Hyman, 2011). However, the studies that do so provide invaluable insights into how 
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customers process certain experiences and how this affects the quality of these marketing 

concepts, such as attitudes (Petty and Cacioppo, 1986). Linking the theory to further 

marketing concepts might prove invaluable as it may be revealed how the magnitude and 

endurance of these concepts can be increased by triggering a certain form of system 

processing. Second, it is noted that the effect of the different types of system processing 

on outcomesÕ qualities, e.g. their magnitude and endurance, has been conveyed as 

generally applicable. No study was found that looks at how the framework specifically 

applies, for example, in different consumption settings. From a marketing perspective, 

the consumption setting constitutes an important aspect in the customer delight and wider 

marketing literature, in order to derive more concrete implications for theory and practice 

(e.g. Chitturi, Raghunathan and Mahajan, 2008; Nguyen, DeWitt and Russell-Bennett, 

2012; Okada, 2005; Oliver, Rust and Varki, 1997). Looking at the System 1 and System 

2 processing framework in different consumption settings may reveal which form of 

system processing leads to stronger outcomes in a specific consumption setting and, thus, 

should be triggered.  

This thesis uses the dual-processing model of System 1 and System 2 processing 

as the framework to look at the intrinsic processing related to customer delight for three 

important reasons. First, it has been one of the most dominant frameworks in the 

psychology, decision-making, and social cognition literature, and, hence, is a robust 

theoretical foundation (Evans, 2008). Second, it also explains how both systems work in 

combination (i.e. as a sequence), rather than seeing them as two exclusive, separately 

operating types of system processing, as is the case, for example, with the Elaboration 

Likelihood Model (Petty and Cacioppo, 1986). Third, the System 1 and System 2 

processing framework acknowledges a difference in outcomesÕ qualities, i.e. magnitude 
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and endurance13, following the different types of system processing (Kahneman, 2003; 

Stanovich and West, 2000), which will offer a comprehensive investigation into the 

intrinsic processing related to customer delight.  

Looking at the methodologies used in the dual-processing theory literature, 

research has predominantly applied an explanatory approach, using quantitative methods 

(e.g. Bodenhausen, Sheppard and Kramer, 1994; Caruso and Shafir, 2006; Dane, 

Rockmann and Pratt, 2012; De Neys, 2006; Filieri, 2015; Olsen, Samuelsen and Gaustad, 

2014; Saunders and Buehner, 2013; Wang, 2006), although a few applications of 

exploratory methodology (Viswanathan and Jain, 2013) and secondary data collection 

exist (Diederich and Trueblood, 2018; Forgas, 2000; Haidt, 2001; Lerner and Tiedens, 

2006; Slovic et al., 2004). Studies based on experimental research designs investigate 

different aspects of dual-processing theory, e.g. the more accurate system, the 

interference between the two systems, and the speed of systems (e.g. Cappalletti, Gueth 

and Ploner, 2011; Dane, Rockmann and Pratt, 2012; De Neys, 2006; Hamilton, Hong and 

Chernev, 2007; Mishra, Mishra and Nayakankuppam, 2007; Nordgren and Dijksterhuis, 

2009; Olsen, Samuelsen and Gaustad, 2014; Rottenstreich, Sood and Brenner, 2007).  

Experiments, based on real and hypothetical scenarios, either use (1) manipulation 

techniques to stimulate one type of system processing or weaken the other one (e.g. 

Cappalletti, Gueth and Ploner, 2011; Dane, Rockmann and Pratt, 2012; De Neys, 2006; 

Hamilton, Hong and Chernev, 2007; Mishra, Mishra and Nayakankuppam, 2007; 

Nordgren and Dijksterhuis, 2009; Olsen, Samuelsen and Gaustad, 2014; Rottenstreich, 

Sood and Brenner, 2007), or (2) neuroscientific tools, such as EEGs and fMRIs (e.g. 

                                                
 
13 Accuracy is a quality variable related to decision-making, where the correctness of choices is of relevance 
(Dane, Rockmann and Pratt, 2012). Hence, it is not relevant for this research, and is not further incorporated 
as a quality variable into this thesis from Chapter 4 onwards. 
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Lieberman, 2003, 2007). Please note that although this research appreciates the value of 

neuroscientific methods in this domain as well as other areas of marketing (Hubert and 

Kenning, 2008; Plassmann et al., 2015), it excludes these methods from further 

elaboration. This is due to several reasons. Neuroscientific methods solely capture brain 

functions, and measure neural activities (Hubert and Kenning, 2008; Plassmann et al., 

2015). This means, neuroscientific methods do not allow to identify causal relationships; 

they only provide insights into correlations (Plassmann et al., 2015). However, this 

research looks at causal relationships (see Chapter 5 for details).  

Moreover, findings, based on neuroscientific methods, have frequently been 

considered limited in their generalisability due to very small sample sizes (Hubert and 

Kenning, 2008; Plassmann et al., 2015). Consequently, a further inclusion of 

neuroscientific methods is hereafter omitted, and the subsequent focus is on manipulation 

techniques, which have been shown successful in triggering and controlling for system 

processing to generate findings using dual-processing theory (e.g. Cappalletti, Gueth and 

Ploner, 2011; Dane, Rockmann and Pratt, 2012; De Neys, 2006; Hamilton, Hong and 

Chernev, 2007; Nordgren and Dijksterhuis, 2009; Olsen, Samuelsen and Gaustad, 2014).  

With regards to system processing manipulation techniques, those include 

instructions, time pressure, priming, and cognitive load (Cappalletti, Gueth and Ploner, 

2011; Caruso and Shafir, 2006; Dane, Rockmann and Pratt, 2012; De Neys, 2006; 

Hamilton, Hong and Chernev, 2007; Mishra, Mishra and Nayakankuppam, 2007; 

Nordgren and Dijksterhuis, 2009; Rottenstreich, Sood and Brenner, 2007; Saunders and 

Buehner, 2013; Suri and Monroe, 2003; Wang, 2006). Research has applied a 

combination of these techniques (e.g. Cappalletti, Gueth and Ploner, 2011; Dane, 

Rockmann and Pratt, 2012; Mishra, Mishra and Nayakankuppam, 2007).  
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Manipulation using instructions (also referred to as ÔinductionÕ in the literature) 

involves telling people to Ôbase decisions on gut feelings, and avoid thorough thinkingÕ 

for System 1 stimulation, or to Ôthoroughly think of and analyse a decision, whilst 

avoiding any first impressionsÕ for System 2 stimulation (Caruso and Shafir, 2006; Dane, 

Rockmann and Pratt, 2012; Hamilton, Hong and Chernev, 2007; Mishra, Mishra and 

Nayakankuppam, 2007; Nordgren and Dijksterhuis, 2009; Saunders and Buehner, 2013; 

Wang, 2006). Furthermore, time pressure evokes System 1 processing by allowing 

participants only little processing time, e.g. 10 seconds, whereas System 2 processing is 

triggered by allowing more time (Cappalletti, Gueth and Ploner, 2011; Dane, Rockmann 

and Pratt, 2012; Dhar and Nowlis, 1999; Suri and Monroe, 2003). Regarding priming, 

manipulation for System 1 processing includes underpinning a task with music or 

showing pictures (Caruso and Shafir, 2006; Mishra, Mishra and Nayakankuppam, 2007), 

whereas System 2 priming asks participants to cognitively elaborate by writing a list of 

different aspects related to a subsequent scenario (Dane, Rockmann and Pratt, 2012).  

Finally, manipulation through cognitive load (also referred to as Ôego-depletionÕ 

in the literature), aims to weaken System 2 processing (Cappalletti, Gueth and Ploner, 

2011; De Neys, 2006; Rottenstreich, Sood and Brenner, 2007). It links to the amount of 

information given to participants before the experiment. Giving subjects a substantial 

amount of information, e.g. a mathematical exercise or words to remember, means that 

once exposed to the actual experiment, they are not as capable of applying effortful 

System 2 processing anymore (Cappalletti, Gueth and Ploner, 2011; De Neys, 2006; 

Rottenstreich, Sood and Brenner, 2007). This technique, however, does not incorporate 

any specific manipulation for System 1 processing, but assumes that weakening System 

2 leads to System 1 processing. Table 3.1 summarises the selected studies.  
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Table 3.1: Summary of Selected Studies on Dual-Processing Theory (System 1 and System 2 Processing Framework) 
Author(s), year Methodology Method (real vs. 

hypothetical scenario) 
Sample  System processing 

manipulation technique 
Findings 

Bodenhausen, Kramer 
and Suesser, 1994 

Quantitative Experiment (hypothetical 
and real scenarios) 

Study 1: 94 students; Study 2: 51 
students; Study 3: 53 students; 
Study 4: 131 students 

n/a (manipulate for other 
aspects than system 
processing) 

Happiness activates System 1 
processing 

Bodenhausen, 
Sheppard and Kramer, 
1994 

Quantitative Experiment (hypothetical 
scenarios) 

Study 1: 135 students; Study 2: 83 
students; Study 3: 91 students 

n/a (manipulate for other 
aspects than system 
processing) 

Anger activates System 1 
processing, sadness activates 
System 2 processing 

Dhar and Nowlis, 1999 Quantitative Experiment (hypothetical 
scenarios) 

Study 1: 196 students; Study 2: 240 
students; Study 3: 262 students; 
Study 4: 143 students; Study 5: 166 
students 

Time pressure Time pressure affects choice 
deferral; for example, it 
decreases choice deferral if 
choice is underpinned by high 
conflict 

Forgas, 2000 Qualitative Literature-based n/a n/a Mood is linked to both systems 
Haidt, 2001 Qualitative Literature-based n/a n/a (Moral) judgements can result 

from System 1 
Tiedens, 2001 Quantitative Experiment (hypothetical 

and real scenarios) 
Study 1: 54 students; Study 2: 76 
students; Study 3: 24 employees 

n/a (manipulate for other 
aspects than system 
processing) 

Anger activates System 1 
processing, sadness activates 
System 2 processing 

Suri and Monroe Quantitative Experiment (hypothetical 
scenarios) 

306 students Time pressure Time pressure, motivation to 
process information, and price 
level affect consumersÕ product 
evaluations 

Slovic et al., 2004 Qualitative Literature-based n/a n/a Risk is linked to both systems 
Caruso and Shafir, 
2006 

Quantitative Experiment (hypothetical 
and real scenarios) 

Study 1: 141 people at a train 
station; Study 2: 78 students; Study 
3: 88 students; Study 4: 161 
students 

Priming, instructions Mood is linked to both systems 

Connolly and Butler, 
2006 

Quantitative Experiment (hypothetical 
and real scenarios) 

50 students n/a (manipulate for other 
aspects than system 
processing) 

Regret is linked to both systems 

De Neys, 2006 Quantitative Experiment (real 
scenarios) 

308 students Cognitive load High work memory load leads 
to decreased System 2 
processing 
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Author(s), year Methodology Method (real vs. 
hypothetical scenario) 

Sample  System processing 
manipulation technique 

Findings 

Lerner and Tiedens, 
2006 

Qualitative Literature-based n/a n/a Anger activates System 1 
processing 

Wang, 2006 Quantitative Experiment (hypothetical 
scenarios) 

Study 1: 81 students Instructions Risk is related to both systems 

Hamilton, Hong and 
Chernev, 2007 

Quantitative Experiment (hypothetical 
scenarios) 

Study 1: 114 students; Study 2: 150 
students 

Priming Perceptual focus increases core 
option choice share, with this 
effect being stronger when 
processing through System 1 
compared to System 2 

Mishra, Mishra and 
Nayakankuppam, 2007 

Quantitative Experiment (hypothetical 
scenarios) 

Study 1: 161 students; Study 2: 189 
students; Study 3: 301 students 

Instructions, priming System 1 processing interferes 
in System 2 processing, which 
leads to suboptimal decisions 

Rottenstreich, Sood 
and Brenner, 2007 

Quantitative Experiment (hypothetical 
scenarios) 

Study 1: 802 students; Study 2: 891 
students; Study 3: 717 students 

Cognitive load Memory-based choices are 
associated with System 1 
processing, whereas stimulus-
based choices are associated 
with System 2 processing 

Nordgren and 
Dijksterhuis, 2009 

Quantitative Experiment (real and 
hypothetical scenarios) 

Study 1: 32 students; Study 2: 73 
students; Study 3: 60 students; 
Study 4: 90 students; Study 5: 93 
students 

Instructions Deliberation decreases 
preference consistency 

Cappalletti, Gueth and 
Ploner, 2011 

Quantitative Experiment (hypothetical 
scenarios) 

376 students Time pressure, cognitive 
load 

If the cognitive system is 
constrained, actions are driven 
by affective reactions, outcomes 
of affective processing are more 
positive 

Sierra and Hyman, 
2011 

Quantitative Survey (real scenarios) Study 1: 172 students; Study 2: 129 
students 

n/a Affective and cognitive 
processing influences intention 
to buy 

Dane, Rockmann and 
Pratt, 2012 

Quantitative Experiment (real and 
hypothetical scenarios) 

Study 1: 184 students; Study 2: 239 
students 

Instructions, time 
pressure, priming 

Effectiveness of intuition is 
higher if person has a higher 
domain expertise 
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Author(s), year Methodology Method (real vs. 
hypothetical scenario) 

Sample  System processing 
manipulation technique 

Findings 

Saunders and Buehner, 
2013 

Quantitative Experiment (hypothetical 
scenarios) 

49 students Instructions Intuitive processing is faster 
than analytical processing 

Viswanathan and Jain, 
2013 

Qualitative  Case study/focus group 
(real scenarios) 

Six focus groups with a total of 54 
subjects 

n/a Generation Y (born in the 1980s 
or 1990s) primarily processes 
via System 1; friends, family 
etc. are a proxy for System 2, so 
effortful processing is avoided 

Olsen, Samuelsen and 
Gaustad, 2014 

Quantitative Experiment (hypothetical 
scenarios) 

Study 1: 133 students; Study 2: 93 
students 

n/a (manipulate for other 
aspects than system 
processing) 

Experiential ad claims are less 
favourably evaluated when 
processed through System 2 
compared to System 1; 
functional ad claims are equally 
favourably processed through 
System 2 as through System 1 

Filieri, 2015 Quantitative  Survey (real scenarios) 354 online review users n/a Informational and normative 
cues are crucial to consumersÕ 
evaluation of the quality of 
products through e-WOM 

Diederich and 
Trueblood, 2018 

Quantitative Literature-based n/a n/a System 1 and System 2 
processing can occur as a 
sequence or simultaneously 
during risky decision making 

Source: author 
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3.3  Chapter Conclusion 

This current chapter reviewed the literature on dual-processing theory. It was 

introduced that several models of dual-processing theory exist, with this thesis, however, 

focusing on the System 1 and System 2 processing framework (Kahneman, 2003; 

Stanovich and West, 2000). The System 1 and System 2 processing framework states that 

humans can use System 1 processing, which is, amongst others, fast, affectively-driven, 

and intuitive, and outcomes constitute impressions and feelings; or, they can use System 

2 processing, which is, amongst others, slow, cognitively-driven, and analytical, and 

outcomes constitute judgements (Kahneman, 2003; Stanovich and West, 2000). The 

System 1 and System 2 processing framework is chosen as the foundational framework 

here due to its predominance in the extant literature, its consideration of the different 

types of system processing in separation as well as in combination, and its focus on 

different qualities of outcomes, such as magnitude and endurance. Existing research was 

reviewed that has applied this framework to look at consumersÕ intrinsic processing 

related to a variety of constructs, such as emotions (e.g. Lerner and Tiedens, 2006).  

When analysing the literature on dual-processing theory, it was noted that the 

theory has been scarcely applied to the marketing domain in order to investigate 

customersÕ intrinsic processing in relation to marketing concepts. The valuable insights 

resulting from intertwining the theory with marketing concepts is demonstrated, for 

example, by the Elaboration Likelihood Model, which shows how intrinsic processing 

determines the magnitude and endurance of attitudes (Petty and Cacioppo, 1986). 

Moreover, it was argued that the extant dual-processing theory literature has neglected 

the idea that the effect of the system processing on outcomesÕ qualities might occur 

differently in various consumption settings, which constitutes a relevant aspect from a 

marketing perspective. Finally, the methodologies and system processing manipulation 



Literature Review: Dual-Processing Theory 
 

!
 

81 

techniques, such as time pressure, instructions, and priming, used in the dual-processing 

theory literature were presented. Chapter 4 intertwines the domains of customer delight 

and dual-processing theory, and develops the theoretical framework underpinning this 

thesis. 



Theoretical Framework: Customer Delight and Dual-Processing Theory Intertwined 
 

!
 

82 

4.! Theoretical Framework: Customer Delight and Dual-Processing Theory 

Intertwined  

The current chapter intertwines customer delight and dual-processing theory, and 

develops the central theoretical framework. To do so, the different key themes in the 

customer delight literature are first aligned, based on how the existing literature is 

interpreted here. This chapter then discusses the research gap that is focused on. 

Thereafter, based on the similarities between the customer delight and the System 1 and 

System 2 processing framework, the theoretical framework is developed by intertwining 

both domains. Finally, contributions are discussed.  

 

4.1  Alignment of Key Themes in the Customer Delight Literature and Targeted 

Research Gap 

In summary, the four key themes in the customer delight literature previously 

identified were: (1) the conceptualisation of customer delight, (2) delight stimuli and 

moderators of customer delight, (3) customer delight outcomes, and (4) customer delight 

and psychology. As a first step in developing the theoretical framework, the key themes 

ought to be aligned. Specifically, (a) the various antecedents, and (b) the delight stimuli 

are considered to lead to customer delight (determining its magnitude), which, in turn, 

influences the magnitude of behavioural intentions14. These effects have been considered 

in different hedonic and utilitarian consumption settings as contexts. Furthermore, 

different variables exist that imply a moderation of the effect of delight stimuli on 

customer delight. Although not formally conceptualised as a moderator, one study exists 

                                                
 
14 Due to the prevalence of behavioural intentions, as opposed to actual behaviour, as outcomes in the 
customer delight literature, behavioural intentions represent the key theme of customer delight outcomes 
in this alignment, and in the remainder of this thesis.  
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that implies the consumption setting as a moderator (Barnes, Ponder and Dugar, 2011). 

Thus, the consumption setting relates to customer delight either as a context, or as a 

moderator. Last, customer delight and psychology has been identified as an emerging key 

theme in the existing customer delight literature. 

Figure 4.1 illustrates how this thesis interprets the key themes in the customer 

delight literature to align (please note that this does not constitute the conceptual model 

of this research; please refer to Chapter 5 for the conceptual models). Please note that 

Figure 4.1 also visualises both ways of how the consumption setting is referred to in the 

customer delight literature, and the reader ought to understand these as alternatives; 

specifically, the consumption setting can be looked at either as a context (illustrated as 

the dotted grey line), or as a moderator (illustrated as a moderating variable).  

 

Figure 4.1: Alignment of the Key Themes in the Customer Delight Literature 

 

 

Despite the origin of customer delight in, amongst others, the discipline of 

psychology, customer delight and psychology constitute an emerging key theme that has 

been under-researched so far (Ball and Barnes, 2017; Ma et al., 2016), and calls have 

Consumption setting as context 
 
 

ÔLensÕ of psychology 
 
 
 
 
 
 
 
 
 
 
 
 
 

Behavioural 
intentions 

(magnitude) 

Customer delight 
conceptualisation 

and stimuli 

Customer delight 
(magnitude)  

Moderators, e.g. 
consumption 

setting 

Source: author 



Theoretical Framework: Customer Delight and Dual-Processing Theory Intertwined 
 

!
 

84 

been made to widen investigations into the psychological aspects related to customer 

delight (e.g. Chitturi, Raghunathan and Mahajan, 2008; Oliver, Rust and Varki, 1997). 

This thesis argues that an important avenue to explore constitutes the underlying intrinsic 

processing that takes place in peopleÕs minds when being exposed to delight stimuli, as it 

is currently unclear how people intrinsically process a delightful experience. This 

understanding is important as it may reveal whether triggering a certain form of 

customersÕ system processing during delightful experiences may increase the magnitude 

and endurance of customer delight. In turn, this increase in customer delight magnitude 

and endurance is important as it may lead to stronger and more enduring behavioural 

intentions. Section 4.3 elaborates further on the contributions of an investigation into 

customersÕ intrinsic processing related to customer delight.  

The advancement in knowledge linked to investigations into peopleÕs intrinsic 

processing has been demonstrated, albeit scarcely, in other areas of marketing, by 

explaining the underlying processes in relation to, for example, attitudes, word of mouth, 

and purchase intention (Filieri, 2015; Olsen, Samuelsen and Gaustad, 2014; Petty and 

Cacioppo, 1986; Sierra and Hyman, 2011). However, some of the studies that link dual-

processing theory to marketing constitute seminal work, as they reveal how the intrinsic 

processing by consumers affects the quality of these marketing concepts, e.g. their 

magnitude and endurance (e.g. Petty and Cacioppo, 1986). For example, it has been 

shown that the magnitude and endurance of attitudes can be increased by triggering 

peopleÕs analytical processing (Petty and Cacioppo, 1986). Such insights have been 

generated by looking at the intrinsic processing through the ÔlensÕ of dual-processing 

theory.  

To conclude, there is scant literature that explicitly looks at customer delight from 

a psychological perspective, and no study has been found that looks at how customers 
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process delightful experiences. Furthermore, customer delight has not been looked at 

within the context of dual-processing theory. Consequently, this thesis investigates the 

gap of the intrinsic processing related to customer delight through the ÔlensÕ of dual-

processing theory, with the System 1 and System 2 model as the framework used 

(Kahneman, 2003; Stanovich and West, 2000) (please refer to Chapter 3 for justification 

of choice of this framework).  

 

4.2  Development of the Theoretical Framework 

Having aligned the key themes in the customer delight literature, identified 

customersÕ intrinsic processing during delightful experiences as the targeted research gap, 

and chosen to apply the System 1 and System 2 processing framework, the theoretical 

framework is developed by intertwining customer delight and the System 1 and System 

2 processing framework. This is done by recognising two similarities between the two 

domains: (1) the delight stimuli key theme in the customer delight literature is similar to 

stimuli of system processing (through System 1, System 2, or sequential Systems 1+2 

processing) in the System 1 and System 2 processing framework, and (2) customer delight 

and, in turn, behavioural intentions as outcomes of delight stimuli are similar to the fact 

that outcomes follow system processing according to the System 1 and System 2 

processing framework. Figure 4.2 illustrates these similarities. 
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Figure 4.2: Illustration of the Similarities Between Customer Delight Key Themes and Dual-Processing Theory 
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Hence, when merging customer delight and the System 1 and System 2 processing 

framework, based on the similarities highlighted in Figure 4.2, the theoretical framework 

underpinning this research results (Figure 4.3). This theoretical framework revolves 

around customersÕ intrinsic processing of delight stimuli (hereafter referred to as 

Ôprocessing of delight stimuliÕ), and the magnitude and endurance of customer delight15 

and, in turn, behavioural intentions as the outcomes of this processing of delight stimuli . 

Due to the importance and frequency of application of the consumption setting in the 

customer delight literature (e.g. Arnold et al., 2005; Ball and Barnes, 2017; Finn, 2005; 

Meyer, Barnes and Friend, 2017; Oliver, Rust and Varki, 1997) and the wider marketing 

literature (e.g. Michel, Baumann and Gayer, 2017; Nguyen, DeWitt and Russell-Bennett, 

2012; Okada, 2005), a focus on the consumption setting is also incorporated.  

 

Figure 4.3: Theoretical Framework  

  

 

The consumption setting is incorporated in two ways: (a) as a context, which 

allows to investigate the effects between the above-mentioned variables in different 

                                                
 
15 Please note that the previously presented alignment of key themes (Figure 4.1) also entailed the 
conceptualisation of customer delight, i.e. its antecedents and distinction to satisfaction. However, due to 
the scope of this thesis, the conceptualisation of customer delight is not integrated into the investigation 
here. However, references are drawn where appropriate to the antecedents as acknowledged in the extant 
literature (Finn, 2005; Loureiro, Miranda and Breazeale, 2014; Oliver, Rust and Varki, 1997).  
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consumption settings, respectively, and (b) as a moderator of the effect of the processing 

of delight stimuli on customer delight, which allows to directly compare the strength of 

the effect of the processing of delight stimuli on the magnitude and endurance of customer 

delight and, in turn, of behavioural intentions between different consumption settings. 

Hedonic and utilitarian settings are used here as the classifications of the consumption 

setting. Derived from this theoretical framework, three different angles on the 

investigation into the intrinsic processing related to customer delight emerge, which are 

pursued in this thesis:  

 

(1)!The effect of the processing of delight stimuli on the magnitude of customer 

delight and, in turn, of behavioural intentions, in a hedonic and a utilitarian 

consumption setting; 

(2)!The effect of the processing of delight stimuli on the endurance of customer 

delight and, in turn, of behavioural intentions, in a hedonic and a utilitarian 

consumption setting; and 

(3)!The consumption setting as a moderator of the effect of the processing of 

delight stimuli on (a) the magnitude, and (b) the endurance of customer delight 

and, in turn, of behavioural intentions.   

 

4.3  Contributions 

Through its investigation into customersÕ intrinsic processing during delightful 

experiences, this thesis will make several important contributions. Primarily, this thesis 

will contribute to the customer delight literature, especially the scarcely investigated key 

theme of customer delight and psychology (Ball and Barnes, 2017; Ma et al., 2016), as it 

will shed light on how customers process delightful experiences, and what happens in 
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peopleÕs minds during these experiences. Although scant studies exist that explicitly link 

customer delight to psychology (Ball and Barnes, 2017; Ma et al., 2016), and some that 

imply an investigation into the psychological elements of customer delight by exploring 

its antecedents (e.g. Finn, 2005; Oliver, Rust and Varki, 1997), these studies do not 

include a focus on customersÕ intrinsic processing and, thus, do not show how customers 

process delightful experiences. This thesis argues that an investigation into customersÕ 

intrinsic processing during delightful experiences is important as it will reveal whether 

triggering a certain form of system processing may increase the magnitude and endurance 

of customer delight, and, in turn, of behavioural intentions, i.e. intention to revisit, engage 

in positive word of mouth, commit, and pay more. Understanding how triggering a certain 

form of system processing within customers affects the magnitude and endurance of 

customer delight and, in turn, of behavioural intentions will constitute a new way to 

academics and practitioners to better control and streamline customer delight and its 

occurrence. This will amend the current perception of customer delight as a concept that 

differs from person to person (Keiningham et al., 1999) to a more manageable concept.  

By finding how customers intrinsically process delightful experiences, this thesis 

will also extend the customer delight literature by challenging the current understanding 

that customer delight is an emotion only (Oliver, Rust and Varki, 1997). Drawing upon 

the System 1 and System 2 processing framework that states that emotions result from 

System 1 processing only (Kahneman, 2003; Stanovich and West, 2000), customer 

delight should only result from System 1 processing. It is argued here, however, that this 

idea neglects the shared similarity of elaborate analysis between System 2 processing and 

customer delightÕs (partially) cognitive antecedent, i.e. surprising consumption. This 

similarity might mean that customer delight may also result from System 2 as well as 

sequential Systems 1+2 processing. If this is the case, customer delight may not only 
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constitute an emotion, but also a judgement. This will offer an important new 

understanding of customer delight as something not principally emotive, but also as 

something analytical. This new understanding may shed light on how the magnitude and 

endurance of customer delight can be increased.  

This thesis will also contribute to the dual-processing theory literature by 

intertwining the theory with customer delight, as a well-established concept in the 

marketing domain. Dual-processing theory has been principally applied in the extant 

psychology domain to investigate humansÕ intrinsic processing related to emotions, such 

as happiness (e.g. Bodenhausen, Kramer and Suesser, 1994). Scant literature exists that 

links the theory to marketing concepts, such as attitudes (Filieri, 2015; Olsen, Samuelsen 

and Gaustad, 2014; Petty and Cacioppo, 1986; Sierra and Hyman, 2011). However, 

studies doing so constitute seminal work, such as the Elaboration Likelihood Model by 

Petty and Cacioppo (1986), as they reveal how marketing academics and practitioners 

can increase the magnitude and endurance of these marketing concepts by triggering a 

certain form a processing. Thus, by shedding light on how dual-processing theory can 

explain the effect of intrinsic processing on customer delightÕs magnitude and endurance, 

this thesis emphasises the importance of dual-processing theory to marketing, so 

academics are encouraged to intertwine it with further marketing concepts.       

This thesis will further contribute to the dual-processing literature by showing 

how system processing affects the magnitude and endurance of outcomes in various 

consumption settings. The extant dual-processing theory literature (e.g. Dane, Rockmann 

and Pratt, 2012; Olsen, Samuelsen and Gaustad, 2014) has not tested how humans process 

in different consumption settings and how this affects outcomesÕ magnitude and 

endurance. This has conveyed the idea that the theory applies across all settings. 

Investigating how the theory applies in different consumption settings is important as it 
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will shed light on whether or not the same type of system processing results in stronger 

and more enduring outcomes in all settings. This will offer insights to marketing 

academics and practitioners into the type of system processing to trigger in a specific 

setting in order to achieve stronger and more enduring outcomes.  

Furthermore, this research will contribute to marketing practice. Practitioners will 

be offered insights into the type of system processing to trigger within customers when 

delighting them in hedonic and utilitarian consumption settings. These insights are 

important as practitioners will better understand how customers process delightful 

experiences and, in turn, how to achieve that customer delight and behavioural intentions 

are stronger and more enduring. Customer delight has been frequently criticised for not 

being worthwhile implementing as it differs from person to person (Keiningham et al., 

1999). However, dual-processing theory states that system processing is similar between 

humans (Kahneman, 2003; Stanovich and West, 2000). Hence, by knowing the form of 

system processing to trigger when delighting customers, practitioners can better control 

for customer delight and streamline delight experiences across customers. This will 

decrease the efforts put into delighting each customer individually, and ensure efficient 

resource allocation.  

By knowing which form of system processing to trigger in a certain consumption 

setting, practitioners will be able to better develop and implement specific aspects of their 

delight strategy. For example, a company will  be able to better train their employees that 

deliver delightful experiences. Specifically, they can be trained so that they know how to 

either trigger System 1 processing by e.g. making their customers feel good (in relation 

to positive affect as a delight antecedent), or System 2 processing by e.g. making their 

customers thoroughly think about the situation (in relation to surprising consumption as 

a delight antecedent).  
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A company will also be able to better develop and implement marketing 

communications as part of a delight strategy. For example, if a free product was the 

stimuli to create a delightful experience, this may be accompanied by a flyer containing 

elements that help trigger the system processing that generates stronger customer delight 

and behavioural intentions. In the case of System 1 processing, emotive pictures may be 

included; in the case of System 2, the flyer may contain elements, such as product 

information and its value, that make customers elaborately think about the free product 

received. Moreover, if a monetary discount constitutes the delight stimuli, this thesis will 

enhance practitionersÕ understanding that the value of the discount should not be decided 

on in isolation, but that they ought to also think of the system processing to trigger within 

customers when giving the discount. This insight will not only provide new knowledge 

on how to better delight customers, but enable practitioners to allocate and use their 

resources more efficiently. 

 

4.4 Chapter Conclusion 

This chapter first aligned the key themes in the customer delight literature as they 

are interpreted in this thesis, and focused on the research gap of customersÕ intrinsic 

processing in relation to customer delight. The theoretical framework was then developed 

by intertwining customer delight and the System 1 and System 2 processing framework, 

based on their similarities. Specifically, the delight stimuli share similarities with the 

stimuli processing of the framework, whereas customer delight and behavioural 

intentions share similarities with outcomes of processing. Intertwining both domains 

resulted in the theoretical framework underpinning this thesis. From the theoretical 

framework, it was introduced that the investigation into the intrinsic processing related to 

customer delight looks at three different aspects: (1) the effect of the processing of delight 
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stimuli on the magnitude of customer delight an, in turn, of behavioural intentions, in a 

hedonic and a utilitarian consumption setting; (2) the effect of the processing of delight 

stimuli on the endurance of customer delight and, in turn, of behavioural intentions, in a 

hedonic and a utilitarian consumption setting; and (3) the consumption setting as a 

moderator of the effect of the processing of delight stimuli on (a) the magnitude, and (b) 

the endurance of customer delight and, in turn, of behavioural intentions.  

This chapter discussed several important theoretical and practical contributions 

this thesis will make. This thesis will contribute to the customer delight literature. It will 

do so by shedding light on customersÕ intrinsic processing during delightful experiences. 

This understand is important as it will provide insights into how customers process 

delightful experiences, and how this processing affects the magnitude and endurance of 

customer delight and, in turn, of behavioural intentions, i.e. intention to revisit, engage in 

positive word of mouth, commit, and pay more. In addition, this thesis will challenge the 

current understanding of customer delight as being an emotion only by investigating 

whether customer delight may also result from System 2 processing and sequential 

Systems 1+2 processing. If this is the case, it will provide some indication that customer 

delight may not only be an emotion, but may also be a judgement. This will offer a new 

important and more analytical perspective on customer delight and may shed light on how 

its magnitude and endurance can be increased. 

This thesis will also contribute to the dual-processing theory literature. It will do 

so by intertwining dual-processing theory with customer delight, as a concept well-known 

in the marketing domain. This will highlight the importance of the theory to the marketing 

domain to explain how customers process the exposure to marketing concepts and how 

this processing affects the magnitude and endurance of these concepts, and will raise 

awareness amongst academics to intertwine further marketing concepts with the theory. 
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This thesis will further contribute to the dual-processing theory literature by testing the 

theory in different consumption settings. This is important as it will offer insights into 

which form of system processing to trigger in each setting to create stronger and more 

enduring outcomes.  

This thesis will also contribute to marketing practice by offering practitioners 

insights into which type of system processing to trigger within customers during 

delightful experiences, in hedonic and utilitarian consumption settings. These insights are 

important as they will allow practitioners to create stronger and more enduring customer 

delight and, in turn, behavioural intentions. As the different forms of each system 

processing are applied by humans in similar ways (Kahneman, 2011), knowing which 

type of system processing to trigger will enable practitioners to better control for the 

occurrence of customer delight and to streamline their delightful experiences they create. 

Furthermore, such knowledge will also support practitioners in developing and 

implementing their delight strategies with regards to, for example, employee training, 

marketing communications, and pricing. As a result, practitioners will be able to better 

delight their customers and to ensure more efficient resource allocation.  
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5.! Research Questions, Hypotheses, and Conceptual Models 

This chapter develops research questions, hypotheses, and conceptual models for 

the three different aspects of the investigation into the intrinsic processing related to 

customer delight, as derived from the theoretical framework. Figure 5.1 illustrates the 

structure and content of this chapter. Please note that always two types of system 

processing were compared at a time during data analysis (i.e. System 1 versus System 2; 

System 1 versus sequential Systems 1+2; System 2 versus sequential Systems 1+2). This 

was due to the data analysis tool used (PROCESS macro for SPSS (Hayes, 2013); please 

refer to Chapter 7 for a detailed introduction and discussion), and to ensure that all types 

of system processing, as the categories of the multicategorical independent variable, were 

compared to each other. Thus, to be consistent with the structure of the later chapters, 

hypotheses are developed accordingly here. 

  

Figure 5.1: Structure and Content of Chapter 5 

 

 

Part 1: The effect of the processing of delight stimuli on the magnitude of customer 
delight and behavioural intentions in different consumption settings 

Part 2: The effect of the processing of delight stimuli on the endurance of customer 
delight and behavioural intentions in different consumption settings 

Part 3: The consumption setting as a moderator of the effect of the processing of 
delight stimuli on the magnitude and endurance of customer delight and behavioural 

intentions 

Source: author 
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5.1  Part 1: The Effect of the Processing of Delight Stimuli on the Magnitude of 

Customer Delight and Behavioural Intentions in Different Consumption 

Settings 

The System 1 and System 2 processing framework infers that emotions result only 

from System 1 processing of stimuli (Kahneman, 2003; Stanovich and West, 2000). Thus, 

as customer delight has so far been defined as an emotion (Oliver, Rust and Varki, 1997), 

it should only result from System 1 processing of stimuli, i.e. delight stimuli. This means, 

delight stimuli would only be processed through affectively-driven System 1. However, 

this thesis argues that this idea disregards the fact that customer delight also consists of 

an antecedent, i.e. surprising consumption, of partially cognitive characteristics (Oliver, 

Rust and Varki, 1997), which shares similarities, i.e. elaborate analysis, with System 2 

processing. Hence, due to the similarity of the characteristics between the (partially) 

cognitive antecedent of customer delight and System 2 processing, customer delight 

should also result from System 2 processing as well as from sequential Systems 1+2 

processing of delight stimuli.  

 Furthermore, the System 1 and System 2 processing framework states that 

outcomes of different types of system processing differ in their qualities, with one such 

quality being their magnitude (Kahneman, 2003; Stanovich and West, 2000). 

Specifically, outcomes of System 1 processing are weaker in their magnitude, compared 

to System 2 processing and sequential Systems 1+2 processing outcomes (Kahneman, 

2003; Stanovich and West, 2000).  Hence, when combining the argument that customer 

delight should result from System 1 processing, System 2 processing, and sequential 

Systems 1+2 processing of delight stimuli, and the fact that the magnitude of an outcome 

differs based on the type of system processing it results from, the question arises whether 
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this also applies to the magnitude of customer delight, as the outcome of system 

processing.  

In addition, the customer delight literature has found a positive effect of the 

magnitude of customer delight on that of behavioural intentions (e.g. Chitturi, 

Raghunathan and Mahajan, 2008; Collier et al., 2018; Wang, 2011). To be consistent with 

the extant customer delight literature as well as to provide a comprehensive investigation 

into the effect of the processing of delight stimuli, such an effect of customer delight on 

behavioural intentions is incorporated. Hence, if processing of delight stimuli influences 

the magnitude of customer delight, the question can be extended to whether this also 

indirectly affects the magnitude of behavioural intentions. Intention to revisit16 and to 

engage in positive word of mouth are chosen here as the behavioural intentions due to the 

prevalence of these outcomes in the extant literature; thus, their inclusion allows for 

consistency with current studies (e.g. Barnes, Ponder and Dugar, 2011; Chitturi, 

Raghunathan and Mahajan, 2008; Finn, 2005, 2012; Oliver, Rust and Varki, 1997). 

However, it was argued in Chapter 2 that other customer delight outcomes exist, which 

have been relatively rarely looked at. Thus, to extend the strong focus of the extant 

literature on intention to revisit and to engage in positive word of mouth, two further 

outcome variables are incorporated; namely, intention to commit and intention to pay 

more (Barnes, Ponder and Dugar, 2011; Collier et al., 2018). 

As identified previously, the System 1 and System 2 processing framework does 

not detail how the effect of the processing of stimuli on outcomes occurs in different 

consumption settings. Thus, the question is further extended by asking how the effects of 

different types of system processing occur in various consumption settings, i.e. hedonic 

                                                
 
16 Revisit intention, as opposed to re-purchase intention, is chosen due to the selection of service settings 
in the experimental scenarios, as part of the method (see Chapter 6). 



Research Questions, Hypotheses, and Conceptual Models 

! 98 

and utilitarian consumption settings. Together, this leads to the first research question 

(RQ):  

 

RQ1: How does the processing of delight stimuli affect the magnitude of intention 

to (a) revisit, (b) engage in positive word of mouth, (c) commit, and (d) pay more 

through the magnitude of customer delight, in a hedonic and a utilitarian 

consumption setting? 

 

5.1.1 Part 1: Development of Hypotheses 

5.1.1.1 The Indirect Effect of the Processing of Delight Stimuli on the Magnitude of 

Behavioural Intentions Through the Magnitude of Customer Delight  

Based on the System 1 and System 2 processing framework, emotions result from 

System 1 processing (Kahneman, 2003; Stanovich and West, 2000), and, thus, customer 

delight should result from this type of system processing only. However, as argued above, 

due to the (partially) cognitive antecedent of customer delight, it should also result from 

System 2 processing as well as sequential Systems 1+2 processing. The System 1 and 

System 2 processing framework states that outcomes of System 1 processing are weaker 

in their magnitude (compared to outcomes of System 2 and sequential Systems 1+2 

processing) (Kahneman, 2003; Stanovich and West, 2000). When placing customer 

delight within this context, customer delight should be of weaker magnitude if resulting 

from System 1 processing (than when resulting from System 2 or sequential Systems 1+2 

processing).  

The reason for the superior magnitude of System 2 processing outcomes is due to 

this system being cognitively-driven and conducting elaborate analyses of stimuli, which 

leads to judgements that are stronger in magnitude than the emotions resulting from 
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System 1 processing (Kahneman, 2003; Stanovich and West, 2000). Combining this idea 

of the System 1 and System 2 processing framework and the argument that customer 

delight should also result from System 2 processing, customer delight, resulting from 

System 2 processing of delight stimuli, should be stronger in its magnitude, compared to 

customer delight following System 1 processing. 

In addition to processing through either System 1 or System 2, people can also 

process through both systems in combination, i.e. as a sequence (Kahneman, 2003; 

Stanovich and West, 2000). Although the processing takes place through both systems, 

outcomes of sequential Systems 1+2 processing constitute judgements (Kahneman, 2003; 

Stanovich and West, 2000). However, the System 1 and System 2 processing framework 

does not assert whether there is, in fact, a difference in the magnitude between System 2 

processing and sequential Systems 1+2 processing outcomes, which in both cases 

constitute judgements. This thesis argues that outcomes of sequential Systems 1+2 

processing should be stronger than those of System 2 processing due to two assumptions. 

First, more processing takes place during sequential Systems 1+2 processing, as both 

systems are being activated, whereas during System 2 processing only one system is used. 

Hence, stimuli, here delight stimuli, would undergo more processing when an individual 

applies sequential Systems 1+2 processing, compared to System 2 processing. Second, 

according to the System 1 and System 2 processing framework, the sequential Systems 

1+2 processing commences with System 1 providing a tentative outcome, followed by 

System 2 processing, which either confirms or positively or negatively overrides the 

tentative System 1 outcome (Kahneman, 2003; Stanovich and West, 2000). As customer 

delight is a positive construct, it is assumed that System 2 would positively override the 

tentative System 1 response, i.e. further increase its magnitude. 
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As indicated in the theoretical framework presented in Chapter 4, the existing 

literature has found a positive effect of the magnitude of customer delight on that of 

behavioural intentions, i.e. the stronger customer delight, the stronger behavioural 

intentions (e.g. Chitturi, Raghunathan and Mahajan, 2008; Collier et al., 2018; Wang, 

2011). As established above, the magnitude of customer delight is predicated to be 

determined by the type of system processing it results from, which, in turn, is expected 

to determine the magnitude of behavioural intentions. Specifically, as customer delight 

following System 1 processing of delight stimuli is expected to be of weaker magnitude 

than when resulting from System 2 or sequential Systems 1+2 processing, this should also 

lead to a relatively weaker magnitude of behavioural intentions. Customer delight 

following System 2 processing of delight stimuli is assumed to be of stronger magnitude, 

compared to System 1 processing; hence, it should lead to behavioural intentions of 

stronger magnitude. With regards to sequential Systems 1+2 processing of delight stimuli, 

customer delight is predicated to be of stronger magnitude compared to System 2 

processing (and System 1 processing), and, thus, is assumed to lead to relatively stronger 

behavioural intentions.  

Finally, when combining the above discussion about the predicated effects, it 

becomes evident that part 1 looks at the effect of the processing of delight stimuli !  

customer delight magnitude !  behavioural intentions magnitude, which indicates a 

mediation through customer delight. In other words, the processing of delight stimuli is 

expected to have a positive indirect effect on the magnitude of behavioural intentions 

through the magnitude of customer delight. This means, System 1 processing should have 

a weaker positive indirect effect on behavioural intentions through customer delight, 

compared to System 2 processing and sequential Systems 1+2 processing. Sequential 

Systems 1+2 processing is predicted to have a stronger positive indirect effect on the 
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magnitude of behavioural intentions through the magnitude of customer delight, 

compared to System 1 processing and System 2 processing.  

Although the System 1 and System 2 processing framework states that System 1 

processing is more likely to occur if a person is lowly involved, such as in utilitarian 

consumption settings, and System 2 if a person is highly involved, such as in hedonic 

consumption settings (Kahneman, 2003; Stanovich and West, 2000), no insights are 

offered into the differences of the effect of the system processing on the magnitude of 

outcomes in low and high involvement situations, such as hedonic and utilitarian 

consumption settings. As it is of interest how system processing affects the magnitude of 

customer delight and, in turn, of behavioural intentions in different consumption settings, 

and not what system occurs in general, this lack of information is overcome by assuming 

that the System 1 and System 2 processing framework applies to a hedonic and a 

utilitarian consumption setting. This leads to the following formal hypotheses:  

 

H1.1Hed./Util.: Compared to System 1 processing, the positive indirect effect of 

System 2 processing of delight stimuli on the magnitude of intention to (a) revisit, 

(b) engage in positive word of mouth, (c) commit, and (d) pay more is stronger. 

  

H1.2Hed./Util.: Compared to System 1 processing, the positive indirect effect of 

sequential Systems 1+2 processing of delight stimuli on the magnitude of intention 

to (a) revisit, (b) engage in positive word of mouth, (c) commit, and (d) pay more 

is stronger.  

 

H1.3Hed./Util.: Compared to System 2 processing, the positive indirect effect of 

sequential Systems 1+2 processing of delight stimuli on the magnitude of intention 
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to (a) revisit, (b) engage in positive word of mouth, (c) commit, and (d) pay more 

is stronger.  

 

5.1.1.2 The Direct Effect of the Processing of Delight Stimuli on the Magnitude of 

Behavioural Intentions  

As established above, mediation through customer delight is predicated. Common 

practice in the mediation literature is to assume partial mediation, instead of full 

mediation, which also entails testing for a direct effect of the independent on the 

dependent variable(s) (Baron and Kenny, 1986; Hayes, 2013). In line with common 

practice in the extant literature, it is investigated whether there is a direct effect of the 

processing of delight stimuli on the magnitude of behavioural intentions.  

 However, no study exists in the customer delight literature that explores the direct 

effect of delight stimuli on the magnitude of behavioural intentions. Hence, to be able to 

derive hypotheses for the direct effects, the System 1 and System 2 processing framework 

is again applied. It is predicated that behavioural intentions, as outcomes of System 1 

processing, are of weaker magnitude than those following System 2 processing and 

sequential Systems 1+2 processing. As argued in the previous section, sequential Systems 

1+2 processing outcomes should be of stronger magnitude than System 2 processing 

outcomes. Applying this to behavioural intentions as outcomes, those resulting from 

sequential Systems 1+2 processing should, thus, be stronger in magnitude than 

behavioural intentions following System 1 and System 2 processing. Again, as argued 

above, it is predicated that these effects apply in a hedonic as well as a utilitarian 

consumption setting. Formally, it is hypothesised that: 
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H1.4Hed./Util.: Compared to System 1 processing, the positive direct effect of System 

2 processing of delight stimuli on the magnitude of intention to (a) revisit, (b) 

engage in positive word of mouth, (c) commit, and (d) pay more is stronger.  

 

H1.5Hed./Util.: Compared to System 1 processing, the positive direct effect of 

sequential Systems 1+2 processing on the magnitude of intention to (a) revisit, 

(b) engage in positive word of mouth, (c) commit, and (d) pay more is stronger.  

 

H1.6Hed./Util.: Compared to System 2 processing, the positive direct effect of 

sequential Systems 1+2 processing of delight stimuli on the magnitude of intention 

to (a) revisit, (b) engage in positive word of mouth, (c) commit, and (d) pay more 

is stronger.  

 

5.1.2 Part 1: Conceptual Model 

Based on the hypotheses developed so far, a respective conceptual model is 

derived (Figure 5.2). This conceptual model suggests a partial mediation model (Baron 

and Kenny, 1986; Hayes, 2013). Due to the similarity of variables and effects between 

the hypotheses for the three comparisons of system processing (i.e. System 1 versus 

System 2; System 1 versus sequential Systems 1+2; System 2 versus sequential Systems 

1+2), one conceptual model is developed that is applicable to all three comparisons. 
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Figure 5.2: Part 1: Conceptual Model  

 

 

5.2  Part 2: The Effect of the Processing of Delight Stimuli on the Endurance of 

Customer Delight and Behavioural Intentions in Different Consumption 

Settings 

As established in part 1, the System 1 and System 2 processing framework states 

that the outcomes of different types of system processing differ in their magnitude 

(Kahneman, 2003; Stanovich and West, 2000). This also applies to endurance as 

outcomesÕ qualities (Kahneman, 2003; Stanovich and West, 2000). Specifically, System 

1 outcomes are less enduring compared to System 2 outcomes (Kahneman, 2003; 

Stanovich and West, 2000). In the case of sequential Systems 1+2 processing, the 

framework states that although System 1 provides some tentative response as input for 

subsequent System 2 processing, the outcome is determined by System 2, and, hence, is 

more enduring (Kahneman, 2003; Stanovich and West, 2000).  

Part 1 also introduced the core argument that customer delight, due to its 

antecedents, should result from System 1 processing, System 2 processing, and sequential 

Systems 1+2 processing. Combining this with the idea of the System 1 and System 2 

processing framework that the different types of system processing lead to outcomes of 

Processing of delight stimuli  

Customer delight magnitude 

 Magn. of intention to (a) 
revisit, (b) engage in positive 

word of mouth, (c) commit, and 
(d) pay more 

H1.4Hed./Util. 
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+ 

Source: author 
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different endurance, the question arises how this applies to customer delight as the 

outcome. Specifically, it is asked whether customer delight differs in its endurance based 

on the type of system processing it results from. As done in part 1, part 2 also incorporates 

behavioural intentions. To the authorÕs knowledge, the customer delight literature has not 

looked at the effect of customer delight endurance on behavioural intentions endurance. 

Thus, the above question is extended by asking how the difference in the endurance of 

customer delight, based on the type of system processing it results from, affects the 

endurance of behavioural intentions. Part 2 furthermore asks how these effects apply in 

hedonic and utilitarian consumption settings, respectively. Hence, the second research 

question is stated as:  

  

RQ2: How does the processing of delight stimuli affect the endurance of intention 

to (a) revisit, (b) engage in positive word of mouth, (c) commit, and (d) pay more 

through the endurance of customer delight, in a hedonic and a utilitarian 

consumption setting? 

 

5.2.1 Part 2: Development of Hypotheses  

5.2.1.1 The Indirect Effect of the Processing of Delight Stimuli on the Endurance of 

Behavioural Intentions Through the Endurance of Customer Delight  

According to the System 1 and System 2 processing framework, outcomes of 

System 1 processing are of lesser endurance, compared to outcomes following System 2 

processing and sequential Systems 1+2 processing (Kahneman, 2003; Stanovich and 

West, 2000). When placing customer delight within this context, it should be of lesser 

endurance following System 1 processing than when following System 2 processing or 

sequential Systems 1+2 processing.  
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  With regards to outcomes of System 2 processing, the System 1 and System 2 

processing framework states that these outcomes are more enduring, compared to System 

1 processing outcomes (Kahneman, 2003; Stanovich and West, 2000). As argued in the 

previous section, delight stimuli should also be processed via System 2 processing due to 

the similarity between the characteristics of customer delightÕs (partially) cognitive 

antecedent and System 2 processing. Hence, when looking at customer delight in the 

context of the System 1 and System 2 processing framework, customer delight following 

System 2 processing of the delight stimuli should be more enduring than customer delight 

resulting from System 1 processing.  

With regards to sequential Systems 1+2 processing, respective outcomes 

constitute judgements that are more enduring (Kahneman, 2003; Stanovich and West, 

2000). Although both System 2 and sequential Systems 1+2 processing outcomes 

constitute judgements, it was argued that outcomes of sequential Systems 1+2 processing 

should be of stronger magnitude than those of System 2 processing, due to the amount of 

system processing conducted and System 2 positively overriding the tentative System 1 

outcome. The same thinking is applied to part 2, meaning outcomes of sequential Systems 

1+2 processing should be more enduring than those of System 2 processing. Hence, it is 

predicated that customer delight following sequential Systems 1+2 processing is more 

enduring than when following System 1 processing and System 2 processing.  

Furthermore, the extant literature has incorporated a focus on the effect of 

customer delight on behavioural intentions, and stated that the stronger customer delight, 

the stronger behavioural intentions (e.g. Chitturi, Raghunathan and Mahajan, 2008; 

Collier et al., 2018; Wang, 2011). No study has been found that tests how the endurance 

of customer delight affects the endurance of behavioural intentions. However, this thesis 

asserts that the current findings of the effect of customer delight magnitude on 
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behavioural intentions magnitude should also apply to the endurance of these variables. 

Specifically, it is assumed that the more enduring customer delight, the more enduring 

subsequent behavioural intentions. This means, customer delight following System 1 

processing, which is predicated to be of lesser endurance, compared to customer delight 

following System 2 processing and sequential Systems 1+2 processing, is expected to 

lead to less enduring behavioural intentions. Customer delight following sequential 

Systems 1+2 processing, which is predicated to be of more endurance, compared to 

customer delight following System 1 processing as well as System 2 processing, is 

expected to lead to more enduring behavioural intentions.  

When combining the above discussion, it becomes apparent that part 2 

investigates the effect of the processing of delight stimuli !  customer delight endurance 

!  behavioural intentions endurance, which constitutes a mediation through customer 

delight endurance. This means, the processing of delight stimuli is expected to have a 

positive indirect effect on behavioural intentions endurance through customer delight 

endurance. Specifically, System 1 processing should have a weaker positive indirect 

effect on behavioural intentions endurance through customer delight endurance, 

compared to System 2 processing and sequential Systems 1+2 processing; sequential 

Systems 1+2 processing should have a stronger positive indirect effect on behavioural 

intentions endurance through customer delight endurance, compared to System 1 

processing and System 2 processing.  

As the case with part 1, it is of interest how the effect of the processing of delight 

stimuli on outcomesÕ qualities applies in a hedonic and a utilitarian consumption setting, 

respectively. Due to the lack of according information provided by the System 1 and 

System 2 processing framework, it is predicated that these differences in the effects of 
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the types of system processing apply in both consumption settings. Accordingly, the 

following formal hypotheses are offered: 

 

H2.1Hed./Util.: Compared to System 1 processing, the positive indirect effect of 

System 2 processing of delight stimuli on the endurance of intention to (a) revisit, 

(b) engage in positive word of mouth, (c) commit, and (d) pay more is stronger.  

 

H2.2Hed./Util.: Compared to System 1 processing, the positive indirect effect of 

sequential Systems 1+2 processing of delight stimuli on the endurance of intention 

to (a) revisit, (b) engage in positive word of mouth, (c) commit, and (d) pay more 

is stronger.  

 

H2.3Hed./Util.: Compared to System 2 processing, the positive indirect effect of 

sequential Systems 1+2 processing of delight stimuli on the endurance of intention 

to (a) revisit, (b) engage in positive word of mouth, (c) commit, and (d) pay more 

is stronger.  

 

5.2.1.2 The Direct Effect of the Processing of Delight Stimuli on the Endurance of 

Behavioural Intentions  

The System 1 and System 2 processing framework is applied in the same manner 

as above to derive hypotheses for the direct effect of the processing of delight stimuli on 

the endurance of behavioural intentions. It is hypothesised that behavioural intentions 

following System 1 processing should be less enduring, compared to System 2 processing 

and sequential Systems 1+2 processing. Behavioural intentions following sequential 

Systems 1+2 processing should be more enduring than those following System 1 
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processing and System 2 processing. Furthermore, it is predicated that these differences 

in effects between various types of system processing apply in a hedonic and a utilitarian 

consumption setting. Formally, the following three hypotheses are derived:  

  

H2.4Hed./Util.: Compared to System 1 processing, the positive direct effect of System 

2 processing of delight stimuli on the endurance of intention to (a) revisit, (b) 

engage in positive word of mouth, (c) commit, and (d) pay more is stronger. 

  

H2.5Hed./Util.: Compared to System 1 processing, the positive direct effect of 

sequential Systems 1+2 processing of delight stimuli on the endurance of intention 

to (a) revisit, (b) engage in positive word of mouth, (c) commit, and (d) pay more 

is stronger.  

 

H2.6Hed./Util.: Compared to System 2 processing, the positive direct effect of 

sequential Systems 1+2 processing of delight stimuli on the endurance of intention 

to (a) revisit, (b) engage in positive word of mouth, (c) commit, and (d) pay more 

is stronger.  

 

5.2.2 Part 2: Conceptual Model 

Following the preceding development of hypotheses of the indirect effect and the 

direct effect of the processing of delight stimuli for the three comparisons, the conceptual 

model results, as depicted in Figure 5.3. This model is applicable to all three comparisons.  
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Figure 5.3: Part 2: Conceptual Model  

 

 

5.3  Part 3: The Consumption Setting as a Moderator of the Effect of the Processing 

of Delight Stimuli on the Magnitude and Endurance of Customer Delight and 

Behavioural Intentions  

Parts 1 and 2 investigate the effects of the processing of delight stimuli on the 

magnitude and endurance of customer delight and of behavioural intentions, in hedonic 

and utilitarian consumption settings, respectively. Part 3 directly compares whether the 

strength of the indirect effect of the processing of delight stimuli on (a) the magnitude, 

and (b) the endurance of behavioural intentions through that of customer delight 

significantly differs between a hedonic and a utilitarian consumption setting. This means, 

the consumption setting takes on the role of a moderator (moderating the direct path of 

the processing of delight stimuli on customer delight). Although no research has been 

found that conceptualises the consumption setting as a moderator and directly compares 

customer delight in a hedonic versus a utilitarian consumption setting in one study, 

academics have looked at customer delight in either consumption setting classification in 

separation (e.g. Chitturi, Raghunathan and Mahajan, 2008; Finn, 2005; Oliver, Rust and 

Varki, 1997). For example, Finn (2005) uses a utilitarian consumption setting (website 
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visits), and finds customer delight to be weaker in magnitude compared to customer 

delight in Oliver, Rust and VarkiÕs (1997) studies, in which hedonic consumption settings 

are used. Furthermore, opinions exist that customer delight is not at all relevant in 

utilitarian consumption settings (Ball and Barnes, 2017; Loureiro, Miranda and 

Breazeale, 2014).  

Despite the disagreement amongst academics over whether customer delight can 

occur in utilitarian consumption settings, the consumption setting is a well-recognised 

variable in the context of customer delight (e.g. Arnold et al., 2005; Ball and Barnes, 

2017; Finn, 2005; Meyer, Barnes and Friend, 2017; Oliver, Rust and Varki, 1997) as well 

as in the wider marketing literature (e.g. Michel, Baumann and Gayer, 2017; Nguyen, 

DeWitt and Russell-Bennett, 2012; Okada, 2005). Specifically, the consumption setting 

might moderate the effect of delight stimuli on customersÕ delight to the extent that the 

effect will be stronger in some consumption settings than others (Finn, 2005; Oliver, Rust 

and Varki, 1997). Thus, the questions arise whether the indirect effects of the processing 

of delight stimuli on customer delight magnitude and endurance and, in turn, on 

behavioural intentions magnitude and endurance, are moderated by the consumption 

setting, so that they differ in their strength in a hedonic versus a utilitarian consumption 

setting. This leads to the final two research questions: 

 

RQ3: How does the consumption setting moderate the indirect effect of the 

processing of delight stimuli on the magnitude of intention to (a) revisit, (b) 

engage in positive word of mouth, (c) commit, and (d) pay more through the 

magnitude of customer delight? 
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RQ4: How does the consumption setting moderate the indirect effect of the 

processing of delight stimuli on the endurance of intention to (a) revisit, (b) 

engage in positive word of mouth, (c) commit, and (d) pay more through the 

endurance of customer delight? 

 

5.3.1 Part 3: Development of Hypotheses 

Whereas the extant literature agrees that customer delight occurs in hedonic 

consumption settings (e.g. Barnes, Beauchamp and Webster, 2010; Collier and Barnes, 

2015; Ludwig et al., 2017; Ma et al., 2016; Oliver, Rust and Varki, 1997; Wang, 2011), 

there is disagreement over customer delight in utilitarian consumption settings. Some 

studies claim that customer delight is weaker in utilitarian than hedonic consumption 

settings (e.g. Finn, 2005), and others state that customer delight is irrelevant in utilitarian 

settings (Ball and Barnes, 2017; Loureiro, Miranda and Breazeale, 2014). Furthermore, 

only one study has been found that looks at customer delight in different consumption 

settings in one study (Barnes, Ponder and Dugar, 2011). However, it solely looks at what 

stimulus leads to customer delight in which setting, through the critical incident technique 

(Barnes, Ponder and Dugar, 2011), rather than how the consumption setting moderates 

the effect of delight stimuli on the magnitude of customer delight. This would allow to 

conclude whether this effect is stronger in certain consumption settings, compared to 

others.   

 Considering the lack of existing investigations into the occurrence of customer 

delight in hedonic as opposed to utilitarian consumption settings, this thesis uses Oliver, 

Rust and VarkiÕs (1997) and FinnÕs (2005) positions to develop hypotheses. The reason 

for this choice is that the academicsÕ studies test the same model in a hedonic 

consumption setting (Oliver, Rust and Varki, 1997) and a utilitarian setting (Finn, 2005), 
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respectively. The results show that customer delight does occur in a utilitarian 

consumption setting, though is stronger in a hedonic consumption setting (Finn, 2005; 

Oliver, Rust and Varki, 1997), suggesting that the consumption setting might moderate 

the magnitude of customer delight.  

 By adding the consumption setting as a moderator that influences the effect of the 

processing of delight stimuli on the magnitude of behavioural intentions through the 

magnitude of customer delight, it is predicated that the suggested indirect effect should 

be stronger in a hedonic consumption setting, compared to a utilitarian consumption 

setting. For example, for the comparison between System 1 and System 2 processing of 

the delight stimuli, it was hypothesised that System 2 should lead to stronger customer 

delight and, in turn, to stronger behavioural intentions. Hence, when combining this with 

the findings of Oliver, Rust and VarkiÕs (1997) and FinnÕs (2005) studies, this indirect 

effect of the processing of delight stimuli should be moderated by the consumption setting 

so that it is stronger in a hedonic, compared to a utilitarian consumption setting. The same 

applies to the indirect effect for the comparisons between System 1 processing versus 

sequential Systems 1+2 processing as well as System 2 processing versus sequential 

Systems 1+2 processing. This leads to the following formal hypotheses: 

 

H3.1: Compared to System 1 processing, the positive indirect effect of System 2 

processing of delight stimuli on the magnitude of intention to (a) revisit, (b) 

engage in positive word of mouth, (c) commit, and (d) pay more is stronger when 

the consumption setting is hedonic (rather than utilitarian).  
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H3.2: Compared to System 1 processing, the positive indirect effect of sequential 

Systems 1+2 processing of delight stimuli on the magnitude of intention to (a) 

revisit, (b) engage in positive word of mouth, (c) commit, and (d) pay more is 

stronger when the consumption setting is hedonic (rather than utilitarian).  

 

H3.3: Compared to System 2 processing, the positive indirect effect of sequential 

Systems 1+2 processing of delight stimuli on the magnitude of intention to (a) 

revisit, (b) engage in positive word of mouth, (c) commit, and (d) pay more is 

stronger when the consumption setting is hedonic (rather than utilitarian).  

 

 No study has been found that looks at how the consumption setting moderates the 

effect of delight stimuli on customer delight endurance. To be able to derive hypotheses 

for how the consumption setting moderates the indirect effect of the processing of delight 

stimuli on behavioural intentions endurance through customer delight endurance, this 

thesis assumes that the above-mentioned findings by Oliver, Rust and Varki (1997) and 

Finn (2005) also apply when looking at customer delight endurance. Hence, the indirect 

effects of the processing of delight stimuli on behavioural intentions endurance through 

customer delight endurance should be stronger in a hedonic consumption setting, 

compared to a utilitarian consumption setting. This leads to the following formal 

hypotheses:  

 

H3.4: Compared to System 1 processing, the positive indirect effect of System 2 

processing of delight stimuli on the endurance of intention to (a) revisit, (b) 

engage in positive word of mouth, (c) commit, and (d) pay more is stronger when 

the consumption setting is hedonic (rather than utilitarian).  
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H3.5: Compared to System 1 processing, the positive indirect effect of sequential 

Systems 1+2 processing of delight stimuli on the endurance of intention to (a) 

revisit, (b) engage in positive word of mouth, (c) commit, and (d) pay more is 

stronger when the consumption setting is hedonic (rather than utilitarian).  

 

H3.6: Compared to System 2 processing, the positive indirect effect of sequential 

Systems 1+2 processing of delight stimuli on the endurance of intention to (a) 

revisit, (b) engage in positive word of mouth, (c) commit, and (d) pay more is 

stronger when the consumption setting is hedonic (rather than utilitarian).  

 

 
5.3.2 Part 3: Conceptual Models  

Following the development of hypotheses, the conceptual models (moderated 

mediation models) are derived for the moderation of the indirect effect of the processing 

of delight stimuli on the magnitude (Figure 5.4) and the endurance (Figure 5.5) of 

customer delight and, in turn, of behavioural intentions.  

 

Figure 5.4: Part 3: Conceptual Model (Magnitude) 
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Figure 5.5: Part 3: Conceptual Model (Endurance) 

 
 

 
 
5.4 Chapter Conclusion 

This chapter developed research questions, hypotheses, and conceptual models 

for the three parts investigating different aspects of customersÕ intrinsic processing in 

relation to customer delight (for each part, hypotheses were phrased so that two types of 

system processing were compared at a time, to be consistent with the structure of later 

chapters). Part 1 asked how the processing of delight stimuli affects the magnitude of 

customer delight and, in turn, of behavioural intentions, in hedonic and utilitarian 

consumption settings, respectively. It was hypothesised that System 1 processing has a 

weaker positive indirect effect on the magnitude of behavioural intentions through that of 

customer delight, compared to System 2 processing and sequential Systems 1+2 

processing. Sequential Systems 1+2 processing was predicated to have a stronger positive 

indirect effect than System 1 processing and System 2 processing. These effects were 

predicated to occur in hedonic and utilitarian consumption settings. Hence, in all cases, 

mediation was hypothesised through customer delight magnitude. To conform with 

common practice in mediation analysis, a direct effect of the processing of delight stimuli 
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on the magnitude of behavioural intentions was also predicated, using the same thinking 

based on the System 1 and System 2 processing framework, as for the indirect effects.  

 Part 2 asked how the processing of delight stimuli affects the endurance of 

customer delight and, in turn, of behavioural intentions, in hedonic and utilitarian 

consumption settings, respectively. Hypotheses were developed that System 1 processing 

has a weaker positive indirect effect on customer delight endurance and, in turn, on 

behavioural intentions endurance, compared to System 2 processing and sequential 

Systems 1+2 processing, with the latter being expected to have a stronger positive indirect 

effect than System 1 processing and System 2 processing. It was hypothesised that these 

indirect effects occur in hedonic and utilitarian consumption settings. As done in part 1, 

direct effects for the processing of delight stimuli on behavioural intentions endurance 

were hypothesised.  

Part 3 focused on directly comparing these indirect effects between a hedonic and 

a utilitarian consumption setting by including the consumption setting as a moderator. 

Hence, it was asked how the consumption setting moderates the indirect effects of the 

processing of delight stimuli on (a) the magnitude, and (b) the endurance of customer 

delight and, in turn, of behavioural intentions. It was hypothesised that these indirect 

effects are stronger in a hedonic consumption setting, compared to a utilitarian 

consumption setting. Parts 1 and 2 comprised mediation models, whereas part 3 included 

moderated mediation models. Chapter 6 presents the method chosen to test these 

hypotheses and conceptual models. 
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6.! Methodology 

This chapter focuses on the research method, and elaborates on the different 

elements of the underpinning process depicted in Figure 6.1. It first discusses different 

methodological foundations and options available, narrows these down to the 

methodology used here, and provides an outline. The pre-studies leading to the 

experiment are then explained. Thereafter, the main focus is on the experiment that tests 

the conceptual models as proposed in Chapter 5. 

 

Figure 6.1: Overview of Research Methodology 

 

 

6.1  Methodological Foundations 

6.1.1 Methodological Options 

To derive the best methodology for this thesis and its research questions, 

hypotheses, and conceptual models, the two most common philosophical approaches to 
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positivist approach. At the one end of the spectrum, a researcher following an interpretive 

approach to science seeks to gain a qualitative and in-depth understanding of humans, 

such as of their experiences and perceptions, and to understand how they interpret and 

create meaning in life (Bonoma, 1985; Calder, 1977; Deshpande, 1983). This approach 

assumes that humans act as social beings, and meaning is mutually created and reinforced. 

This understanding is gathered by investigating a small number of cases in detail. A 

nominalist ontology is followed within this approach as well as an inductive 

epistemology, i.e. a new theoretical paradigm is developed based on the data (Bonoma, 

1985; Calder, 1977; Deshpande, 1983).  

Methods used within the interpretive approach are observations, case studies, 

interviews, and focus groups (Bonoma, 1985; Calder, 1977; Deshpande, 1983). 

Observations entail studying subjects without interaction, e.g. without speaking to them; 

case studies revolve around investigating a small number of cases in-depth on several 

aspects for a longer period. Focus groups are used when a topic benefits from the 

discussion and group dynamics between people. Interviews are based on an in-depth 

conversation between the researcher and one subject at a time, looking at their individual 

experiences, using the critical incident technique (Bonoma, 1985; Calder, 1977; 

Deshpande, 1983; Flanagan, 1954).  

On the other end of the spectrum, a researcher following a positivist approach to 

science seeks to conduct ÔobjectiveÕ and quantitative research based on rigour, exact 

measures, and statistical hypotheses testing (Perdue and Summers, 1986). This approach 

aims at construct description or explanation of cause-and-effect relationships, using 

quantitative data collected from a large sample. The goal is to generalise findings to the 

overall population. This approach embraces a realist ontology, i.e. that rational and logical 

thinking prevails amongst humans, and a deductive epistemology, i.e. data are collected 
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to test an existing theory. Subjective information, such as subjectsÕ experiences and 

opinions, are not the primary focus when taking on a positivist approach (Calder, 1977; 

Deshpande, 1983).  

Methods used within the positivist approach are surveys and experiments (Calder, 

1977; Deshpande, 1983; Perdue and Summers, 1986). Surveys describe relationships 

between variables (Rindfleisch et al., 2008), such as what stimuli delight customers (e.g. 

Bartl, Gouthier and Lenker, 2013). However, surveys do not allow to investigate causality 

between variables, which would be based on altering, i.e. manipulating, one variable and 

looking at the effect it has on another (Perdue and Summers, 1986). Experimentation is 

the one quantitative method that allows for investigations into cause-and-effect 

relationships, or causality, which Ò[É] applies when the occurrence of X increases the 

probability of the occurrence of YÓ (Malhotra, Birks and Wills, 2012, p. 371). This is 

achieved by manipulating independent variables (Lynch, Jr., 1982; Perdue and Summers, 

1986).  

Table 6.1 shows the methodological approaches and methods used in the extant 

literature on customer delight and dual-processing theory. It is noted that a positivist 

approach prevails in both domains, whereas the interpretive approach is applied less 

often. In the customer delight literature, the positivist approach comprises surveys and 

experiments as the quantitative methods (e.g. Collier et al., 2018; Kim and Mattila, 2013; 

Ludwig et al., 2017; Oliver, Rust and Varki, 1997). In the dual-processing theory 

literature, there has been a clear tendency towards conducting experiments (e.g. 

Bodenhausen, Sheppard and Kramer, 1994; Dane, Rockmann and Pratt, 2012; Olsen, 

Samuelsen and Gaustad, 2014). A possible reason for the prevalence of experiments in 

the dual-processing theory literature is that investigations into how the different types of 
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system processing influence outcomes necessitates manipulation and control for 

participantsÕ system processing.   

 

Table 6.1: Summary of Methodologies Used in the Customer Delight and Dual-
Processing Theory Literature 

Domain Methodological 
approach 

Method  Author(s), year 

Customer 
delight 

Positivist Quantitative: 
experiment 

Barnes, Beauchamp and Webster, 2010; Chitturi, 
Raghunathan and Mahajan, 2008; Dutta et al., 
2017; Kim and Aggarwal, 2016; Kim and Mattila, 
2013; Ludwig et al., 2017; Wang, 2011 

Quantitative: 
survey 

Barnes, Collier and Robinson, 2014; Barnes et al., 
2016; Barnes, Ponder and Hopkins, 2015; Bartl, 
Gouthier and Lenker, 2013; Collier and Barnes, 
2015; Collier et al., 2018; Falk, Hammerschmidt 
and Schepers, 2010; Finn, 2005, 2012; Fueller and 
Matzler, 2008; Hicks et al., 2005; Kumar and Iyer, 
2001; Loureiro, Miranda and Breazeale, 2014; 
Ludwig, Barnes and Gouthier, 2017; Ma et al., 
2016; Meyer, Barnes and Friend, 2017; Oliver, 
Rust and Varki, 1997 

Interpretive Qualitative: the 
critical incident 
technique 

Arnold et al., 2005; Barnes et al., 2013; Barnes, 
Ponder and Dugar, 2011; Beauchamp and Barnes, 
2015; McNeilly and Barr, 2006; Swanson and 
Davis, 2012; Verma, 2003 

Dual-
processing 
theory 

Positivist Quantitative: 
experiment 

Bodenhausen, Kramer and Suesser, 1994; 
Bodenhausen, Sheppard and Kramer, 1994; 
Cappalletti, Gueth and Ploner, 2011; Caruso and 
Shafir, 2006; Connolly and Butler, 2006; Dane, 
Rockmann and Pratt, 2012; De Neys, 2006; Dhar 
and Nowlis, 1999; Hamilton, Hong and Chernev, 
2007; Mishra, Mishra and Nayakankuppam, 2007; 
Nordgren and Dijksterhuis, 2009; Olsen, 
Samuelsen and Gaustad, 2014; Rottenstreich, 
Sood and Brenner, 2007; Saunders and Buehner, 
2013; Suri and Monroe, 2003; Tiedens, 2001; 
Wang, 2006 

Quantitative: 
survey 

Filieri, 2015; Sierra and Hyman, 2011 

Interpretive Qualitative:  
case study 

Viswanathan and Jain, 2013 

Source: author 

 

This thesis followed a positivist approach, with experimentation as the 

quantitative method. This is due to (a) the interest in testing for causality between 

variables, and (b) manipulations of the system processing and consumption setting being 

essential to testing the conceptual models suggested in Chapter 5. Furthermore, taking a 
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positivist approach meant that frequent practice in the extant literature on customer 

delight and dual-processing theory was joined (e.g. Chitturi, Raghunathan and Mahajan, 

2008; Dane, Rockmann and Pratt, 2012; Wang, 2011).  

 

6.1.2 Outline and Sample Choices 

Derived from the preceding discussion, the conceptual models proposed in the 

previous chapter were tested using an experimental research design, to explain how the 

processing of delight stimuli affects the magnitude and endurance of customer delight 

and, in turn, of behavioural intentions. This was done in hedonic and utilitarian 

consumption settings, respectively, as well as in comparison between the settings by 

including the consumption setting as a moderator. To prepare the experiment, two pre-

studies were conducted (1) to develop the experimental scenarios for the hedonic and 

utilitarian consumption settings (hereafter referred to as Ôpre-study 1Õ), and (2) to test 

whether the system processing and consumption setting manipulations worked (hereafter 

referred to as Ôpre-study 2Õ).  

An important element of the experiment was the scenarios, as part of the 

consumption setting manipulation. These included the delight stimuli, which were the 

object of system processing. The challenge lay in the stimuli needing to delight 

participants to allow to test the conceptual models. For example, it was important that 

participants were delighted to be able to investigate the endurance aspect, i.e. the change 

in the magnitude between two measurement points (t1 and t2). To identify the most 

delightful stimuli, a pre-study was conducted.  

Conducting pre-studies to create and test scenarios is a common step in the 

existing literature using an experimental research design, which helps to ensure that the 

scenario(s) suits the studyÕs purpose (Barnes, Beauchamp and Webster, 2010; Chitturi, 

Raghunathan and Mahajan, 2008; Dane, Rockmann and Pratt, 2012; Mishra, Mishra and 
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Nayakankuppam, 2007; Wang, 2011). Conducting a pre-study here allowed for 

consistency with this common practice in the extant literature, and was particularly 

important as to ascertain the selection of the most delightful stimuli for each consumption 

setting. A combination of delight stimuli was incorporated into the scenarios. No research 

exists on the combined influence of stimuli on customer delight; however, it was assumed 

that scenarios containing more delight stimuli would increase the chance that participants 

got delighted. It was the primary goal of pre-study 1 to find the most delightful stimuli 

for the hedonic and utilitarian consumption setting scenarios, respectively. 

Following pre-study 1, pre-study 2 was undertaken to test whether the 

experimental manipulations worked. Although it has been recommended to check 

manipulations for their success in the experiment also (Geuens and De Pelsmacker, 2017), 

conducting a pre-study that solely focuses on an immediate manipulation-manipulation 

check sequence (without including any dependent variable measures in between) has been 

advised in the literature (Perdue and Summers, 1986). This is particularly beneficial if the 

manipulation checks are to be positioned towards the end of the experimentÕs procedure, 

meaning that the manipulation and manipulation checks are separated by other measures, 

e.g. dependent variables (Perdue and Summers, 1986). This is due to the fact that 

separating the manipulation and manipulation checks by other measures Ò[É] may reduce 

the subjectsÕ abilities to describe fully their reactions to the manipulation and could bias 

their reportsÓ (Perdue and Summers, 1986, p. 319). Hence, pre-study 2 was conducted, 

where manipulations were immediately followed by manipulation checks to test for their 

success. With pre-studies 1 and 2 having prepared the different aspects of the experiment, 

data could be collected through the experiment to test the proposed conceptual models. 

Please refer to Table 6.2 for a detailed summary of the different elements of this research.  
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 All elements of this research were conducted online (instead of offline or in the 

laboratory). While recognising that online studies are not without their problems, there 

were three outweighing reasons for this choice. First, online data collection, compared to 

other ways, such as telephone data collection, is underpinned by the ability to distribute 

invitations to participate quickly, achieve high response rates in a short time, and keep 

costs down (e.g. Cobanoglu and Cobanoglu, 2003; Ilieva, Baron and Healey, 2002). This 

was particularly important due to the scope of this research. Second, online data collection 

allows for widespread reach of participation, including participants that would otherwise 

not be easily approachable offline. Third, conducting research outside the laboratory 

increases external validity of results, as models are tested in a more realistic environment 

(Winer, 1999).  

This thesis considered the disadvantages of online data collection, e.g. as people 

participating multiple times and as having little control over extraneous variables 

(Cobanglu and Cobanglu, 2003; Ryals and Wilson, 2005; Winer, 1999). The risk of 

multiple participation constituted a challenge due to the Ôwear-outÕ characteristics of 

customer delight (Rust and Oliver, 2000), and the effectiveness of the system processing 

manipulation upon delight stimuli exposure. However, there were possible ways to ensure 

participants only participated once, such as using unique IDs and checking for duplicates 

at the data analysis stage. Regarding little control over extraneous variables, e.g. 

multitasking whilst participating, this was considered a disadvantage of online data 

collection that constitutes a limitation rather than something that could be fully eliminated 

(Deutskens et al., 2006). This was accounted for by including attention checks throughout 

the procedures of studies. Having considered both advantages and disadvantages of 

online data collection, it was concluded that the advantages prevailed, and, hence, pre-
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study 1, pre-study 2, and the experiment were conducted online, joining research that has 

experimentally looked at customer delight using online data (Ludwig et al., 2017).  

Furthermore, two decisions were made with regards to the samples for the pre-

studies and the experiment: (1) should the sample consist of students or non-students, and 

(2) what online panels should be used? With regards to the former, this research chose 

non-student samples throughout. Reason being that it is widely recognised in the literature 

that student samples are different from the general population as they have less money, 

have a different lifestyle, and less consumption experience, and, hence, are not 

representative of Ôreal consumersÕ, which decreases external validity of findings (e.g. 

Burnett and Dune, 1986; Geuens and De Pelsmacker, 2017; James and Sonner, 2001). 

Additionally, it has been recommended that research that aims at effects application, i.e. 

statistical theory generalisation, as was the case here, requires a strong similarity between 

the sample and the overall population (Calder, Phillips and Tybout, 1981). This would 

have not been the case if  student samples had been used.  

In addition, although there are studies in the customer delight literature that use 

student samples (Barnes, Beauchamp and Webster, 2010; Barnes, Ponder and Dugar, 

2011; Chitturi, Raghunathan and Mahajan, 2008; Finn, 2005; Wang, 2011), the majority 

use non-student samples (e.g. Barnes et al., 2016; Bartl, Gouthier and Lenker, 2013; 

Collier et al., 2018; Falk, Hammerschmidt and Schepers, 2010; Oliver, Rust and Varki, 

1997). Please refer to Tables 2.2 and 2.3 for the respective studies. Moreover, many of 

the studies using student samples follow up with further tests using non-student samples 

(Barnes, Beauchamp and Webster, 2010; Chitturi, Raghunathan and Mahajan, 2008; 

Finn, 2005). Consequently, despite student samples being known for having a low 

attrition rate (Bhattacherjee and Premkumar, 2004), which would have been beneficial to 

the two-part experiment, it was decided to use non-student samples. 
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With regards to the choice of online panels, the crowdsourcing platform Amazon 

Mechanical Turk17 (hereafter referred to as ÔMTurkÕ) was used for the pre-studies, and a 

commercial online panel provider (Lightspeed Research Ltd., part of the Kantar group) 

was commissioned for the experiment. Using online panels meant that the samples 

constituted convenience samples. This has been acknowledged in the literature as 

constituting the common sampling approach when using online panels (Smith et al., 

2016). The reason why different online panels were chosen between the pre-studies and 

the experiment was to minimise the chance of people participating in the pre-studies as 

well as the experiment, which would have confounded the latter. Participation in both 

pre-studies did not constitute a problem, and was instead allowed, as the two consisted of 

different content with hardly recognisable similarities. However, the experiment 

contained contents of both pre-studies, which could have been recognised if a person had 

already participated in one of the pre-studies, and multiple exposure effect might have 

influenced peopleÕs responses, especially with regards to customer delight. This was 

crucial to avoid because of the Ôwear-outÕ characteristics of customer delight, when 

exposed to the same stimuli more than once (Rust and Oliver, 2000). Although it could 

not be controlled whether a participant was registered with MTurk and Lightspeed 

Research Ltd., choosing two different panel providers was considered as the most 

adequate step to minimise the risk.  

MTurk was chosen as the panel for the pre-studies due to the platformÕs high 

response rate, speed of distribution and completion, and reduced costs (Goeritz, 2004; 

Goodman, Cryder and Cheema, 2013). Thus, this thesis joined the studies in the customer 

                                                
 
17 MTurk is a crowdsourcing platform run by Amazon that consists of ÔworkersÕ, i.e. people offering to do 
simple jobs (called ÔHuman Intelligence TasksÕ, or ÔHITsÕ), such as surveys, transcriptions of audio files, 
and other digital tasks, and ÔrequestersÕ, who are individuals offering these tasks, whilst paying respective 
compensation (Daly and Nataraajan, 2015). MTurk offers the opportunity to requesters to select participants 
based on various demographics as well as the quality of past HITs completed (Daly and Nataraajan, 2015).  
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delight literature that use MTurk samples (Dutta et al., 2017; Ludwig, Barnes and 

Gouthier, 2017; Meyer, Barnes and Friend, 2017). Furthermore, MTurk samples have 

been used in studies in leading marketing journals, such as the Journal of Consumer 

Research and the Journal of Marketing Research (e.g. Goldstein et al., 2014; Van Horen 

and Pieters, 2017; Yang and Lynn, 2014). MTurk panellists have also been found to be 

similar to commercial online panels (Smith et al., 2016), allowing the pre-studiesÕ results 

to be used to prepare the experiment. MTurk has been criticised for the danger of bad data 

quality due to panellists not reading instructions thoroughly, and instead speeding through 

surveys (Smith et al., 2016). To minimise this, attention checks (Smith et al., 2016) were 

included into the pre-studiesÕ procedures, with everyone failing at least one being 

eliminated from the dataset. Speeders were identified at the data analysis stage and 

excluded. 

Although commercial online panel providers are more expensive than MTurk, this 

option was chosen for the experiment. Commercial online panel providers allow multi-

part studies, whilst ensuring participantsÕ confidentiality, as they distribute the studiesÕ 

separate parts, not the researcher. MTurk, on the other hand, states in its terms of use that 

no private information, e.g. email addresses, can be collected from participants. This 

would have constituted an obstacle when wanting to recontact participants with the 

second part of the study. Although platforms, such as TurkPrime and the Python app 

(Daly and Nataraajan, 2015), have been developed to overcome this challenge by 

allowing to send bulk messages using workersÕ IDs (which MTurk does not prohibit 

collecting), these are not run by MTurk directly. Furthermore, the experience such 

commercial online panel providers have in running multi-part studies means decreased 

attrition rate and likelihood of errors in executing data collection, whilst being able to 

control for age and gender quotas (Smith et al., 2016).  
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Moreover, commercial online panel providers control the number of studies their 

panellists can participate in. For example, commissioned Lightspeed Research Ltd.Õs US 

panellists take part, on average, in six surveys per month, whereas US MTurk panellists 

have been found to take part in an average of just under 17 studies per week (Smith et al., 

2016). This aspect was important as the experiment consisted of two parts separated by a 

break of one week, meaning that the less other studies people took part in, the more they 

could associate the first part to the second part. Commercial online panel providers also 

offer in-depth information about the panel that was invited and eventually participated, 

helping to calculate response rates. In contrast, such information is not available on 

MTurk.  

For all pre-studies and the experiment, the focus lay on US samples. US samples 

were chosen to (a) avoid language and cultural differences, which might have created bias 

(Goodman, Cryder and Cheema, 2013), and (b) allow for consistency and comparability 

with the majority of studies in the customer delight literature that use US samples (e.g. 

Ball and Barnes, 2017; Barnes, Beauchamp and Webster, 2010; Ludwig, Barnes and 

Gouthier, 2017). Table 6.2 summarises the key information on the different elements, i.e. 

pre-study 1, pre-study 2, and the experiment discussed above. Whereas this section only 

provided an outline of this research, the remainder of this chapter elaborates on each of 

these elements in more detail. 

 

Table 6.2: Summary of Data Collection 

Research 
element 

Purpose Data collection 
medium 

Sample frame 
(country of data 
collection) 

Pre-study 1 Identifying the delight stimuli for the 
experimental scenarios 

Online MTurk panellists (US) 

Pre-study 2 Testing the effectiveness of the 
experimental manipulations 

Online MTurk panellists (US) 

Experiment Testing the conceptual models  Online Lightspeed Research 
Ltd. panellists (US) 

Source: author 
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6.2 Pre-Study 1: Identifying the Delight Stimuli for the Experimental Scenarios 

Chapter 2 introduced a range of delight stimuli that researchers have found in 

different consumption settings, such as restaurants and supermarkets (e.g. Arnold et al., 

2005; Barnes, Ponder and Dugar, 2011). Pre-study 1 aimed to empirically determine the 

delight stimuli for the scenarios, as part of the consumption setting manipulation, 

following the objective of scenario creation Ò[É] to construct more realistic stimuli while 

retaining the level of control that is needed to test the hypothesesÓ (Chitturi, Raghunathan 

and Mahajan, 2008, p. 53). The following section elaborates on the different elements of 

pre-study 1, as depicted in Figure 6.2. It first explains the creation of the introduction of 

the scenarios, presents the delight stimuli included in pre-study 1, and details the 

respective procedure and sample.  

 

Figure 6.2: Pre-Study 1: Overview  

 

 

Create the introduction of the scenarios, as part of the consumption 
setting manipulation 

Select ten delight stimuli from the existing literature to be included in 
pre-study 1, and decide on their presentation  

Decide on the procedure and sample of pre-study 1  

Pilot test and run pre-study 1, and conduct data analysis (see Chapter 7)  

Source: author 
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6.2.1 Consumption Setting Manipulation: Creation of the Experimental Scenarios 

(Introduction) 

In preparation for pre-study 1, three decisions were made regarding the scenarios, 

as part of the consumption setting manipulation: (1) should the scenarios be real or 

hypothetical, (2) which specific hedonic and utilitarian consumption settings ought to be 

chosen, and (3) how to phrase the introduction of the scenario for each consumption 

setting that will provide participants with a context.18 

Most investigations into customer delight use real delight scenarios (e.g. Bartl, 

Gouthier and Lenker, 2013; Collier et al., 2018; Finn, 2005; Hicks et al., 2005) (see 

Chapter 2 for details of studies). However, with the scenarios feeding into the experiment, 

which was planned to be undertaken online with hypothetical scenarios and a sample of 

approximately 300 subjects (please refer to sub-section 6.4.11 for justification of the 

experimental sample size), it was not considered feasible to deliver real delight scenarios 

to each participant. Specifically, this was due to the required capability of the author to 

delight every participant, the time intensity (which was mainly limited by the submission 

deadline of this thesis), the monetary resources needed, and the intention to collect data 

online. This thesis saw a compromise in using hypothetical scenarios to test the 

conceptual models. Studies applying experimental research designs exist that 

successfully look at customer delight in hypothetical scenarios (Barnes, Beauchamp and 

Webster, 2010; Chitturi, Raghunathan and Mahajan, 2008; Dutta et al., 2017; Kim and 

Aggarwal, 2016; Kim and Mattila, 2013; Ludwig et al., 2017; Wang, 2011). Thus, using 

hypothetical scenarios allowed for consistency with those studies.  

                                                
 
18 The scenarios also consisted of a continuation that included the delight stimuli, which was created after 
pre-study 1 data were analysed (see section 6.3).  
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A restaurant as the hedonic consumption setting, and a supermarket as the 

utilitarian consumption setting, were chosen for three reasons19. First, all participants 

were assumed to have had experience with these settings in real life, so there was no risk 

that participants would have had problems imagining the respective setting they were 

randomly allocated to. Second, restaurants and supermarkets have been well-used 

examples in the literature for hedonic and utilitarian consumption settings in the service 

sector, respectively, yielding strong practical relevance and allowing to test effects as 

closely to practice as possible (e.g. Barnes, Collier and Robinson, 2014; Michel, 

Baumann and Gayer, 2017; Nguyen, DeWitt and Russell-Bennett, 2012; Okada, 2005). 

Third, restaurants and supermarkets constitute tested examples of consumption settings 

in the customer delight literature (Arnold et al., 2005; Barnes, Beauchamp and Webster, 

2010; Barnes et al., 2016; Barnes, Ponder and Dugar, 2011; Beauchamp and Barnes, 

2015; Kim and Aggarwal, 2016; Loureiro, Miranda and Breazeale, 2014; Wang, 2011). 

Following the decisions that the scenarios ought to be hypothetical, and that a 

restaurant and a supermarket constituted the specific consumption settings, the general, 

introductory scenario was constructed for each of the two consumption settings. 

Orientating at the existing literature that bases research on hypothetical restaurant 

scenarios when looking at customer delight (Barnes, Beauchamp and Webster, 2010; 

Wang, 2011), the restaurant scenario was created first and thereafter the supermarket 

scenario, ensuring both scenarios were as similar as possible.  

When wording the scenarios, the aim was to give participants freedom regarding 

the type of restaurant or supermarket they imagined, ensuring they could relate to it, and 

to accommodate different preferences and levels of affordability. Hence, it was avoided 

                                                
 
19 The terms Ôhedonic consumption settingÕ and ÔrestaurantÕ as well as Ôutilitarian consumption settingÕ and 
ÔsupermarketÕ are hereafter used interchangeably.  
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to describe the restaurant and supermarket in too much detail, and to not give a specific 

brand (neither real nor fictional) to avoid bias (Barnes, Beauchamp and Webster, 2010; 

Wang, 2011). Instead, it was emphasised that it could be any sit-down restaurant 

(excluding fast food restaurants20) or supermarket of participantsÕ choice. Moreover, it 

was highlighted that the restaurant or supermarket constituted one they had never been to 

before, and that they had not been recommended to go by others. This was to avoid that 

participants made associations to past experiences, whilst imagining the scenario. The 

exact scenario for the respective consumption setting was as follows: 

 

Restaurant: 

ÒImagine you are visiting a restaurant. You have never been to this restaurant 

before, but the type of cuisine is to your taste and the prices lie in your affordable 

price range (it can be any type of restaurant where you would sit down to spend 

some time there; hence, this excludes fast food restaurants, e.g. McDonaldÕs). You 

did not read any reviews about this restaurant nor were you recommended to visit 

by anyone.Ó 

 

Supermarket: 

ÒImagine you are visiting a supermarket to do your routine shopping. You have 

never been to this supermarket before, but it stocks products youÕd buy during 

routine shopping and the prices lie in your affordable price range (it can be any 

type of supermarket). You did not read any reviews about this supermarket nor 

were you recommended to visit by anyone.Ó 

                                                
 
20 Fast food restaurants were excluded as they have been found to be relatively more utilitarian, compared 
to general restaurants (Ryu, Han and Jang, 2010). 
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6.2.2 Delight Stimuli Selection and Presentation 

Customer delight stimuli are grouped into two factors: (1) interpersonal, and (2) 

non-interpersonal (Arnold et al., 2005). For pre-study 1, an equal number of stimuli for 

each factor was included, for both consumption settings. The following five interpersonal 

delight stimuli were included: (1) employeeÕs affect/engagement, (2) employeeÕs effort, 

(3) employeeÕs skills, (4) employeeÕs time efficiency, and (5) employeeÕs interpersonal 

distance (in line with: Arnold et al., 2005; Barnes et al., 2016; Barnes, Ponder and Dugar, 

2011; Beauchamp and Barnes, 2015). Regarding the non-interpersonal factor, (1) 

tangibles, (2) free product, (3) unanticipated acquisition, (4) unanticipated value, and (5) 

core product constituted the stimuli used (in line with: Arnold et al., 2005; Barnes et al., 

2016; Barnes, Ponder and Dugar, 2011; Beauchamp and Barnes, 2015). The ten stimuli 

were selected firstly because they have been found in hedonic and utilitarian consumption 

settings, e.g. restaurants and supermarkets, meaning that they are robust and applicable 

to different settings. Second, studies finding these stimuli use real delight scenarios, 

meaning that although the scenarios here were hypothetical, they were as realistic as 

possible. Third, studies finding these stimuli clearly define each of them, which enabled 

this thesis to develop stimuli wording specific to the consumption settings, without having 

to conduct qualitative research first.  

Table 6.3 presents the delight stimuli for each category, their description as 

provided by the literature (in line with: Arnold et al., 2005; Barnes et al., 2016; Barnes, 

Ponder and Dugar, 2011; Beauchamp and Barnes, 2015), and the wording used in this 

thesis for each consumption setting. Wording of the stimuli was deliberately kept general 

(a) to avoid putting any constraints on participantsÕ imagination, and allow for their own 

depth of interpretation needed to get delighted, and (b) to ensure stimuli were as similar 

as possible across both consumption settings. Wording of stimuli was kept short. 
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Table 6.3: Pre-Study 1: Delight Stimuli Selection, Description, and Wording  

Stimulus 
category 

Stimulus  Stimulus description  Stimulus wording used in pre-study 1 

Interpersonal EmployeeÕs affect/engagement  ¥! Comprises caring behaviour and friendliness.  
¥! Caring encompasses employee behaviour such as 

being cordial, polite, and welcoming.  
¥! Friendliness reflects employee behaviour, such as 

smiling, being joyful, exciting, and cheerful. 

Restaurant and supermarket: ÒEmployees are friendly, 
welcoming and caring, meaning they treat you as if you 
are someone special.Ó 

EmployeeÕs effort  ¥! Comprises attentiveness/helpfulness and extra 
effort. 

¥! Attentiveness/helpfulness represents instances 
where the employee is conscientious or helpful.  

¥! Extra effort is reflective of behaviours that are 
well above the employeeÕs job description. 

Restaurant and supermarket: ÒEmployees are attentive and 
helpful, and make the extra effort.Ó 

EmployeeÕs skills  ¥! Comprises expertise and ability to provide service 
excellence. 

¥! Employee expertise reflects instances in which 
the employee makes suggestions, provides 
recommendations to the customer, or knows firm 
policies.  

¥! Providing service excellence is related to the 
employeeÕs ability to provide excellent service as 
rated by the customer. 

Restaurant: ÒEmployees are knowledgeable about the 
restaurant and its offerings, make menu recommendations, 
and, hence, provide excellent service.Ó 
Supermarket: ÒEmployees are knowledgeable about the 
supermarket and the products it stocks, and recommend 
different products that meet your needs, and, hence, 
provide excellent service.Ó 

EmployeeÕs time efficiency ¥! Comprises quickness, speed, or promptness in the 
service encounter. 

Restaurant and supermarket: ÒEmployees are time 
efficient, meaning you donÕt have to wait around, whilst 
they dedicate enough time to you.Ó 

EmployeeÕs interpersonal 
distance  

¥! Employee is not being too pushy/forceful and 
does not put pressure on the customer to spend 
money, but are there if needed. 

Restaurant and supermarket: ÒEmployees keep their 
distance to you, meaning that whilst they are always 
available, they are at no time pushy in their behaviour.Ó  

Non-
interpersonal 

Tangibles ¥! Comprises tangibles of the environment; physical 
facilities, equipment, and appearance of personnel 
(Parasuraman et al., 1988); store characteristics, 
such as design, lighting, and store decorations 
(Mohan et al., 2013; Yoo et al., 1998); comfort, 

Restaurant: ÒThe restaurant has visually appealing 
physical facilities, is clean, has a good layout, and the 
employees are appropriately dressed.Ó 
Supermarket: ÒThe supermarket has visually appealing 
physical facilities, is clean, has aisles that are easy to 
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Stimulus 
category 

Stimulus  Stimulus description  Stimulus wording used in pre-study 1 

seating, accessibility, and acoustics (Swanson and 
Davis, 2012) 

navigate, and the employees are being appropriately 
dressed.Ó 

Free product ¥! The customer gets something for free. 
 

Restaurant: ÒYou are given a drink (of your choice) for 
free by the restaurant, which you would have otherwise 
ordered at a cost.Ó 
Supermarket: ÒYou are given a free sample of a product 
(of your choice) at a stand inside the supermarket, which 
you would have otherwise purchased at a cost.Ó 

Unanticipated acquisition ¥! Customer finds exactly the right product they 
usually have difficulties finding. 

Restaurant: ÒYou find exactly the meal you were looking 
for amongst the restaurantÕs offerings, which you usually 
have difficulties finding at other restaurants.Ó 
Supermarket: ÒYou find exactly the products you were 
looking for at the supermarket, which you usually have 
difficulties finding in other supermarkets.Ó 

Unanticipated value ¥! The customer receives a price discount or finds a 
bargain. 

Restaurant: ÒYou are given a monetary discount on your 
final restaurant bill, which reduces your costs 
significantly.Ó 
Supermarket: ÒYou are given a monetary discount on your 
final shopping bill at the check-out, which reduces your 
costs significantly.Ó 

Core product ¥! Value inherent in the product or the value in the 
acquisition of the product 

Restaurant: ÒThe dish you receive at this restaurant is the 
most delectable one youÕve ever had in your life.Ó  
Supermarket: ÒYou get all products you were looking for 
at the supermarket, which makes the shopping experience 
more comfortable and less stressful, and means you donÕt 
have to go to another supermarket for missing products.Ó 

Source: derived by the author from Arnold et al. (2005), Barnes et al. (2016), Barnes, Ponder and Dugar (2011), and Beauchamp and Barnes (2015) 
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The different stimuli were presented in the context of the respective consumption 

setting, i.e. either in a restaurant or supermarket setting. Specifically, participants were 

asked to imagine a restaurant or supermarket visit, where they encountered the different 

stimuli. A decision that was made in preparation of pre-study 1 was whether the ten 

delight stimuli should be rank ordered (through the Qualtrics drag and drop option), or 

progressively selected over multiple pages (whilst each time excluding the stimuli that 

had already been selected as delightful on a previous page). Both versions were pilot 

tested with a convenience sample of ten participants of the authorÕs own network. 

Participants were asked to do both versions, and to let the author know which version 

they preferred and why. Most participants preferred the ranking version (through drag 

and drop), due to reasons such as greater speed of the study, less repetition, and increased 

interest and attention, compared to the version where stimuli were selected over multiple 

pages. Hence, delight stimuli for pre-study 1 were presented all on one page with 

participants given the task to rank order them.  

 
 
6.2.3 Pre-Study 1: Procedure 

The procedure of pre-study 1 commenced with information regarding ethics, e.g. 

participation being voluntary, data confidentiality, and contact details of the author and 

lead supervisor. Thereafter, the actual study began by providing participants with general 

instructions, announcing that they were about to read a hypothetical scenario, during 

which different instances (= delight stimuli) happened. They were also instructed to 

imagine the scenario to be as realistic as possible.  

Participants were randomly allocated to either the hedonic (= restaurant) or the 

utilitarian (= supermarket) consumption setting, using the Qualtrics condition 

randomisation tool, and read the respective scenario introduction. An Instructional 
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Manipulation Check was included beneath as an attention check (Oppenheimer, Meyvis 

and Davidenko, 2009). On the next page, participants were presented with the ten delight 

stimuli, and asked to rank these in descending order based on how delightful they found 

them. They dragged the most delightful stimulus to the top of the list, and the least 

delightful one to the bottom. Items were randomised between participants to avoid order 

effect (Jain and Pinson, 1976), and answers were forced.  

To understand what type of restaurant or supermarket participants were thinking 

of, they were asked to describe their respective imaginations. This also constituted a 

check for the restaurant scenario to ensure that no fast food restaurant was imagined, 

despite instructions not to do so (which would have led to exclusion of the case). 

Subsequently, participants answered a three items semantic differentials scale question 

(for practical purposes Ð just for fun, purely functional Ð pure enjoyment, for a routine 

need Ð for pleasure; seven points). This scale was adopted fully from the existing 

literature as the manipulation check for the consumption setting manipulation (Wakefield 

and Inman, 2003). Furthermore, subjects indicated the frequency of visiting the respective 

consumption setting in real life. Pre-study 1 closed with questions on participantsÕ 

demographics (gender, age, nationality, country of residence and length of living there, 

highest level of education, profession, and annual gross income) (see Appendix 1 for the 

pre-study 1 questionnaire export). A pilot test was run for pre-study 1, with ten 

participants of the authorÕs own network, with no major implications. 

 

6.2.4 Pre-Study 1: Sample 

As discussed above, pre-study 1 was conducted using MTurk. Participation in pre-

study 1 was restricted in two ways. First, only MTurk workers based in the US could 

participate. Second, the Human Intelligence Tasks (HITs) Approval Rate for all 
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RequestersÕ HITs was restricted to be greater than or equal to 95%. No quotas were set 

for gender and age, but the minimum age for participation was 18 years. The HIT 

description introduced pre-study 1 as an academic study taking no more than ten minutes 

(estimation based on pilot study), and that participation involved reading a hypothetical 

scenario and ranking ten different instances based on how delightful they were found. 

Adhering to KingÕs College London ethics, all participants (regardless of passed or failed 

attention check) were paid $0.70 for taking part. Participation was verified through 

submission codes incorporated into the Qualtrics questionnaire, and then cross-checked 

against codes submitted via the MTurk submission portal (see Appendix 2 for a 

screenshot of the MTurk HIT of pre-study 1). Unfortunately, MTurk does not provide 

information on how many people were exposed to the HIT. Thus, it was not possible to 

determine the response rate of pre-study 1. Once pre-study 1 identified the most delightful 

stimuli for the experimental scenarios, pre-study 2 could be undertaken to test the 

effectiveness of the experimental manipulations. 

 

6.3 Pre-Study 2: Testing the Effectiveness of the Experimental Manipulations 

Pre-study 1 identified the three most delightful stimuli for the scenarios for both 

consumption settings (see Chapter 7 for data analysis). The next step of the research 

process focused on finalising the scenarios, and testing the planned experimental 

manipulations through another pre-study, i.e. pre-study 2. Figure 6.3 illustrates the 

different elements of pre-study 2, which consisted of a reading time study, an initial pre-

study 2, and an additional pre-study 2. This section first elaborates on the final scenarios 

created based on the pre-study 1 results, as part of the consumption setting manipulation. 

It then details the second type of experimental manipulation Ð the system processing 

manipulation Ð and provides information on the reading time study conducted. Thereafter, 
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both types of manipulations are combined to a 2 x 3 factorial design. The selected 

manipulation checks are presented as well as details provided on other measurement 

instruments, the procedure, and the sample of initial pre-study 2. To test some alternatives 

for the operationalisation of the system processing manipulation, initial pre-study 2 was 

followed by an additional pre-study 2. 

 

Figure 6.3: Pre-Study 2: Overview  

 

 

6.3.1 Consumption Setting Manipulation: Finalising the Experimental Scenarios 

(Introduction and Continuation) 

With pre-study 1 having revealed core service, unanticipated acquisition, and 

unanticipated monetary value as the three most delightful stimuli for both consumption 

settings, the scenarios, as part of the consumption setting manipulation, were finalised for 

pre-study 2 and the experiment.  

Finalise the experimental scenarios (introduction and continuation), as part of the 
consumption setting manipulation 

Determine the manipulation techniques for the system processing manipulation 
(including a reading time study, to determine the length of time manipulation) 

Derive experimental conditions by combining the system processing and 
consumption setting manipulations  

Decide on manipulation checks, other measurement instruments, procedure, and 
sample of initial pre-study 2  

Pilot test and run initial pre-study 2 (followed by an additional pre-study 2), and 
conduct data analysis (see Chapter 7)  

Source: author 



Methodology 

! 140 

It was decided to split each consumption settingÕs scenario into two parts: (a) the 

introduction, and (b) the continuation. The former remained similar to what was created 

for pre-study 1: an introduction to the scenarios providing participants with the 

consumption setting context. One change was made to this part of the scenario, i.e. a note 

was added stating that it was Ôa newly opened, independent restaurant/supermarketÕ 

participants visited. This note was included as analysis of answers to the pre-study 1 

question asking subjects to describe the imagined setting revealed that some participants 

were thinking of a specific restaurant or supermarket (chain) they had visited before, and 

were using that as their imagined setting. This was despite the note in the introduction 

that they had never visited the restaurant or supermarket before. To avoid this from 

happening in pre-study 2 and the experiment, and to make the point stronger that there is 

no pre-held knowledge of the imagined restaurant or supermarket, it was considered a 

solution to emphasise that it is a newly opened venue. The second part of the scenario, 

i.e. the continuation, was created by narratively merging the three delight stimuli 

identified in pre-study 1.  

Two reasons determined that the scenarios were split into two parts, i.e. an 

introduction and a continuation, and presented separately. First, due to the length of the 

scenarios, splitting them up was considered useful to improve ease of reading and 

imagination for participants. Second, as the conceptual models, as presented in Chapter 

5, only looked at the processing of delight stimuli as the object of the system processing, 

the manipulations needed to be applied only to the continuation of the scenarios, as this 

part included the delight stimuli. Hence, to ensure that the system processing only related 

to the delight stimuli when testing the conceptual models (and not to any other 

information related to the scenarios), it was decided to separate the scenarios into two 

parts, shown sequentially on two pages. This meant that the system processing 
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manipulation could be applied more cleanly to the delight stimuli. The wording of the 

introduction and continuation of the scenario for each consumption setting was as 

follows: 

 

Restaurant: 

Introduction Ð ÒImagine you are visiting a restaurant. It is a newly opened, 

independent restaurant. You have never been to this restaurant before, but the 

type of cuisine is to your taste and the prices lie in your affordable price range (it 

can be any type of restaurant where you would sit down to spend some time there; 

hence, this excludes fast food restaurants, e.g. McDonaldÕs). You did not read any 

reviews about this restaurant nor were you recommended to visit by anyone.Ó 

 

Continuation Ð ÒDuring the restaurant visit, the following instances happen: At 

the restaurant, you find exactly the meal you were looking for amongst its 

offerings, which you usually have difficulties finding at other restaurants. The dish 

you receive at this restaurant is the most delectable one youÕve ever had in your 

life. At the end of your visit, you are given a monetary discount on your final bill, 

which reduces your costs significantly.Ó 

 

Supermarket: 

Introduction Ð ÒImagine you are visiting a supermarket to do your routine 

shopping. It is a newly opened, independent supermarket. You have never been to 

this supermarket before, but it stocks products youÕd buy during routine shopping 

and the prices lie in your affordable price range (it can be any type of 
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supermarket). You did not read any reviews about this supermarket nor were you 

recommended to visit by anyone.Ó 

 

Continuation Ð ÒDuring your supermarket visit, the following instances happen: 

At the supermarket, you find exactly the products you were looking for, which you 

usually have difficulties finding in other supermarkets. You get all products you 

were looking for at the supermarket, which makes the shopping experience more 

comfortable and less stressful, and means you donÕt have to go to another 

supermarket. You are given a monetary discount on your final shopping bill at the 

check-out, which reduces your costs significantly.Ó 

 

6.3.2 System Processing Manipulation  

So far, only the consumption setting manipulation was elaborated on and was 

subject of pre-study 1. From pre-study 2 onwards, another factor of manipulation was 

included: the system processing manipulation. This was applied to evoke either System 

1 processing, System 2 processing, or sequential Systems 1+2 processing (as the 

categories of the independent variable in the conceptual models). To manipulate for 

system processing, a combination of frequently applied manipulation techniques was 

used, as done in the extant literature (e.g. Dane, Rockmann and Pratt, 2012). Specifically, 

three techniques were used:  

  

(1)!Priming;  

(2)!Instructions; and  

(3)!Time pressure or time delay.  
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The use of priming solely focused on triggering System 2 processing; no priming 

was used to manipulate for System 1 processing due to the concern that, for example, 

priming through pictures might have compromised the freedom given to participants with 

regards to imagining the consumption setting (Dane, Rockmann and Pratt, 2012). Priming 

for System 2 processing entailed a one minute cognitive task, i.e. listing aspects related 

to the subsequent scenario in a textbox (Dane, Rockmann and Pratt, 2012; Hamilton, 

Hong and Chernev, 2007). In the case of this research, this entailed writing a list of 

expectations towards the consumption setting prior to the scenario exposure, which was 

in relation to the surprising consumption antecedent of customer delight (Oliver, Rust and 

Varki, 1997).  

Furthermore, manipulation through instructions was applied (Caruso and Shafir, 

2006; Dane, Rockmann and Pratt, 2012; Mishra, Mishra and Nayakankuppam, 2007; 

Nordgren and Dijksterhuis, 2009; Saunders and Buehner, 2013; Wang, 2006). In the case 

of manipulation for System 1 processing, instructions asked participants to use their 

intuition/gut feeling and first impression, and to avoid thinking too much when facing the 

scenario. Manipulation for System 2 processing instructed to carefully analyse the 

scenario in comparison to their expectations, and to ignore feelings and any first 

impressions (Caruso and Shafir, 2006; Dane, Rockmann and Pratt, 2012; Mishra, Mishra 

and Nayakankuppam, 2007; Nordgren and Dijksterhuis, 2009; Saunders and Buehner, 

2013; Wang, 2006). Instructions were shown prior to exposure to the introduction, and 

again before reading the continuation of the scenario. 

The main system processing manipulation technique used related to time, with 

either time pressure or time delay applied to manipulate for the respective type of system 

processing. Specifically, time pressure was applied to manipulate for System 1 

processing, and time delay to manipulate for System 2 processing (Cappalletti, Gueth and 
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Ploner, 2011; Dane, Rockmann and Pratt, 2012; Dhar and Nowlis, 1999; Suri and 

Monroe, 2013). Three aspects were decided on in relation to the time manipulation: (1) 

the element under time pressure or delay, (2) the length of the time pressure and time 

delay, and (3) the operationalisation of the time manipulation.  

With regards to the element under time manipulation, the existing literature has 

put both the scenario and the decision making as objects of time manipulation, e.g. 

inspecting different handbags and making decisions on which ones are real or fake (Dane, 

Rockmann and Pratt, 2012). Applying this here would have meant that both the delight 

stimuli exposure as well as the decision making (i.e. answering customer delight and 

behavioural intentions questions) had happened under time manipulation. However, as 

explained above, looking at the conceptual models shows that it was of interest how the 

processing of delight stimuli affects the mediator (customer delight magnitude and 

endurance) and dependent variables (behavioural intentions magnitude and endurance), 

not the processing of these. Hence, time manipulation was only applied to the exposure 

to the delight stimuli, i.e. the continuation of the scenarios.  

Another decision related to the length of the time pressure and time delay applied 

to the continuation of the scenario. The extant literature was taken to hand to compare 

what length of time manipulations has been set in past studies (Cappalletti, Gueth and 

Ploner, 2011; Dane, Rockmann and Pratt, 2012; Dhar and Nowlis, 1999; Suri and 

Monroe, 2013). These time spans have included, for example, five seconds for System 1 

processing manipulation, and 30 seconds for System 2 processing manipulation (Dane, 

Rockmann and Pratt, 2012). However, the existing literature has put time manipulation 

on stimuli exposure and decision making, whereas this thesis was planning to do so only 

on the former. Furthermore, whilst the manipulation needed to effectively trigger the 

respective system processing, participants still had to be able to read the whole 
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continuation of the scenario, to be able to fully proceed with the remainder of the 

questions. However, as opposed to existing studies, which have been conducted offline 

and could control for this aspect, the fact that the experiment was planned to be conducted 

online meant that it constituted a challenge to ensure everyone read the full continuation 

of the scenario (whilst accommodating for different reading speeds), without losing the 

power of the system processing manipulation. 

Consequently, to determine the length of the time pressure and time delay to be 

applied to the continuation of the scenario, a small-scale online study (hereafter referred 

to as Ôreading time studyÕ) with 21 people was conducted to identify how long it took to 

read the continuation of the scenario. This followed recommendations in the literature to 

not determine a time span by guessing, but by testing it on subjects directly (Suri and 

Monroe, 2003). The sample was a convenience sample from the authorÕs own network, 

including native and non-native English speakers. Participants were first presented with 

the introduction of the scenario, and then with the continuation of the scenario. 

Participants were randomly allocated to one of the consumption settings. The 

continuation of the scenarios was time measured in the background without participantsÕ 

knowledge, who were solely instructed to read the respective continuation of the scenario 

in their own speed, and proceed by clicking on the ÔnextÕ button as soon as they had 

finished reading.  

The mean reading time for the continuation of the scenario was 18.58 seconds for 

the restaurant setting, and 18.55 seconds for the supermarket setting. Hence, the length 

of time pressure for System 1 processing manipulation was set to 15 seconds for both 

consumption settings, which was deliberately slightly lower than the mean reading time 

to create time pressure. For the time delay, this was set to 60 seconds to trigger System 2 
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processing. Specifically, participants analysed the delightful experience for 60 seconds, 

and were only able to proceed once that time had passed. 

In addition, the operationalisation of the time manipulation was decided on. 

Specifically, with regards to the time pressure for System 1 manipulation, it needed to be 

determined whether a timer should be included that would count down the 15 seconds, 

and whether participants should be automatically forwarded to the next page once this 

time had passed. Regarding the former, Qualtrics solely offers a clock that counts either 

up or down, based on the set time. The disadvantage of the Qualtrics countdown clock is 

that it appears distracting. Hence, a subtler way was searched for that ensured people 

would still feel time pressured, whilst knowing when the 15 seconds were up. As a 

solution, no countdown clock was included, but instead the ÔnextÕ button would appear 

after the 15 seconds had passed, which constituted a visual prompt that the time was up 

(a preceding note explained this to subjects). Furthermore, no automatic page forward 

was set, as although people were meant to process via System 1, it was still important that 

they read the full continuation of the scenario. It was planned to exclude participants from 

the dataset at data analysis stage who ignored the instructions and instead spent noticeably 

longer than 15 seconds reading the continuation of the scenario, as this could have raised 

concerns that System 2 processing had been used, instead of targeted System 1 

processing.   

The time delay for System 2 processing manipulation was achieved by using the 

Qualtrics Ôenable submit afterÕ function; specifically, it was set so that participants were 

only able to proceed after 60 seconds, which was when the ÔnextÕ button appeared. No 

countdown timer was included, as, again, this might have constituted a distraction, which 

could have decreased System 2 processing (Kahneman, 2003; Stanovich and West, 2000). 

In addition, to ensure that people elaborated for the full 60 seconds as much as possible, 
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and to prevent them from taking less than this time to elaborate, a textbox was included 

beneath the continuation of the scenario, into which participants were instructed to type 

their detailed thoughts related to what they had read. Table 6.4 provides a summary of 

the above discussed manipulation techniques to trigger either System 1 processing, 

System 2 processing, or sequential System 1+2 processing (for the exact wording of the 

manipulations, please refer to the initial pre-study 2 and additional pre-study 2 

questionnaire export in Appendix 3). 

 

6.3.3 Manipulation Factors Combined 

Having discussed the two manipulation factors in separation so far, another stage 

of preparing pre-study 2 was to combine both factors to a 2 (consumption setting: 

hedonic, utilitarian) x 3 (processing: System 1, System 2, sequential Systems 1+2) 

between-subjects factorial design, leading to six conditions (Figure 6.4). Reasons for 

choosing a between-subjects design lay in the length of and similarity between the 

conditions, meaning that participants would have known the procedure if a within-

subjects design had been chosen (Malhotra, Birks and Wills, 2012).  
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Table 6.4: Initial Pre-Study 2: Summary of the System Processing Manipulation 
Techniques  

Manipulation 
technique 
(author(s), 
year) 

System 1 manipulation  System 2 manipulation  Sequential Systems 1+2 
manipulation 

Priming (e.g. 
Dane, 
Rockmann and 
Pratt, 2012) 

¥! No affective 
priming. 

¥! One minute to write 
down a list of 
expectations towards 
the scenario setting.  

¥! One minute to write 
down a list of 
expectations towards the 
scenario setting at the 
start of the procedure  

¥! 30 seconds exposure to 
the list of expectations 
written at the start. 

Instructions 
(e.g. Dane, 
Rockmann and 
Pratt, 2012; 
Nordgren and 
Dijksterhuis, 
2009) 

¥! Note that people 
who adopt an 
intuitive approach 
to decision making 
are more successful 
in their lives.  

¥! Instructions to use 
first impressions 
and gut instincts 
(and avoid thinking 
very hard). 

¥! Note that people 
who adopt a rational 
approach to decision 
making are more 
successful in their 
lives.  

¥! Instructions to 
thoroughly think 
about and analyse 
the scenario, and 
compare it to pre-
held expectations 
(ignoring any first 
impressions or gut 
instinct).  

¥! Wording as in System 1 
and System 2 
manipulations (placed 
relatedly in either the 
System 1 manipulation 
section or System 2 
manipulation section). 

Time (e.g. 
Dane, 
Rockmann and 
Pratt, 2012; 
Rand, 2016; 
Wright, 1974) 

¥! 15 seconds time 
pressure to read 
continuation of the 
scenario (including 
delight stimuli).  

¥! No countdown 
clock, but ÔnextÕ 
button appearing 
after 15 seconds.  

¥! Note of time 
pressure on 
preceding page. 

¥! One minute time 
delay to read 
continuation of 
scenario (including 
delight stimuli).  

¥! ÔNextÕ button only 
appearing after time 
has passed.  

¥! Textbox to type in 
detailed thoughts.  

¥! Note of time delay 
on preceding page. 

¥! As in System 1 and 
System 2 manipulations 
(placed relatedly in 
either the System 1 
manipulation section or 
System 2 manipulation 
section). 

Source: author 
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Figure 6.4: Initial Pre-Study 2: 2 x 3 Factorial Design  

 

  

6.3.4 Manipulation Checks 

To test whether the manipulations worked, three manipulation checks were used: 

(1) one for the consumption setting manipulation, and (2) two for the system processing 

manipulation. With regards to the former, the same manipulation check was used as in 

pre-study 1, i.e. a three items semantic differentials scale (Wakefield and Inman, 2003). 

This manipulation check already confirmed in pre-study 1 that the restaurant constituted 

a hedonic consumption setting, and the supermarket a utilitarian one. The same 

consumption setting manipulation check was included again. 

When looking at the existing literature that has applied system processing 

manipulation (e.g. Dane, Rockmann and Pratt, 2012), it was noticed that respective 

studies do not necessarily include manipulation checks. One study has been found that 

applies time manipulation to trigger system processing and includes two time pressure 

manipulation checks (Dhar and Nowlis, 1999). The first one asks people how much time 

pressure they felt; the second check asks participants how fast they needed to do 
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something (Dhar and Nowlis, 1999). As time pressure and time delay were relied upon 

as the main elements of the system processing manipulation here, using system 

processing manipulation checks that revolved around the time aspect was considered 

sufficient, to confirm the success of the system processing manipulation. Hence, these 

two questions were included as the system processing manipulation checks, adapting the 

wording of the questions slightly21, and reducing the nine-point scale to a seven-point 

scale (whilst adopting the scale labels for the end points, ranging from Ôno pressureÕ to 

Ôvery much pressureÕ, and Ônot at all fastÕ to Ôvery fastÕ). This was to be consistent with 

the number of scale points used in other questions of the questionnaire. A note was 

included at the top of the system processing manipulation checks highlighting that they 

referred to the continuation of the scenario. Table 6.5 summarises the manipulation 

checks. 

 

Table 6.5: Initial Pre-Study 2: Summary of Manipulation Checks 

Type of manipulation 
check (author(s), year) 

Wording of manipulation check Scale points/labels 

Consumption setting 
(Wakefield and Inman, 
2003) 

A visit to a restaurant/supermarket (like 
the one you imagined in the previous 
scenario) for you is: 
¥! For practical purposes Ð just for fun 
¥! Purely functional Ð pure enjoyment 
¥! For a routine need Ð for pleasure 

Seven-point semantic 
differentials scale 

System processing (Dhar 
and Nowlis, 1999) 

How much time pressure did you feel 
when reading the continuation of the 
scenario? 

Seven-point scale, ranging 
from Ô1 = no pressureÕ to Ô7 = 
very much pressureÕ 

How fast did you need to read the 
continuation of the scenario? 

Seven-point scale, ranging 
from Ô1 = not at all fastÕ to Ô7 
= very fastÕ 

Source: author 

 

                                                
 
21 ÒHow much time pressure did you feel when making your choices?Ó was adapted to ÒHow much time 
pressure did you feel whilst reading the continuation of the scenario?Ó. ÒHow fast did you need to make 
your decision?Ó was adapted to ÒHow fast did you need to read the continuation of the scenario?Ó. 
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6.3.5 Initial Pre-Study 2: Procedure 

All participants of initial pre-study 2 first read information regarding ethics. 

Subsequently, the actual procedure commenced by subjects being randomly allocated to 

one of the six conditions. The procedure of each condition was determined by the system 

processing manipulated for, whereas the consumption setting manipulation was solely 

related to the phrasing of the scenarios and other contents, e.g. questionsÕ wording. 

 The procedure for both System 1 processing conditions (conditions 1 and 4) began 

with the system processing manipulation through instructions, and informed participants 

that they would be reading a two-part, hypothetical scenario. An Instructional 

Manipulation Check (Oppenheimer, Meyvis and Davidenko, 2009) was included as an 

attention check. Thereafter, participants were exposed to the introduction of the scenario. 

This was followed by a note that they would next read the continuation of the scenario 

under time pressure, and were informed of the ÔnextÕ button appearing after 15 seconds 

as a sign for them to proceed. The instructional manipulation was reiterated at this stage, 

as well as a further attention check included. Subsequently, people moved on to reading 

the continuation of the scenario (including the delight stimuli) under 15 seconds time 

pressure. The manipulation checks were conducted right after.  

 For the System 2 processing conditions (conditions 2 and 5), the procedure 

commenced with the system processing manipulation through priming. This priming task 

was followed by the instructional manipulation for System 2 processing, a note that 

subjects would read a two-part, hypothetical scenario, and an Instructional Manipulation 

Check. They were thereafter exposed to the introduction of the scenario, followed by a 

note that they were about to read a continuation of the scenario, which they would have 

to analyse for at least one minute before being allowed to proceed; instructions were 

further reiterated. A further attention check was included at this stage. Afterwards, people 
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were exposed to the continuation of the scenario under 60 seconds time delay, during 

which they also detailed their respective analytical thoughts into the textbox provided. 

The manipulation checks were placed immediately on the next page.  

For the sequential Systems 1+2 processing conditions (conditions 3 and 6), both 

System 1 processing and System 2 processing were triggered as a sequence. Prior to 

commencing the actual procedure with System 1 processing manipulation, a pre-task for 

the later occurring cognitive priming at System 2 processing stage was undertaken. 

Specifically, participants were exposed to the one minute task asking them to write down 

their expectations towards the allocated consumption setting. This information was used 

at the start of the second stage, when it came to the actual manipulation for System 2 

processing through priming. The reason why peopleÕs expectations towards the 

consumption setting were asked for at the start of the procedure (even before System 1 

manipulation) was due to the fact that at the stage of actual System 2 priming, participants 

would have already been exposed to the continuation of the scenario (including the 

delight stimuli). This might have biased their expectations had they been asked to list 

them at the point of System 2 manipulation. 

 Following this pre-task, participants did a detachment task (in order to detach 

from the preceding System 2 priming preparation task), so System 1 could be triggered 

afterwards. For this purpose, subjects were asked to write down at least three feelings 

they associated with being on holidays (no restrictions were made on the type of 

holidays). This detachment task was adapted from the extant literature, and aimed to 

evoke feelings, i.e. commencing System 1 processing (Rand, 2016). Thereafter, the actual 

procedure for these conditions began with System 1 processing manipulation through 

instructions (same as in the System 1 processing conditions), accompanied by a note 

about the subsequent two-part, hypothetical scenario to be read, and an Instructional 



Methodology 

! 153 

Manipulation Check. Moving to the next page, subjects were exposed to the introduction 

of the scenario, before they then read the note about the following continuation of the 

scenario being under 15 seconds time restriction, and repeating the instructional 

manipulation for System 1 processing; a further attention check was added at the bottom 

of the page. Participants were thereafter exposed to the continuation of the scenario under 

System 1 processing manipulation (under 15 seconds time pressure), which was 

subsequently followed by the system processing manipulation checks. 

After the System 1 processing part, System 2 processing was activated, through 

priming first. Here, participants were shown their pre-held expectations they listed at the 

beginning of the procedure for 30 seconds, and asked to review the expectations; no 

amendments could be made to the list. Following System 2 priming, instructions were 

presented to amplify System 2 processing. These were the same as in the System 2 

processing conditions, apart from an additional note that besides an intuitive approach to 

decision making, people who additionally took an analytical approach were more 

successful in life. A note was also included telling participants that they would 

subsequently have to elaborately reconsider the continuation of the scenario, and would 

do so for at least one minute. An attention check was included on this page. Following 

the instructional manipulation, participants moved on to reconsidering the continuation 

of the scenario under System 2 processing manipulation, i.e. 60 seconds time delay. They 

were shown the delight stimuli again as a prompt, and were asked to write down their 

respective thoughts into a text field. Subsequently, the system processing manipulation 

checks were asked again.  

Beyond these condition-specific differences in the procedures, all conditions 

finished with the consumption setting manipulation check, and questions that asked them 

to describe the respective restaurant or supermarket imagined, their frequency of visiting 
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a respective consumption setting in real life, and demographics. Figure 6.5 shows the 

procedures for the different conditions. Initial pre-study 2 was pilot tested on ten people 

from the authorÕs own network. These participants had not been exposed to pre-study 1. 

No major implications emerged from the pilot test, apart from some re-wording of a few 

open-ended questions, to ensure the actual sample would respond as comprehensively 

and detailed as possible (see Appendix 3 for the initial pre-study 2 questionnaire export). 

 

6.3.6 Initial Pre-Study 2: Sample 

The sample frame for initial pre-study 2 was MTurk. Participation was limited to 

the US. Furthermore, participants had to have a HIT Approval Rate for all RequestersÕ 

HITs of greater than or equal to 95% to be able to take part. No quotas were set for gender 

and age (minimum age was 18 years). The HIT description specified that it was an 

academic study looking at the intrinsic processing related to delight stimuli, which would 

take approximately eight minutes (estimation based on the pilot test), and entailed reading 

a two-part, hypothetical scenario, and answering related questions. All participation 

(passed and failed attention checks) was compensated with $0.70, and verified through 

MTurk submission codes incorporated into the Qualtrics questionnaire (see Appendix 4 

for a screenshot of the MTurk HIT of initial pre-study 2). As was the case with pre-study 

1, it was not possible to determine the response rate of initial pre-study 2.  
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Figure 6.5: Initial Pre-Study 2: Procedure of the Conditions  
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6.3.7 Additional Pre-Study 2 

 Although initial pre-study 2 confirmed that the system processing and 

consumption setting manipulations worked (see Chapter 7 for data analysis), two 

questions arose at data analysis stage: (1) for System 1 manipulation through time 

pressure, was the appearing ÔnextÕ button an obvious enough signal that ensured 

participants proceeded, and (2) should the time delay for System 2 processing 

manipulation be increased from 60 seconds to 90 seconds? To test these aspects, 

additional pre-study 2 was conducted; however, only the System 1 processing and System 

2 processing conditions in the restaurant setting were included. 

The first aspect that was changed, compared to initial pre-study 2, was that a 

countdown timer was included in the System 1 processing condition to signal participants 

when the 15 seconds were over and that they were meant to proceed, whilst the ÔnextÕ 

button still only appeared after 15 seconds to force participants to read the crucial 

continuation of the scenario, and to avoid that they just sped through. The aim of this 

change was to see whether the countdown timer would make people aware more visibly 

that the 15 seconds had passed as well as to increase the time pressure. As discussed 

above, people were not automatically forwarded to the next page, as there would have 

been the danger of them not having fully  read the continuation of the scenario.  

The second change that was made in additional pre-study 2 was an increase in the 

time delay for System 2 processing manipulation from 60 to 90 seconds. The reason for 

this trial was that the data analysis of initial pre-study 2 showed that some participants 

took longer than 60 seconds to read the continuation of the scenario and write down their 

thoughts (median time spent on this part by e.g. the System 2 restaurant condition was 

105 seconds). Although initial pre-study 2 data analysis already showed, based on the 

manipulation checks, that the system processing manipulation in the System 1 conditions 
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and System 2 conditions was successful, the aim was to see whether increasing the time 

delay would enlarge the difference in means of the manipulation checks between these 

conditions. Apart from the above changes, the procedures were the same as in initial pre-

study 2 (Figure 6.5; see Appendix 3 for the questionnaire export).  

The sample specifications and HIT information of additional pre-study 2 were 

identical to initial pre-study 2 (Appendix 4), although the HIT asked people not to 

participate again if they had already participated in initial pre-study 2. Duplicates were 

excluded from the dataset, although all participation (passed and failed attention checks) 

was compensated with $0.70. Determining the response rate was not possible due to the 

lack of information of how many people saw the HIT. Considering pre-study 2 showed 

the effectiveness of the experimental manipulations, the subsequent experiment could 

take place in order to test the conceptual models.  

 

6.4 Experiment: Testing the Conceptual Models 

Following the pre-studies, which identified the delight stimuli for the 

experimental scenarios and confirmed that the system processing and consumption 

setting manipulations worked, the experiment was conducted to test the conceptual 

models. Figure 6.6 shows the different elements leading up to running and analysing the 

experiment. Accordingly, this section first revisits the final manipulations, manipulation 

checks, and experimental conditions. It then discusses the operationalisation of the 

endurance aspect of the conceptual models. It presents the measurement instruments, 

measures taken to mitigate common method bias, and procedures for each condition, and 

finishes by outlining the sample characteristics (including response rates and non-

response bias).  
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Figure 6.6: Experiment: Overview  
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Source: author 
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As introduced in the above section on initial pre-study 2, combining the two 

factors manipulated for led to six conditions. These conditions were adopted unchanged 

to the experiment (hereafter referred to as Ôexperimental conditionsÕ also). To remind the 

reader of these conditions, the 2 x 3 factorial design is reiterated in Figure 6.7. 

Furthermore, based on Figure 6.7, the distinction between the focus of parts 1, 2, and 3 

of the experiment can be visually explained. As elaborated on in Chapter 4, parts 1 and 2 

investigated the effect of the processing of delight stimuli on the magnitude and 

endurance of customer delight and, in turn, of behavioural intentions, by comparing two 

types of processing at a time. This was investigated in a hedonic and utilitarian 

consumption setting, respectively. This focus is illustrated in Figure 6.7 by the blue lines. 

Part 3 extended this by comparing the effect of the processing of delight stimuli 

(comparing two types of system processing at a time) in a hedonic versus a utilitarian 

consumption setting. This is indicated by the orange dotted arrows in Figure 6.7. 

 

Figure 6.7: Experiment: 2 x 3 Factorial Design and Illustration of the Focus of Parts 1-3 
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Furthermore, two control conditions were included in the experiment. These were 

not subject to the system processing manipulation, but to the consumption setting 

manipulation. Although manipulations were shown to be successful in initial and 

additional pre-study 2, the experiment included manipulation checks to confirm this 

again, following recommendations in the literature to do so (Geuens and De Pelsmacker, 

2017; Perdue and Summers, 1986). The same consumption setting manipulation check 

(Wakefield and Inman, 2003) and system processing manipulation checks (Dhar and 

Nowlis, 1999) were included in the experiment. The only difference was that the 

manipulation checks were positioned towards the end of the procedure of the experiment, 

so the key variables (i.e. customer delight and behavioural intentions) were asked right 

after the manipulations. To ensure participants would be able to associate to which 

preceding part the system processing manipulation checks referred, an according note 

was included above the manipulation checks. For example, for System 1 processing, the 

note introducing the manipulation checks stated: 

 

ÒThe questions on this page refer to the continuation of the scenario you read 

earlier, i.e. the second part of the scenario (which was subject to a 15 seconds 

time limit).Ó 

 

6.4.2 Endurance of Customer Delight and Behavioural Intentions 

To specify how the endurance of customer delight and behavioural intentions was 

to be investigated, this research consulted studies in the wider marketing literature that 

look at constructsÕ endurance, such as branding, advertising, satisfaction, service quality 

perception, and buying behaviour, due to the lack of respective investigations in the 

customer delight literature (Havlena and Graham, 2004; Krishnan and Smith, 1998; 
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Mazursky and Geva, 1989; Orth and De Marchi, 2007; Palmer and OÕNeill, 2003; 

Ramanathan and Menon, 2006). These studies measure the relevant construct twice (at t1 

right after exposure to the stimuli and t2 at a later stage), using magnitude scales to 

investigate the change (Mazursky and Geva, 1989; Orth and De Marchi, 2007; Palmer 

and OÕNeill, 2003; Ramanathan and Menon, 2006). Consequently, to look at the 

endurance of customer delight and behavioural intentions, following different types of 

system processing, common practice was followed, and these variables were measured 

twice (at t1 and t2), capturing their magnitude at each of the two measurement points.  

Although one study has been found that separates two measurement points by a 

short distraction break (Ramanathan and Menon, 2006), the time lying between the two 

measurement points has commonly been more than a week (reaching up to months or 

even years) in the existing literature (Havlena and Graham, 2004; Krishnan and Smith, 

1998; Mazursky and Geva, 1989; Orth and De Marchi, 2007; Palmer and OÕNeill, 2003). 

Although it was noted that research into the endurance of constructs has used longer time 

breaks, the challenge here lay in the aspect that customer delight, as an emotion if 

resulting from System 1 processing, was expected to be short-lived (Bagozzi, Gopinath 

and Nyer, 1999; Kahneman, 2003; Stanovich and West, 2000). Therefore, the break 

needed to be long enough to test for change in variablesÕ magnitude, but not too long to 

not capture any customer delight at all. Hence, the length of break was chosen to be one 

week. Specifically, participantsÕ delight and behavioural intentions were measured at t1 

immediately after exposure to the continuation of the scenario, and then one week later 

at t2.  

 



Methodology 

! 162 

6.4.3 Measurement Instruments: Customer Delight and Behavioural Intentions 

 The measurement instrument for customer delight was adapted from Finn (2005), 

who extends Oliver, Rust and VarkiÕs (1997) customer delight measure by increasing the 

number of items from one, i.e. delighted, to three, i.e. delighted, gleeful, elated (see 

Chapter 2 for detailed discussion), and, hence, increases reliability of the customer delight 

scale (Geuens and De Pelsmacker, 2017). By using FinnÕs (2005) three items customer 

delight scale, this research joins other existing studies doing so (e.g. Ball and Barnes, 

2017; Barnes et al., 2016; Bartl, Gouthier and Lenker, 2013; Collier et al., 2018). 

However, whilst adopting the three items, this research adapted the question 

wording and scale labels provided by Finn (2005). FinnÕs (2005) scale labels target the 

frequency of customer delight felt, ranging from ÔneverÕ to ÔalwaysÕ. An alternative to the 

frequency scale wording and labels exist, which instead asks about the magnitude of 

customer delight, using scale points that range from Ônot at allÕ to ÔextremelyÕ (Chitturi, 

Raghunathan and Mahajan, 2008; Ludwig et al., 2017; Wang, 2011). This alternative has 

been used in both real and hypothetical delight scenarios in the literature (Chitturi, 

Raghunathan and Mahajan, 2008; Ludwig et al., 2017; Wang, 2011). The magnitude 

wording and scale labels were adopted here. The reason for this choice lay in the 

endurance focus of this thesis, which was tested by looking at the change in variablesÕ 

magnitude over time. Customer delight was measured at t1 and t2.  

Furthermore, behavioural intentions, i.e. intention to revisit, engage in positive 

word of mouth, commit, and pay more were measured at t1 and t2. Here, the respective 

multi-items measurement instruments were selected from Barnes, Beauchamp and 

Webster (2010), who use and amend these scales from the existing literature (Bettencourt, 

1997; Blodgett, Hill and Tax, 1997; Zeithaml, Berry and Parasuraman, 1996) (e.g. they 

increase Zeithaml, Berry and ParasuramanÕs (1996) willingness to pay scale to three 
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items). The measurement instruments used in their study were adopted here (whilst 

wording was adjusted to this thesis) for three reasons22. First, Barnes, Beauchamp and 

Webster (2010) apply the measurement instruments in a hypothetical scenario, showing 

that they capture behavioural intentions successfully following customer delight based on 

imagination. Second, all items revolve around the likelihood of each behavioural 

intention, as reflected consistently in all itemsÕ wording, meaning that this would decrease 

the chance of participant confusion and common method bias (Podsakoff et al., 2003). 

Third, the consumption setting of the academicsÕ study is a restaurant, equivalent to one 

of the two settings of this thesis, whilst being adaptable in wording to other consumption 

settings.  

 

6.4.4 Measurement Instruments: Other Variables 

Other variables measured in the experiment were customer delight antecedents, 

customer satisfaction, system processing used in the experiment (not as a manipulation 

check) as well as in general, visit frequency to the consumption setting in real life, 

motivation to process, and demographics.  

With regards to customer delight antecedents, these were measured to generate 

insights into whether some antecedents prevail more than others in different conditions, 

and to test for discriminant validity between customer delight and its antecedents. FinnÕs 

(2005) scales of customer delight antecedents were used. Specifically, surprising 

consumption was measured using two items (astonished, surprised), arousal using three 

items (stimulated, enthused, excited), and positive affect using three items (contented, 

                                                
 
22 Intention to engage in positive word of mouth scale: although Barnes, Beauchamp and Webster (2010) 
refer to the intention to engage in positive word of mouth scale as ÔloyaltyÕ, the according scale items used 
by the authors revolve around intention to engage in positive word of mouth, and match scales used in other 
studies (Chitturi, Raghunathan and Mahajan, 2008), whilst using more items.  
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pleased, happy). Again, the scales were adapted by using magnitude-oriented wording 

and scale labels (Chitturi, Raghunathan and Mahajan, 2008; Ludwig et al., 2017; Wang, 

2011). All delight antecedents measures were included in both parts of the experiment, 

i.e. at t1 and t2. The experiment also included a measurement instrument for customer 

satisfaction, to test for discriminant validity between customer delight and satisfaction. A 

customer satisfaction scale with four items was adopted from the literature (Finn, 2005), 

and placed right after the customer delight and delight antecedents questions (though on 

a separate page). The customer satisfaction question was included at t1 and t2 of the 

experiment.  

In addition to the system processing manipulation checks, it was considered as 

potentially insightful to include another measure to capture the type of system processing 

used to read the continuation of the scenario, although only at t1 of the experiment, as 

processing of the stimuli was only directly relevant then. This measurement was primarily 

useful to find out what system processing participants used in the control conditions, 

where no manipulation of the system processing took place. The according measurement 

instrument used was the Situation-Specific Thinking Styles (SSTS) scale (Novak and 

Hoffman, 2009). This scale was chosen as it asks for the type of system processing used 

in a specific situation. The SSTS scale contains 10 items per system processing (Novak 

and Hoffman, 2009). However, due to length of the experiment, only five items per type 

of system processing (i.e. ten items in total) were selected based on their relevance to the 

experiment. In addition to including the SSTS scale in the procedure of the two control 

conditions, it was also included in the experimental conditionsÕ procedures for 

consistency.  

Participants were also asked a question regarding their system processing affinity 

in everyday life. The Rational-Experiential-Inventory (REI) scale (Epstein et al., 1996) 
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was used for this purpose. This scale was chosen as it includes items for the different 

types of system processing equally, in contrast to other scales, such as the Need for 

Cognition scale (Cacioppo and Petty, 1982), or the Faith in Intuition scale (Epstein et al., 

1996), which only focus on one type of system processing. The REI scale exists in 

different lengths (Epstein et al., 1996). Due to the already lengthy experiment, the shortest 

REI scale with five items per type of system processing was adopted. Moreover, due to 

the length of the t1 part of the experiment, the REI scale was included at t2 to balance out 

the length of the t1 and t2 procedures. Further measures included revolved around 

participantsÕ frequency of visiting a restaurant or supermarket in real life (measured at t1) 

and in the week between the two measurement points (measured at t2), a description of 

the imagined consumption setting (captured at t1), and their motivation to process 

(measured at t1) (Suri and Monroe, 2003). These measurement instruments were included 

to allow for further analysis.   

 Finally, demographics were measured at t1, capturing participantsÕ gender, age, 

nationality, country of residence, duration of residing in the respective country, level of 

education, employment status, job title, and annual household income. Measurement 

instruments for employment status, job title, and annual household income were made 

available by Lightspeed Research Ltd. To verify that the same person participated at t1 

and t2, the gender and age questions were asked during both measurement points, with 

participants excluded at data analysis stage if this information did not match (Daly and 

Nataraajan, 2015). Table 6.6 summarises the different measurement instruments used in 

the experiment. 
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Table 6.6: Experiment: Measurement Instruments  

Variable Variable 
measured in... 

Question wording and items (author(s), year) Scale points/labels (author(s), year) 

Customer delight T1 and t2 Based on the experience at the restaurant/supermarket, I feelÉ (Chitturi, 
Raghunathan and Mahajan, 2008; Finn, 2005) 
¥! Delighted  
¥! Elated  
¥! Gleeful 

Seven-point scale, ranging from Ô1 = not at 
allÕ to Ô7 = extremelyÕ (Chitturi, 
Raghunathan and Mahajan, 2008) 

Surprising 
consumption 

T1 and t2 Based on the experience at the restaurant/supermarket, I feelÉ (Chitturi, 
Raghunathan and Mahajan, 2008; Finn, 2005) 
¥! Astonished  
¥! Surprised  

Seven-point scale, ranging from Ô1 = not at 
allÕ to Ô7 = extremelyÕ (Chitturi, 
Raghunathan and Mahajan, 2008) 

Arousal T1 and t2 Based on the experience at the restaurant/supermarket, I feelÉ (Chitturi, 
Raghunathan and Mahajan, 2008; Finn, 2005) 
¥! Stimulated 
¥! Enthused  
¥! Excited 

Seven-point scale, ranging from Ô1 = not at 
allÕ to Ô7 = extremelyÕ (Chitturi, 
Raghunathan and Mahajan, 2008) 

Positive affect T1 and t2 Based on the experience at the restaurant/supermarket, I feelÉ (Chitturi, 
Raghunathan and Mahajan, 2008; Finn, 2005) 
¥! Contented 
¥! Pleased  
¥! Happy 

Seven-point scale, ranging from Ô1 = not at 
allÕ to Ô7 = extremelyÕ (Chitturi, 
Raghunathan and Mahajan, 2008) 

Customer 
satisfaction 

T1 and t2 Please indicate your agreement with the following statements regarding the 
experience at the restaurant/supermarket. (Finn, 2005) 
¥! The overall experience at the restaurant/supermarket was as good as I 

expected. 
¥! This restaurant/supermarket was worth the time I spent in it. 
¥! The overall experience at the restaurant/supermarket was satisfying to me. 
¥! I felt comfortable with this restaurant/supermarket. 

Seven-point scale, ranging from Ô1 = 
strongly disagreeÕ to Ô7 = strongly agreeÕ 
(Finn, 2005) 

Intention to revisit  T1 and t2 Please indicate your agreement with the following statements regarding the 
experience at the restaurant/supermarket. (Barnes, Beauchamp and Webster, 2010) 
¥! I am likely to visit this restaurant/supermarket again in the future. 
¥! It is likely that I would never visit this restaurant/supermarket again. (reverse) 
¥! It is likely that I would still visit this restaurant/supermarket in the future. 

Seven-point scale, ranging from Ô1 = 
strongly disagreeÕ to Ô7 = strongly agreeÕ 
(Barnes, Beauchamp and Webster, 2010) 



Methodology 

! 167 

Variable Variable 
measured in... 

Question wording and items (author(s), year) Scale points/labels (author(s), year) 

Intention to 
engage in positive 
word of mouth  

T1 and t2 Please indicate your agreement with the following statements regarding the 
experience at the restaurant/supermarket. (Barnes, Beauchamp and Webster, 2010)  
¥! I am likely to say positive things about the restaurant/supermarket to other 

people.  
¥! I am likely to recommend this restaurant/supermarket to someone who seeks 

my advice.  
¥! I am likely to encourage friends and relatives to eat at this restaurant/shop at 

this supermarket. 

Seven-point scale, ranging from Ô1 = 
strongly disagreeÕ to Ô7 = strongly agreeÕ 
(Barnes, Beauchamp and Webster, 2010) 

Intention to 
commit 

T1 and t2 Please indicate your agreement with the following statements regarding the 
experience at the restaurant/supermarket. (Barnes, Beauchamp and Webster, 2010) 
¥! I am likely to become very committed to this restaurant/supermarket. 
¥! I am likely to continue frequenting this restaurant/supermarket over the next 

few years. 
¥! I am likely to give resources (i.e., time and money) to help this 

restaurant/supermarket succeed. 

Seven-point scale, ranging from Ô1 = 
strongly disagreeÕ to Ô7 = strongly agreeÕ 
(Barnes, Beauchamp and Webster, 2010) 

Intention to pay 
more 

T1 and t2 Please indicate your agreement with the following statements regarding the 
experience at the restaurant/supermarket. (Barnes, Beauchamp and Webster, 2010) 
¥! I am likely to pay a higher price than for other, similar 

restaurants/supermarkets. 
¥! I am likely to come back even if the price increases. 
¥! I am not willing to pay more to dine at this restaurant/shop at this supermarket. 

(reverse) 

Seven-point scale, ranging from Ô1 = 
strongly disagreeÕ to Ô7 = strongly agreeÕ 
(Barnes, Beauchamp and Webster, 2010) 

System 
processing used 
when reading the 
scenario (SSTS 
scale) 

T1 Please indicate how the below statements applied to you whilst reading/ 
reconsidering the continuation of the scenario.  
(adapted from Novak and Hoffman, 2009) 
¥! I trusted my hunches.  
¥! I relied on my sense of intuition. 
¥! I used my instincts. 
¥! I used my gut feelings. 
¥! I relied on my first impressions. 
¥! I tackled this task systematically. 
¥! I carefully assessed the information in front of me. 
¥! I was very aware of my thinking process. 

Seven-point scale, ranging from Ô1 = 
definitely falseÕ to Ô7 = definitely trueÕ 
(Novak and Hoffman, 2009) 
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Variable Variable 
measured in... 

Question wording and items (author(s), year) Scale points/labels (author(s), year) 

¥! I reasoned things out carefully. 
¥! I approached this task analytically. 

Visit frequency to 
consumption 
setting in real life 

T1 Approximately how many times do you actually visit a restaurant/supermarket (like 
the one you imagined in the previous scenario)? 
¥! Daily 
¥! 2-3 times a week 
¥! Once a week 
¥! 2-3 times a month 
¥! Once a month 
¥! Every other month 
¥! Less than every other month 

Drop-down 

Visit frequency to 
consumption 
setting between t1 
and t2 

T2 How many times have you actually visited a restaurant/supermarket (like the one 
you imagined in the scenario) since the first part of the study one week ago? 
¥! Not at all 
¥! Once 
¥! Twice 
¥! 3-4 times 
¥! 5-6 times 
¥! 7 times or more 

Drop-down 

Description of 
imagined 
consumption 
setting 

T1 In a few words, please describe the restaurant/supermarket you imagined in the 
previous scenario. 

Open-ended 

Motivation to 
process 

T1 Please indicate what applied to you whilst reading/reconsidering the continuation of 
the scenario. I wasÉ (Suri and Monroe, 2003) 
¥! Very interested to read Ð not interested to read 
¥! Very involved Ð not involved 
¥! Very interested to understand Ð not interested to understand 

Seven-point semantic differentials scale 
(Suri and Monroe, 2003) 

Mood T1 and t2 At this moment I am feelingÉ (Allen and Janiszewski, 1989) 
¥! Good Ð bad 
¥! Unpleasant Ð pleasant (reverse) 
¥! Happy Ð sad 

Seven-point semantic differentials scale 
(Allen and Janiszewski, 1989) 






















































































































































































































































































































































































































































































