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ABSTRACT

While a traditional marketer aims to enhance customer loyalty, a social marketer focuses on the
creation of individual well-being. To date, some social marketing programs have been launched to
enhance individual well-being. However, only a few studies have been oriented to investigate
subjective well-being, in the domain of traditional marketing. Previous studies have indicated that
service quality is an important determinant of subjective well-being for a service organization's
customers. However, this notion is not enough as service quality only captures the performance of
service in the level of the attribute. For that reason, this introduces the notion of experience quality as
the determinant of subjective well-being. To have a better knowledge about the relationship between
these constructs, this study also inserted the notion of customer satisfaction and perceived shopping
enjoyment as mediating variables. Two hundred respondents participated in this study. These
respondents were recruited at department stores in Malang, a city in the Province of East Java. A self-
administered survey was conducted to collect the data. A Covariance Based Structural Equation
Model (CBSEM) was employed to analyze the data. The results of a Confirmatory Factor Analysis
(CFA) confirmed the model proposed. The structural model showed that the experience of shopping
has significant effects on customer satisfaction, perceived shopping enjoyment, and subjective well-
being. However, this study failed to prove the mediating effects of customer satisfaction and perceived
shopping enjoyment in the relationship between the shopping experience and subjective well-being.
Upon the completion of this study, both theoretical and practical contributions were provided.
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INTRODUCTION

In the present day, creating individual well-being
has been the concern of social marketers. Some
studies have documented social marketing
activities attempting to enhance well-being. For
example the study by Hussein et al. (2014) of the
social marketing campaign to promote Six
months of exclusive breastfeeding in Indonesia.
Another social marketing study related to
creating individual health and well-being was
the study by Lowry et a. (2004) about pregnant
women stopping smoking. While the literature
explained that social marketing aims to create
individual well-being, the study by Su et a.
(2016) indicated that service quality, as an
essential variable in commercia marketing,
played an important role in creating well-being.
This study explained that the quality perceived
by Chinese tourists would affect both their
intention to revisit and their subjective well-
being.

The quality of the experience provided is one
of the important constructs in marketing.
Previous studies showed that experience quality
had a significant effect on customers’ loyalty.
These studies indicated that customers tend to be
more loyal when they perceive they had a better
experience. The important role of the
experience’ s quality is not only recognized in the
area of marketing; studies into retail
management also found that the quality of the
experience affected both the customers
satisfaction and loyalty (Fullerton, 2005; Sirohi
et a., 1998; Sivadas & Baker-Prewitt, 2000).
Apart from its effect on satisfaction and loyalty,
scholars (Su et a., 2015; Su et a., 2016)
explained that the experience quality played an
important role in creating subjective well-being,
particularly in the area of tourism studies.

While the notion of experience quality has
been stated to have a significant effect on
subjective well-being in the domain of tourism
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studies (Su et a., 2015; Su et d., 2016), there is
a lack of any studies investigating the effect of
the quality of the shopping experience on
subjective well-being in the area of the retall
industry.

In addition, these two previous studies did
not clearly explain the process of how the
quality of the experience affected subjective
well-being. To fill these gaps, this study tested
the direct effect of the shopping experience's
guality on subjective well-being, and also
inserted the notion of perceived enjoyment and
customer satisfaction, to enhance the insight
about how the process of the quality of the
shopping experience affects subjective well-
being.

The idea of perceived enjoyment is
developed in this study to bridge the effect of the
shopping experiences quality on subjective
well-being. Previous studies found that
customers who enjoyed their  shopping
experience have a better quality of life than the
customers who did not enjoy their shopping
experience (Su et a., 2016). This means
perceived enjoyment significantly affects
subjective well-being. As the determinant of
subjective well-being, perceived enjoyment was
predicted to be the result of the shopping
experience’'s quality, as many studies have
empirically found the effect of an experience's
guality on enjoyment (Hwang & Kim, 2007;
Kimet a., 2013).

Traditionally, customer satisfaction has been
recognized as the predictor of customer loyalty
(Halowell, 1996; Wallin Andreassen &
Lindestad, 1998). These previous studies
indicated that the more satisfied a customer is,
the greater their loyalty will be. Apart from its
direct, significant effect on loyalty, satisfaction,
as a form of attitude, plays an important role in
creating subjective well-being (Bergstad et al.,
2011; Su et al., 2016). These studies indicated
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that the well-being of the customers tended to be
greater for the satisfied customer than for the
unsatisfied customer. Reflecting on the service-
dominant logic theory: experience is a further
form of service. Many studies have shown that
service quality has a significant effect on
customer satisfaction. Thus, as a derivation of
service quality, the quality of the shopping
experience is predicted to have a significant
effect on customer satisfaction.

Based on the background, this study aims to:

1. Investigate the effect of the shopping expe-
riences quality on individuals subjective
well-being.

2. Determine the mediating effects of perceived
enjoyment and customer satisfaction in the
relationship between the shopping expe-
rience's quaity and the individua’'s
subjective well-being.

Upon the completion of this study, both
theoretical and practical contributions are
provided. From the theoretical standpoint, this
study contributes by creating a comprehensive
model consisting of the shopping experiences
quality, the customers  satisfaction and
perceived enjoyment to create the individuals
subjective  well-being. From a practical
perspective, this study provides insights for a
department store or retail shop managers in
managing their departments.

LITERATURE REVIEW

1. Shopping Experience
Subj ective Well-being
The idea of the quality of an experience is
derived from the notion of service quality. Wu
and Ai (2016) suggested that customer
experience is about the individual’s response to
the holistic direct and indirect contact with the
service provider. Lemke et al. (2011) explained
that experience quality is a perceived judgment

Quality and

about the excellence or superiority of the
customer's experience. Hence, a shopping
experience’'s quality is about the excellence
perception of the shoppers, with regard to their
direct and indirect contact with the department
store's environment, including the shop
assistants, the physical environment and valence.

In the realm of commercial marketing, some
studies have shown the importance of experience
quality on customer satisfaction and loyalty —
important variables in the customer relationship
paradigm. For example, the study of Chen and
Chen (2010) indicated that the quality of the
experience felt by heritage tourists positively
affected their intention to revisit the heritage
tourism site. In the research of golf courses
experience quality, Wu and Ai (2016) found that
the experience quality plays an important role in
affecting the golfers' satisfaction and loyalty.

Apart from its important effect on both
satisfaction and loyalty, the current studies
showed that the quality of the experience has an
important role in improving the quality of life or
subjective well-being (Su et a., 2015; Su et al.,
2016). In genera, an individua’s subjective
well-being can be developed through the
relaxation of the body and mind (Smith &
Puczkd, 2008). Thus, the better the quality of the
experience perceived by the customers is, the
better their subjective well-being will be.

Based on these contentions, there is a
possibility that, in the area of the department
store, the shopping experiences quality would
increase theindividuals' subjective well-being.
H1: Shopping experience quality positively

affects subjective well-being

2. The Mediating Effect of
Enjoyment

Per ceived

The enjoyment perceived by a customer cannot
be separated from their experience (Bauer et al.,
2005). H.-Y. Wang (2012) explained that
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enjoyment is the feeling of pleasure, relaxation,
and joy that customers gain from their encounter
with a service provider. To experience this
enjoyment, four dimensions need to be offered
by service providers, namely: relaxation,
happiness, enjoyment, and wonder (Wu et al.,
2016).

In the marketing ream, an individua’'s
enjoyment is the result of a good quality
experience. The study of Hwang and Kim (2007)
showed that an individual’ s browsing experience
quality affects their enjoyment of internet
surfing. Kim et a. (2013) indicated that the
quality of the system, and the information
provided as part of a tourist's experience,
significantly affect their enjoyment.

As an important construct in marketing,
perceived enjoyment plays an important role in
affecting the individual quality of life or
subjective well-being. Individuals who enjoy
their lives would have better well-being. Studies
show that perceived enjoyment has a close
relationship with happiness (Van der Heijden,
2004). In the area of shopping behavior, Y. J.
Wang et a. (2010) explained that customers
enjoyment in retail shopping is closely related to
their quality of life. As perceived enjoyment is
the outcome of a shopping experience's quality,
and also has a strong relationship with subjective
well-being, potentially this construct might
explain the effect of the quality of shopping
experience on an individua’s subjective well-
being. Hence:

H2: Perceived enjoyment mediates the effect of

a shopping experience's quality on

subjective well-being.
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3. The Mediating Effect of
Satisfaction

Customer satisfaction is about the gap between
an individual’s expectation and perception
(Kotler & Keller, 2012). Marketing studies show
that customer satisfaction has an important role
in an individual’s subjective well-being. The
greater the customer’s satisfaction, the better the
subjective well-being will be. For example, the
study of Bergstad et a. (2011) indicated that the
satisfaction of daily travel affects subjective
well-being. Su et a. (2016) showed that tourists
satisfaction  significantly — affects  tourists
subjective well-being.

Some variables have been recognized to be
the predictors of customer satisfaction. The
current studies show that a good experience,
experienced by an individual, would affect their
satisfaction. Theoreticaly, individuals who have
better experiences would be more satisfied than
those who do not have a good experience.
Previous studies empirically proved that there is
a positive and significant effect of an
experience’ s quality on customers satisfaction
(Wu & Cheng, 2013; Wu & Ko, 2013).

As previous studies have indicated, customer
satisfaction is the result of the quality of the
experience; and it is the predictor of subjective
well-being. There is a possibility that customer
satisfaction mediates the effect of the shopping
experience’'s quality for an individua’'s
subjective  well-being. Hence, this study
proposes:

H3: Customer satisfaction mediates the effect of
the shopping experience's quality on
subjective well-being
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Figure 1. Research Model

RESEARCH METHOD
1. Sample

The respondents in this study were shoppers in
various department stores in Malang, East Java,
Indonesia. A total of 200 respondents
participated in this study. The respondents were
recruited through a purposive sampling method,
with the sampl€e's characteristics being that they
are more than 17 years old, go shopping by their
own choice, and have visited the department
store at least twice. The following demographic
data emerged from the sample: 60.5% of the
respondents are female, 33.5% are aged between
21 — 30 years old, 37.5% have a bachelor degree
and 72.5% have an income between IDR.
1,000,000 and 5,000,000 per month.

2. Measurement
A self-administered questionnaire was used in
this study. Prior to collecting the data, the

guestionnaire to be used was tested for both its
content and construct validities. For the content

validity, two academics and a retail-shopping
manager were requested to give their feedback.
The construct’s validity was tested by doing a
pilot study with 30 respondents. Upon the
completion of the pilot study, the results of the
validity and reliability tests showed that there
were no validity and reliability problems. Hence,
the questionnaire could be used in this study.

The questionnaire is divided into two parts.
The first part asks about the demographic profile
of the respondent, and the second part was
designed to ask about the constructs being
tested. For this study, the measures used were
adapted from severa previous studies. A five-
point Likert scale anchored from strongly
disagrees (1) to strongly agree (5) was employed
in this study. The construct of experience quality
was adapted from Wu and Ai (2016). Perceived
enjoyment was adapted from Wu et a. (2016).
Customer satisfaction was adapted from Wilson
et a. (2012), and subjective well-being was
adapted from Su et a. (2016).
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Table 1. Demography of Respondents

Variable Indicator Per centage Respondents
Gender Male 39.5% 79
Female 60.5% 121
Age <2lyearsold 10.5% 21
21-30 33.5% 67
31-40 23% 46
41-50 17% 34
>50 16% 32
Education High School 17% 34
Diploma 28% 56
Bachelor 37.5% 75
Postgraduate 15% 30
Doctoral 2.5% 5
Income <1,000,000 6% 12
1,000,001 — 5,000,000 72.5% 145
5,000,001 — 10,000,000 12% 24
> 10,000,000 9.5% 19

Source: Primary Data analyzed, 2018

DATA ANALYSIS

Structural Equation Modeling (SEM) with a
maximum likelihood method was used in this
study to answer the research objectives. In
conducting the SEM, a two-step analysis was
used. The first step was a Confirmatory Factor
Analysis (CFA), to examine the fitness of the
measurements used. In testing the model’s
fitness, three fit indexes were employed in this
study. They are the absolutely fit indexes
(Goodness of Fit/GFl), incremental fit indexes
(Normed Fit Indexes/NFI and Comparative Fit
Index/CFI) and parsimonious fit indexes
(normed sguare and Parsimony Goodness of Fit
Index/PGFI). According to Kline (2005), the
cut-off value for GFI, NFI, and CFl is greater
than 0.9, normed sguare is less than 0.5 and
PGFI is more than 0.5. Apart from the model’s
fitness, to ensure the robustness of the
measurement used, this study also tested the
score of the factor loading, the discriminant
validity among the constructs, and the
constructs'  reliability. For the factor loading
Hair et al. (2010) suggested that the minimum

factor loading for CFA should be above 0.6.
Discriminant  validity is tested through
investigating the correlation among the
constructs. Hair et al. (2010) suggested that to
have free discriminant validity, the correlation
among the constructs must be less than 0.85. In
testing the reliability, this study used the
constructs’ reliability, which must have a score
above 0.6 (Hair et al., 2014).

Upon the completion of CFA, the second
step was a path anaysis and mediating test
analysis. In testing the proposed hypotheses,
apha was set at the level of 5% (t = 1.960).
Baron and Kenny’s mediation analysis approach
(1986) was employed by this study. In
accordance with this approach, a mediation
effect occurs if a predictor has a significant
effect on the mediator, and the mediator
significantly affects the criterion. Upon the
completion of the indirect estimation, Sobel’s
test was employed to estimate the Z score.
Sobel’ s test was calculated through:

Z = a*bl/(b2* sa2+a2* sh2)
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RESULT AND DISCUSSION
1. Measurements

Prior to testing the proposed hypotheses, CFA
was conducted by this study. Following Kline's
suggestion (2005), in running the CFA al the
constructs used were assumed to covary each
other. The initial CFA results indicated a poor
model (GFI = 0.861; NFI = 0.895; CFl = 0.963,
normed square = 2.125 and PGFI = 0.603). As
the model is considered to be a poor fit, afurther
modification to the model was conducted. The
model was modified by excluding item CS1
from the model. This resulted in a better model
fitness (GFI = 0.913; NFI = 0.933; CFl = 0.928,
normed square = 2.925 and PGFI = 0.592).

Apart from evaluating the model’s fit index,
its convergent validity, discriminant validity, and
reliability were aso tested in this study to
confirm the fitness of the model. The CFA
showed that the factor loading varied between
0.703 and 0.906 and the score of Average
Variance Extracted (AVE) varied between 0.591
and 0.707. These indicators showed that there is

no convergent validity problem in the
measurements used. Table 2 summarized the
score of the factor loading, AVE and Composite
Reliability (CR) for each item.

The discriminant validity was examined by
investigating the corrdlation among the
constructs. From the dstatistical analysis, the
correlation among the constructs varied between
0.590 (the correlation between perceived enjoy-
ment and subjective well-being) and 0.887 (the
correlation between customer satisfaction and
shopping experience). This finding showed that
there was alack of discriminant validity between
customer satisfaction and shopping experience.
However, an assessment of the content’'s
validity, by a panel of experts, indicated that the
indicators loaded on the separate constructs are
distinct and nomologically valid (Hair et al.,
2014). To ensure that the constructs tested are
different, a multicollinearity test was performed.
The result of this multicollinearity test explained
that the Variance Inflation Factor (VIF) score
varies between 2.232 and 2.651. Thus it can be

Table 2. Summary of Factor Loadings, AVEs and CRs

. Composite
Construct tem Factor Loadings AVE Reliability
SE1 0.853
. . 0.674 0.861
Shopping Experience SE2 0.760
SE3 0.848
PE1 0.898
PE2 0.906 0.707 0.877
Perceived Enjoyment PE3 0.703
Cs2 0.766
CS3 0.895 0.687 0.897
Customer Satisfaction cs4 0.866
CSs 0.783
Sw1 0.853 0591 0.811
Subjective Well-being Sw2 0.733
SwW3 0.713

Source : Primary Data analyzed, 2018
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concluded that the constructs tested are different.
Reliability was measured through an analysis of
the composite reliability score. For this study,
the composite reliability ranged between 0.811
and 0.897. This result means that there is no
reliability problem in the study.

2. Structural Mod€

Hypothesis 1 proposed the direct effect of the
shopping experience's quality on individuals
subjective well-being. The dtatistical estimation
showed that there is a significant positive effect
of shopping experience’s quality on subjective
well-being (B = 0.791 : p < 0.05) This finding
means that the better the shopping experience is,
as perceived by the department store's visitors,
the higher their subjective well-being will be.
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Hypothesis 2 proposed the mediating effect
of perceived enjoyment. The datistical
calculation indicated that there is no mediating
effect of perceived enjoyment, as these
constructs did not directly affect the subjective
well-being, athough perceived enjoyment was
found to be the result of the shopping
experience’s quality. The dstatistica analysis
showed that the indirect effect coefficient was
0.020 (0.843 x 0.024) and Sobel’s test z-value
indicated a score of 0.151 (see appendix for
Sobel’s test calculation), which was lower than
the cut off value (1.960). This insignificant
mediating effect means the quality of the
shopping experience does not have an indirect
effect on subjective well-being through shopping
enjoyment.

This supports Hypothesis 1.
Table 3. Correlation Among Constructs
Shopping Perceived Customer Subjective
Experience Enjoyment Satisfaction Well-being
Shopping Experience 1
Perceived Enjoyment 0.831 1
Customer Satisfaction 0.887 0.773 1
Subjective Well-being 0.690 0.590 0.594 1
Source: Primary Data analyzed, 2018
Table 4. Summary of Hypotheses Testing
Hypothesis Path Coefficient Critical Ratios Remarks
H1 SEQ > SW 0.791 2.852 Supported
H2 Step 1 SEQ > SW 0.791 2.852 Supported
Step 2 SEQ > PE 0.843 9.507 N/A
Step 3 PE > SW 0.024 0.158 N/A
Step 4 SEQ > PE> SW (0.843x0.024) 0.020  0.151 Not Supported
H3 Step 1 SEQ 2> SW 0.791 2.852 Supported
Step 2 SEQ > CS 0.896 13.155 N/A
Step 3 CS> SwW -0.133 -0.628 N/A
Step 4 SEQ > CS> SW (0.896x -0.133) -0.119 -0.608 Not Supported

*significant at p < 0.01; **significant at p < 0.001

SEQ: Shopping Experience Quality; PE: Perceived Enjoyment; CS: Customer Satisfaction; SW: Subjective

Well-being
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Hypothesis 3 predicted the mediating effect
on customer satisfaction. However, the statistical
estimation showed that the indirect coefficient
was -0.119 (0.896 x -0.113) with a z-value of -
0.608 (see appendix for Sobel’ s test calculation).
It means there is no mediating effect provided by
customer satisfaction. This insignificant effect of
the mediating effect means Hypothesis 3 is not
supported. Table 4 summarizes the results of the
hypotheses tests.

Two research objectives were investigated in
this study. The first research objective related to
the direct effect of the quality of experience on
individuals subjective well-being. The second
research objective was to test the mediating
effect for both perceived enjoyment and
customer satisfaction in the relationship between
the shopping experience's quality and subjective
well-being. The following section discusses the
findings of this study.

The direct effect of shopping experiences
quality on subjective well-being was proposed in

this study. The statistical estimation found that
there is a positive, significant effect of shopping
experiences quality on subjective well-being.
This finding means an individual’s subjective
well-being will be higher upon experiencing a
better quality shopping experience. The positive,
significant effect of a shopping experience's
quality on subjective well-being strengthens the
previous studies, by explaining that the better the
experience’s quality is, as perceived by the
customers, the better the individual’s subjective
well-being will be (Su et a., 2015; Su et a.,
2016).

Apart from testing the direct effect of
shopping experiences quality on subjective
well-being, this study also tested the indirect
effect of shopping experiences quality on
subjective  well-being  through  perceived
enjoyment and customer satisfaction. While
some studies signaled an indirect effect of the
experience’'s quality on subjective well-being
through perceived enjoyment, this study did not

(B =0.843: t=9.507).-"
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Figure 2. Structural Model
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find thisindirect effect. The insignificant

indirect effect of shopping experiences
quality on subjective well-being through
perceived enjoyment is in line with the
suggestion of Y. J. Wang et a. (2010) regarding
the customer’s culture. Generaly, this current
study divides culture into two: masculine culture
and feminine culture. In the masculine culture,
ones quality of life is defined by their social
status and achievements, while feminine culture
defines the quality of life based on freedom and
flexibility. Indonesia holds eastern culture,
which has a high degree of masculinity. It means
that the quality of life is determined by their
socia status and achievements (Hofstede
Insight, 2018). Thus, for Indonesians, enjoying
shopping activities is not considered to be a way
to increase subjective well-being. So the
proposed hypothesis was rejected.

Customer satisfaction is the gap between a
customer's  expectation and  perception
(Parasuraman et a., 1985). While it was
proposed as having a mediating effect between
the shopping experiences’ quality and subjective
well-being, this study did not find its effect. This
insignificant mediating effect of customer
satisfaction is probably because satisfaction
itself is not enough to enhance an individua’s
subjective well-being. There is a need for other
variables to increase individuals subjective
well-being.

The Stimuli-Organism-Response  (S-O-R)
framework (Vieira, 2013) can be used to explain
the insignificant mediating effect of both
perceived enjoyment and customer satisfaction.
According to this theory, an individua’s
behavior sequence consists of Stimulus -
Organism — Response (S-O-R). The SO-R
framework suggested that stimulus is a factor
that affects the internal states of individuas,
organism is an interna process, and structures
mediate between the external stimuli and the
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individual’s actions, response or final outcome;
and response is a fina outcome from an
individual, represented by an approach or
avoidance behavior (Chang et al., 2011).

Referring to this S-O-R framework, the
constructs of perceived enjoyment and customer
satisfaction are recognized as the organism
elements, since these constructs are individual
processes within the respondent’s mind. Similar
to satisfaction and enjoyment, they capture the
well-being perceptions of the respondents, rather
than the final behavior. Subjective well-being is
considered to be an organism element. Based on
these arguments, enjoyment, satisfaction and
subjective well-being are considered as organism
elements, since these three constructs are not the
final outcomes of any behavior. As organism
elements, they do not affect one another. Hence,
both customer satisfaction and perceived
enjoyment did not mediate the effect of the
shopping experience on subjective well-being.

CONCLUSION

Upon completion of this study, a theoretical
contribution was provided to the body of
marketing literature, especially in the area of
retail marketing. This study theoretically proves
that shopping experiences quality plays an
important role in enhancing individuas
subjective well-being. This study noted that the
shopping experience’s quality does not need a
mediator to affect the subjective well-being, as
the analysis showed that both customer
satisfaction and perceived enjoyment did not
mediate the effect of shopping experiences
quality on subjective well-being.

From a practica standpoint, this study
implies that department store managers must
provide a good shopping experience, as the
visitors who undergo a good experience would
perceive an improvement in their well-being. In
accordance with the shopping experience quality



Journal of Indonesian Economy and Business, Vol. 33, No. 3, 2018 283

theory, department store managers can develop
the shopping experiences quality by enhancing
the interaction between the shops employees
and customers, providing good physical infras-
tructure and enhancing the shopping valence for
the customers.

LIMITATION AND SUGGESTION

While providing some theoretica and
practical  contributions, this study also
acknowledged some limitations. The first
limitation is about the sample used in this study.
Although the number of samples exceeded the
minimum required, these samples were recruited
only from department stores in Malang, in
Indonesia. Hence, the findings cannot be
generalized into other areas. Another limitation
is about the variables used to predict subjective
well-being. For this study, only the quality of the
shopping experience was tested for its effect on
subjective well-being.

To have a comprehensive understanding of
the nature of the relationship between the
shopping experience, customer satisfaction,
perceived enjoyment, and subjective well-being,
other researchers might replicate this model in
other industry settings. In addition, to strengthen
the conceptual model for predicting the
individual’ s subjective well-being, future studies
might insert other variables, such as perceived
value, image, and emotion.
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APPENDI X

Mediating effect of Perceived Enjoyment

7 a*b
J(02* sa2 + a2* sh2)

0.843x 0.024
,/(0.000576 % 0.008464) + (0.710649x 0.024964)

=0.151

Mediating effect of customer

a*b
J(02* sa2 + a2* sh2)

_ 0.896x —0.133
|/(0.017689x 0.0049) + (0.802816 x 0.0475)

=-0.608
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