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Successful e-retail management strategies have been linked to the creation of Online Customer 
Experience (OCE), which in turn leads to successful performance outcomes for e-retailers. However, 
the e-retail environment displays a number of challenges in terms of the complexity of shopper 
behavior. Online customers encounter incoming sensory data from the e-retailer's website such as text-
based information, visual imagery or video; and the customers engage in cognitive and affective 
processing of incoming sensory information from the website. 
 
This study focuses on the affective experiential state of OCE as suggested by Rose et al. (2012), and 
aims to investigate the effect of elements of affective experiential state on purchase intention. We 
initially conducted as series of in-depth interviews with college students in order to comprehend the 
affective state customers experience during online shopping and refine the variables to be included in 
the survey we planned to carry out subsequently.  
 
Affective experiential state comprises a number of defining elements, such as: customization(personal 
tailoring of website appearance and functionality); and connectedness (ability to connect and share 
knowledge and ideas with others in the virtual community); perceived control (ability to cope with the 
technical complexity of incoming information); perceived benefits (benefits that are associated with 
online shopping experience, including convenience, price comparison, saving time, enjoyment); and 
web aesthetics (sensory stimuli supporting the formation of experience impressions). As a result of the 
in-depth interviews we included two new elements to the framework: product virtualization referring 
to creating something in the virtual world or changing some features of the product during online 
shopping. In Rose et al.'s framework (2012) perceived enjoyment is an element of perceived benefits; 
however, as the findings of in-depth interviews showed that enjoyment is considered to be a principal 
element of affective experiential state, which represent pleasure and enjoyment during online 
shopping. 
 
After deciding the final variables to be deployed, we conducted a survey with a convenience sample of 
college students. A total of 400 participants provided eligible responses for regression analysis. The 
results showed that variables of affective experiential state are highly correlated with and have a 
positive effect on purchase intention. The findings of the study suggest that variables concerning 
affective experiential state are major determinants of online customer experience and e-retailers may 
continuously need to improve website interactivity (beneficial yet enjoyable) for successful business 
performance. 
 
 


