
INTRODUCTION

There is a paradigm shift in the field of design from an emphasis on form and function
of products to the emotional, social and cultural contexts and what they mean to consumers.
This shift has been reinforced by retail approaches aiming for competitive advantage where
there is a growing recognition that providing significant value for consumers is crucial for
retail success (Krippendorff, 2006; Cagan and Vogel, 2002; Boztepe, 2007). Values are a
significant predictor of people’s attitude and behaviour and as such, values affect directly the
consumers’ product choice criteria and indirectly their attitudes, intentions and behaviour
(Pitts and Woodside, cited in Tsiotsou, 2005). A powerful factor of market segmentation for
retailers is to be able to connect consumer’s product purchases with their personal values.
People purchase products that enrich their experiences based on what they value and are
willing to pay more for products that connect to their values (Cagan and Vogel, 2002).

The term value spans a number of disciplines including economics, sociology,
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ABSTRACT
With many products and services available for consumers to choose from, consumers expect a
more meaningful retail experience. They look for a memorable experience appealing to their
senses, emotions and values that influence their choice of products. Customer retail experience
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creation. The purpose of this article is to present a systematic review of the extensive study that
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presents five approaches to product value: utilitarian value, economic value, social significance
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be used by retailers to create for an enriched retail experience for consumers.
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anthropology, psychology and marketing. Its meaning oscillates between concepts as distant
as economic return and moral standards (Boztepe, 2007). The word value has different
meanings in literature of marketing strategy and user behaviour. Value in marketing
strategy is the customer value which focuses on buyers’ evaluation of products at the time
of buying while in user behaviour it is the user value which is concerned with the valuation
on the consumption or possession of products (Lai, 1995). This paper is concerned with
product value that involves both customer value and user value. Product value relates to the
consumer value concerned with buying experience and also with user value concerned with
product use experience.

Product value and its dimensions:A review
Several authors and studies have identified different dimensions of product value (Sheth

et al., 1991; Lai, 1995; Kahle et al., 1986; Kidd, 2001; Cagan and Vogel, 2002). This section
reviews product value, its dimensions and applications.

Sheth et al. (1991) identified five product consumption values influencing consumer
choice behaviour: functional value, social value, emotional value, epistemic value, and
conditional value. They viewed that a decision may be influenced by any or all of the five
consumption values. Consumers are usually willing to accept less of one value to obtain
more of another, although it is desirable to maximize all five consumption values.

Going beyond Sheth et al.’s categorization of product values, Lai (1995) proposed a
typology of eight product benefits that consumers may derive from product possession or
consumption: functional, social, affective, epistemic, aesthetic, hedonic, situational,
and holistic. Lai viewed that the different types of product benefits may be correlated or
combined in particular consumption activities, or there may be trading off between them.

Kahle (1983, cited in Kahle et al., 1986) developed a List of Values (LOV) which has
been used by consumer behaviour scholars and researchers as an instrument to measure
value. The LOV consists of nine values: sense of belonging, excitement, fun and enjoyment
in life, warm relationships with others, self-fulfilment, being well respected, a sense of
accomplishment, security and self-respect.

Kidd (2001) identified three independent dimensions of consumer product values: utility,
experience and symbolism. Kidd views that any product can be viewed along all three
dimensions simultaneously but that during their lifespan, products vary in terms of which
dimension or combination of dimensions dominates their perceived value. She notes that
consumers are not passive recipients of the utilitarian, experiential and symbolic aspects of a
product but rather active shapers in each product’s evolution.

Cagan and Vogel (2002) defined value as “the level of effect that people personally
expect from products and services, represented through lifestyle impact, enabling features,
and ergonomics, which together result in a useful, usable, and desirable product”. They
identified seven attributes of product value termed as Value Opportunities: emotion,
ergonomics, aesthetics, identity, impact, core technology and quality. These opportunities
contribute to the overall experience of the product and relate to the value characteristics of
useful, usable and desirable.

Esslinger, the founder of Frog Design asserts that users do not just buy a product, but
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they buy a value in the form of self-identity, experience and entertainment and that people
keep the product longer and take care of it if it has built an emotional value (Esslinger, cited
in Sweet, 1999).

Although the dimensions of different studies and authors vary, many of them are related
and not mutually exclusive. They all point to the importance of product value and how values
can act as significant predictors of people’s attitude and behaviour. Values affect the
consumer’s choice criteria and as such, their attitudes, intentions and behaviour in the retail
experience.

Products as carrier of values for an enriched retail experience:
With many products and services to choose from, consumers expect a more meaningful

retail experience. They look for a personal memorable experience appealing to their senses,
emotions and values. Customer retail experience involves customers’ cognitive, emotional
and intuitive level and is viewed as a new source for value creation. Petermans et al. (2009)
observed that a retail experience which succeeds in delivering value to customers is crucial
to long-term retailer success. There is a growing recognition that providing superior customer
experience value is instrumental for retail success. Based on the different dimension of
product values discussed in the previous section, five approaches to product value and how
they can be used to enrich retail experience has been deduced.

Economic value:
Economic value of product is based on the monetary sacrifice people make for a product.

Value for money primarily refers to the relationship between price, quality and quantity of
product received (Boztepe, 2007). There is a distinction between objective price, perceived
price and sacrifice made in purchase of products. Objective price is the actual retail price of
a product while perceived price is the price as encoded by the consumer. Studies have
shown that consumers do not always know or remember actual prices but encode them in
ways that are meaningful to them. They may encode and remember the price of a product
simply as ‘expensive’ or ‘cheap’. In economic value of products, monetary price is not the
only sacrifice made to acquire a product. Time, effort, search and psychic costs are sacrifices
consumers make to obtain products. When a consumer travel distances to obtain a product
or when time and effort has been put into assembling products, a sacrifice has been made.
For users, products carry the economic worth of value in terms of how the user perceives
value of the product. Perceived value is the user’s overall assessment of the product based
on the perceptions of what is received and what is sacrificed. What is received may be in the
form of quality, quantity, efficiency or convenience while what is sacrificed may be in terms
of monetary sacrifice, time or effort. Though what is received and what is sacrificed varies
among consumers, economic value of products represents a trade-off of give and get
components (Zeithaml, 1988).

It is seen here that economic value of a product is not all about the objective price paid
for the product. Price is a weak link in the retail process. Making everything all about price
devalues the product. When a retailer focuses more on the price of a product and how it is
on sale or cheaper, all that the customer can think about is the monetary sacrifice that he has
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to make to obtain that product. Retailers should focus on value selling wherein the primary
focus is on what the product can provide for the consumer. Since economic value of products
involve other sacrifices like time, effort, search and psychic costs, retailers should focus on
avoiding such sacrifices on the part of the customers as much as possible.

Utilitarian value:
Utilitarian value relates to the utility of the physical properties of a product. ISO 9241,

part 11 (1998) defined usability as the “effectiveness, efficiency and satisfaction with which
specific users achieve goals in particular environments”. Utilitarian products are instrumental
and their purchase is motivated by functional aspects of products where “necessities” are
required for functional values in products. A product’s functional value may be derived from
its characteristics like reliability, durability and price (Sheth et al., 1991). Bevan et al. (1991)
defined product usability as the “ease of use and acceptability of a product for a particular
class of users carrying out specific tasks in a specific environment”. Phillips (2003) cites that
consumption is changing where maximizing utility is dated with consumers increasingly
participating in symbolic shopping and that it is as important to buy things for what they mean
as to what they do. A product’s capacity for functional, utilitarian, or physical performance is
derived from the tangible and concrete attributes that a consumer experiences when using
or consuming the product (Lai, 1995).

It is seen that the utilitarian function of products is an important factor in understanding
the meaning of products and how a consumer perceives value of that product. Retailers and
salespersons need knowledge that extends beyond product descriptions found on a tag or
box. They need to know how products can be used in a variety of situations and how
consumers can obtain maximum utility of the products they sell. They should be able to
effectively communicate about the product’s descriptions and features to the consumers in
an easy and meaningful way. They also need to know about product add-ons that increase
the value of the original product well beyond the increase in price.

Social significance value:
What does a product say about its owner or consumer? According to Phillips (2003)

consumers make decisions about their purchases based on their social identity or the identity
they wish to project or communicate to others. All products that a person acquires become
expressive of his social-identity. The brand of car driven, the artwork collected, the style of
dressing or furniture arrangement all participate in interpersonal communication expressing
the consumer’s identity (Krippendorff, 1989). Social significance value involves the social
value a product offers its consumer. The use of product is one way through which people
can symbolically define and maintain his unique identity (Sirgy, 1982). Products serve as
symbols of who we are, who we have been, and who we are attempting to become. Highly
visible products like cars, clothing and jewellery are often driven by social value. For example,
a person can express that he is tough by driving a tough car like a Land Rover (Mugge et al.,
2006a). Scholars have found that people prefer products with personality characteristics
that are congruent to their own personality (Aaker, 1999; Govers and Schoormans, 2005).
Belk (1988) cites that “our possessions are a major contributor to and reflection of our
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identities”. Social significance value emphasizes on the social and cultural aspects of value
taking into account the symbolic meanings attached to products. People often value products
not for what they do, or what they are made of, but for what they signify, as an index of
social status. It was pointed that consumption is a way through which people communicate
with each other wherein products act as carrier of social value (Boztepe, 2007).

Taking this cue, retailers should strive to create a retail environment congruent to its
clientele, paying close attention to their needs and demands. Retail environment communicates
brand personality and image of the store. Store image speaks about the identity of the store’s
clientele and acts as signals of quality and value to other customers. Retail environments are
sensory, creating sensory, emotional and cognitive reactions in shoppers through sight, smell,
sound and touch. Experiential shopping includes seeing, hearing, touching, smelling and tasting
products on display. Studies have shown that music, fragrance and an ideal temperature
activates moods and emotions, making people pay more attention to their own preferences
and attitudes and less to product attributes such as price. Congruency of customers’ age,
gender, social identity and ethnicity with olfactory factors are used to influence consumer
buying behaviour. Tactile factors influence emotional experience that potentially increase or
decrease customer value due to personal comfort and aesthetic value (Kumar et al., 2010
and Dahlhoff, 2013).

Experience value:
Product experience concerns with how the product engages the consumer’s senses,

mind, emotions and or imagination. ‘Product experience’ refers to all possible affective
experiences involved in human-product interaction. Experience is shaped by the characteristics
of the consumer (e.g., personality, skills, background, cultural values, and motives) and those
of the product (e.g., shape, texture, colour, and behaviour). All actions and processes that are
involved (e.g., perceiving, exploring, using, remembering, comparing, and understanding)
contribute to product experience and is always influenced by the context (e.g., physical,
social, economical) in which the interaction takes place. Research has confirmed Walt
Disney’s saying “People spend money when and where they feel good”. When customers
enjoy the retail experience, they spend more time browsing the store and are more likely to
make purchases. A retail experience that stimulate consumer’s sense evokes powerful
emotions in customers by connecting with their past experience and memories (Kumar et
al., 2010). Retailers can create for a value added retail experience by use of environmental
cues. Smith and Burns (1996) stated that environmental elements such as lighting, music,
window dressing and layouts, architectural design, freshness and fragrance, appropriate
temperature, soothing and trendy colour, attractive logo, and gentle crowding are ideal
conditions that can affect the current and future behaviour of consumers in a retail setting.
Retail value can be communicated to customers for a better retail experience by increasing
search efficiency, comfort, product quality, price, displays, etc.

Retail experience value is not concerned just with consumer buying experience but also
the product experience. Product experience is defined as “the awareness of the psychological
effects elicited by the interaction with a product, including the degree to which all our senses
are stimulated, the meanings and values we attach to the product, the feelings and emotions
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that are elicited” (Hekkert and Schifferstein, 2008). Understanding products involves
connecting experiences, relating to the context of their use and practice in our environment.
It involves the affective value of products acquired from a product’s capacity to arouse
feelings and emotions (Kidd, 2001; Krippendorff, 1989; Lai, 1995). Retailers can allow for a
consumer product experience by offering opportunities where consumers can experience
the product in the retail store by turning it on, trying it out, pushing or pulling it, or whatever
experiencing the product is. Experiences with products relate not only to the activities with
the product but also to the symbolic meanings the products add to people’s lives.

Scholars advocate that value is created at the interface of the product and the consumer.
Value as experience pertains to the experiences associated with the product. At the core of
value as experience is the premise that what people actually desire is not just products, but
the experiences products provide (Pine and Gilmore, 1999). Cagan and Vogel (2002) points
that “since products enable an experience for the user, the better the experience, the greater
the value of the product to the consumer”.

Hedonic value:
Products have capacities to meet the consumer’s need of enjoyment, fun, pleasure or

distraction from work or anxiety. People do not always look for rational or serious benefits
but also may want to relax or be distracted through the use of products (Lai, 1995).

Having fun design includes products that surprise, entertain, amuse, amaze, and make
people laugh, add joy and humour to everyday life. They turn routine tasks into enjoyable
activities and serve as a means of bringing playful moments to life (Damazio et al., 2010).
Hedonic value is an important dimension of many products and provide for an experiential
consumption, fun, pleasure and excitement. Pleasure is a hedonic product benefit which
supplements product functionality (Desmet and Hekkert, 2007). The existence of a diffuse
self in people suggests that product enjoyment is a driver of product attachment and strives
for hedonic satisfaction, having its roots in the body’s innate pleasure and pain responses
(Schifferstein and Pelgrim, 2008).

Although there is a rise in online retailing, many people still go to stores to buy
merchandise. Some people love to buy merchandise in-store simply because they enjoy in-
store shopping experience. Retailers can provide for a pleasure filled retail experience by
creating anticipation on the consumers through the retail atmospherics like the store layout,
colour, lighting, music, fragrance, temperature, etc. Products can be displayed by creating an
element of entertainment, surprise, add humour and joy, making shoppers want to linger in
the store for longer and lead to product purchase.

Conclusion:
When consumers choose among competing products, they are faced with quality and

product performance uncertainty. Hence, they rely on a meaningful product and retail
experience. Product value influences product selection and enriches customer’s retail
experience. Product value is what customers perceive the benefits of products to be and the
emotional connection they have with the product, the retailer and the retail environment, in
relation to the price of the product. Value in its true sense is lifestyle-driven and not cost-
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driven.
How retailers handle and present products to their customers and the retail environment

they create adds to or reduces the customer’s perceived value of products. Experienced
retailers have always paid close attention to customer’s needs and demands. This requires
considerable time, effort, talent and financial investment on the part of retailers. Such significant
investments create a more engaging, satisfying, emotional, memorable, enjoyable and
convenient retail experience for customers, resulting in a more profitable competitive edge
over competitors for retailers. Products enable an experience for the user and thus, better
the experience, the greater the value of the product selected by the consumer.

REFERENCES

Aaker, J.L. (1999). The malleable self: The role of self-expression in persuasion. J. Mktg. Res., 36(1) :
45-57. Retrieved from http://faculty-gsb.stanford.edu/aaker/PDF/The-Malleable-Self.pdf

Belk, R.W. (1988). Possessions and the extended self. The Journal of Consumer Res., 15(2) : 139-168.
Retrieved from http://www.jstor.org/stable/2489522

Bevan, N., Kirakowski, J. and Maissel, J. (1991). What is Usability? Proceedings of 4th HCI International
Conference, Stuttgart, Germany. Retrieved from: https://pdfs.semanticscholar.org/6ebb/
47bcbe8fbe3f427fef4c0ecb3235e206d15d.pdf

Boztepe, S. (2007). User value: Competing theories and models. Internat. J. Design, 1(2) : 55-63.
Retrieved from http://www.ijdesign.org/ojs/index.php/IJDesign/article/view/61/29

Burke, R.R. (2005). Retail shoppability: A measure of the world’s best stores. Future Retail Now: 40 Of
The World’s Best Stores. Retail Industry Leaders Association, 2005.

Dahlhoff, D. (2013). Emotional connections in retailing: Designing consumer and employee emotional
experience. Conference by Jay H. Baker Retailing Center, The Wharton School, University of
Pennsylvania.

Damazio, V. and members of LABMEMO (2010). Design and emotion: Towards the design of memorable
things. Design Memory Emotion Research Laboratory.

Desmet, P.M.A. and Hekkert, P. (2007). Framework of product experience. International Journal of
Design, 1(1) : 57-66. Retrieved from http://studiolab.ide.tudelft.nl/diopd/wp-content/uploads/
2012/02/frameworkproductex.pdf

Cagan, J. and Vogel, C.M. (2002). Creating breakthrough products: Innovation from product planning
to program approval. Upper Saddle River, NJ: Prentice Hall PTR.

Govers, P.C.M. and Schoormans, J.P.L. (2005). Product personality and its influence on consumer
preference. Journal of Consumer Marketing, 22(4), 189-197.

Hekkert, P. and Schifferstein, H.N.J. (2008). Introducing product experience. In: Hekkert, P. and
Schifferstein, H.N.J. (2008). Product Experience (pp. 1-8). San Diego, CA: Elsevier.

Kahle, L.R., Sharron E.B. and Homer, P. (1986). Alternative measurement approaches to consumer
values: The list of values (LOV) and values and life styles (VALS). Journal of Consumer Research,
13(3), 405-409.

Kidd, A. (2001). Consumer Product Values. [Web log post]. Retrieved from https://theprospectory.com/
research-articles/consumer-product-values/

SIGNIFICANCE OF PRODUCT VALUES FOR AN ENRICHED RETAIL EXPERIENCE



Internat. J. Appl. Home Sci. | Mar. & Apr., 2017 | 4 (3 & 4)(208)

Krippendorff, K. (1989). Product semantics: A triangulation and four design theories. In: S. Väkevä
(Ed.) Product Semantics ‘89. Helsinki: Finland: University of Industrial Arts. Retrieved from
http://repository.upenn.edu/asc_papers/254

Krippendorff, K (2006). The Semantic Turn: A new foundation for design. Boca Raton, London, New
York: Taylor and Francis, CRC Press.

Kumar, I., Garg, R. and Rahman, Z. (2010). Influence of retail atmospherics on customer value in an
emerging market condition. Great Lakes Herald, 4(1) : 1-13.

Lai, A.W. (1995). Consumer values, product benefits and customer value: A consumption behavior
approach. Advances in Consumer Research, 22, eds. Frank R. Kardes and Mita Sujan, Provo,
UT: Advances for Consumer Research, 381-388.

Mugge, R., Schifferstein, H.N.J. and Schoormans, J.P.L. (2005). Product attachment and product lifetime:
The role of personality congruity and fashion. European Advances in Consumer Research, 7,
eds. Karin M. Ekstrom and Helene Brembeck, Goteborg, Sweden: Association for Consumer
Research, 460-466. Retrieved from http://www.acrwebsite.org/volumes/13725/eacr/vol7/E-07

Petermans, A., Cleempoel, K.V., Nuyts, E. and Vanrie, J. (2009). Measuring emotions in customer
experiences in retail store environments: Testing the applicability of three emotion measurement
instruments. PHL University College and Hasselt University, Department of Arts and Architecture.

Phillips, C. (2003). How do consumers express their identity through the choice of products that they
buy? (Working Paper Series 2003.17). Retrieved from University of Bath, School of Management
website http://www.bath.ac.uk/management/research/pdf/2003-17.pdf

Pine, B.J. and Gilmore, J.H. (1999). The experience economy: Work is theater and every business a
stage. Boston: Harvard Business School Press.

Schifferstein, H.N.J. and Zwartkruis-Pelgrim, E.P.H. (2008). Consumer-product attachment: Measurement
and design implications. International Journal of Design, 2(3) : 1-13.

Sheth, J.N., Newman, B.I. and Gross, B.L. (1991). Why we buy what we buy: A theory of consumption
values. Journal of Business Research, 22(2) : 159-170. Retrieved from http://psycnet.apa.org/
doi/10.1016/0148-2963(91)90050-8

Sirgy, M.J. (1982). Self-concept in consumer behavior: A critical review. Journal of Consumer Research,
9(3) : 287-300. Doi: http://dx.doi.org/10.1086/208924

Smith, P. and Burns David, J. (1996). Atmospherics and retail environment: The case of the “power
aisle”. International Journal of Retail and Distribution Management, 24(1) : 7-14.

Sweet, F. (1999). Frog: Form follows emotion (cutting edge). London: Thames and Hudson.

Tsiotsou, R. (2006). The role of perceived product quality and overall satisfaction on purchase intention.
International Journal of Consumer Studies, 30(2) : 207-217. Doi: 10.1111/j.1470-6431.2005.00477.x

Zeithaml, V.A. (1988). Consumer perceptions of price, quality, and value: A means-end model and
synthesis of evidence. Journal of Marketing, 52 : 2-22.

HRIIYIPHRO KAYINA AND SUSHMA GOEL

********


