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Abstract: Despite the acknowledged connection between physical environment and human behavior,
the literature often underestimates the crucial role of hotel spatial layout and its relation to other
factors in shaping customer loyalty. The layout of theme hotels is often simply considered a general
environmental consideration, ignoring its far-reaching impact. This research proposes that guests
staying at theme hotels will perceive value when utilizing the layout and appreciate all aspects of
hotel facilities. This, in turn, influences their value perception and loyalty to the hotel. To analyze the
data, confirmatory factor analysis and path analysis were employed on a sample of 298 individuals
who stayed in theme hotels. The findings from these analyses reveal that both the hotel layout
and the external environment positively influence guests’ evaluations of the internal environment
(R? = 0.640). Furthermore, the evaluation of the internal environment and layout significantly impacts
guests’ perceived values (R? = 0.517), subsequently shaping their loyalty to the hotel (R? = 0.370).
Perceived value emerges as a vital mediating factor between the layout and customer loyalty. This
study presents compelling evidence that spatial layout significantly influences customer loyalty in
theme hotels through perceived value, transcending internal and external environmental boundaries.

Keywords: theme hotels; atmospherics; spatial layout; perceived value; customer loyalty

1. Introduction

Theming has emerged as an established strategy in the highly competitive hospitality
industry to cater to changing customer demands and preferences. Theme hotels adopt
specific cultural themes throughout their property as part of their business strategy to
appeal to niche markets [1-3]. The rise in diverse theme hotel types, such as family-
oriented, luxury, and green hotels, caters to varied customer interests seeking distinctive
experiences [1,4]. Theming is considered a valuable tool for competitive environments
like tourism, restaurants, and theme parks [5], acting as a strategic option for survival and
growth in the industry [6-8].

The atmosphere guests experience at their destination significantly impacts their
behavior, making it a crucial aspect of the tourism and leisure industry [9,10]. Atmospheric
elements such as lighting, color, scent, music, and spatial layout can moderate human
behavior in enclosed environments like hotels [11]. Specific atmospheric cues are considered
prerequisites for guest relaxation, happiness, comfort, and satisfaction, particularly in theme
hotels [12]. While the overall atmosphere affects consumer perceptions and behaviors
through emotional and attitudinal responses [13,14], spatial layout has been identified as a
distinct variable influencing consumer behavior [15]. However, the critical role of spatial
layout in shaping human behavior, despite influencing guests” hotel perceptions, has been
largely overlooked in the context of theme hotels.

Customer loyalty, characterized by a sustained commitment to a brand through repeat
purchases, positive word-of-mouth, and new product purchases [16], leads to enhanced
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customer lifetime value, increased market share, and improved financial performance
for firms. Many factors drive customer loyalty, with proven ones including customer
satisfaction, values, brand, experience, product/service quality, reputation, emotional
connection, switching costs, and rewards [17-19]. Although customer satisfaction often
predicts loyalty, some argue that customer value is core, as satisfaction does not necessarily
result in loyalty [20-24].

Limited scholarly attention has been given to how guests’ liking of the physical
surroundings and spatial layout impacts their value perception and customer loyalty in the
context of theme hotels. Satisfied customers develop high levels of happiness, excitement,
and potentially loyalty based on their surroundings [11]. However, the effects of this
phenomenon remain underexplored specifically in theme hotel settings. Understanding
the influence of spatial layout on perceived value and loyalty can provide valuable insights
for theme hotel operators to enhance customer experiences and foster loyalty effectively.

The perception of value that customers hold towards a product or service and its
provider is a crucial element in explaining loyalty [25,26]. Numerous researchers have
found that creating and maintaining an attractive physical environment and delivering high-
quality service are essential for fostering value perception, which is vital for attracting and
retaining customers in the increasingly competitive hospitality industry [27-29]. Although
perceived value may not be the sole predictor of loyalty, it is considered the most important
and direct factor [30]. While there are many studies exploring the relationship between
value perception and customer loyalty in various contexts and service businesses within
the hospitality industry [14], few, if any, have focused specifically on theme hotels, as the
current research aims to do.

Although spatial layout plays a crucial role in connecting various elements of the
interior and exterior environments, its significance as a critical cue in shaping visitor
behavior is often overlooked in the literature on atmospheric cues. Spatial layout links
different parts of the interior facilities and external environments, enabling hotels to create
comprehensive and impactful experiences. Carefully designing the spatial layout allows
businesses to establish a cohesive and seamless environment that enhances the overall
visitor experience [31]. While previous studies have generally disregarded the importance
of layout in consumer behavior research, this study proposes a framework to highlight the
effects of spatial layout and the interaction of atmospheric cues in fostering customers’ value
perceptions and then building customer loyalty, specifically in the context of theme hotels.

This study aims to analyze the influence of the spatial layout of theme hotels on a cus-
tomer’s perceived value and, subsequently, their loyalty. The research questions addressed
in this study include the impact of a customer’s likeness of the external environment and
spatial layout on their likeness of the internal environment, as well as how the spatial
layout and perceived value can contribute to fostering customer loyalty.

2. The Literature Review

The current research explores how the customer’s value perception will be influenced
by atmospheric factors and then result in the customer’s loyalty in the theme hotel context.
The study contends that the external environment, in conjunction with the layout, pro-
foundly influences guests’ perceptions of the internal environment, with the layout playing
a pivotal role in integrating environmental perception. Consequently, this integration
shapes guests’ value perceptions and, subsequently, their loyalties. Through systematic
analysis, this study examines the inter-relationships between variables and formulates
testable hypotheses.

2.1. Theoretical Background: The SOR Model

This study adopts the stimulus-organism-response (SOR) model as its theoretical
background to analyze the influence of spatial layout on a customer’s perceived value and
loyalty in theme hotels. The SOR model, which predates the well-known work of [32],
provides a framework to explain how environmental stimuli (S) affect the internal states
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of individuals (O), which in turn influence their responses (R). Mehrabian and Russell’s
model, based on the SOR framework, has been instrumental in exploring the effects of en-
vironmental stimuli on emotional states and behaviors in a wide array of contexts [4,33,34].
In the context of this study, stimulus (S) is the spatial layout and atmospheric elements of
the theme hotel, organism (O) is the guests’ internal evaluations and perceptions of value,
and response (R) is the guests’ behavioral outcomes, such as loyalty and repeat patronage.

2.2. The Atmosphere in the Theme Hotel

Numerous studies have shown that the physical environment significantly impacts
human behavior [28]. As a result, researchers have defined a place’s atmosphere as the
intentional design of space to produce desired effects on consumers [35,36]. There is
considerable evidence that atmospheric elements crucially influence customers’ evaluation
processes and decisions after making a purchase [37]. This understanding of atmospheric
cues’ impact on human behavior has spurred investigations across diverse contexts [9,10].

Recent studies have proposed various categorizations of atmospheric elements to
identify the specific sources of environmental influences on human behavior and establish
corresponding measures to achieve desired outcomes. Some suggest three categories:
ambient conditions, spatial layout and functionality, or signs, symbols, and artifacts [31,38].
Others conceptualize four elements: exterior, general interior, layout and design, and
decor [39], while certain scholars include people as an independent dimension [13]. In this
research, the four-element scheme is adopted, with decor incorporated into spatial layout
to explore its significance in theme hotel operations.

Theming, which involves creating environments with symbolic meanings through
motifs [5], has become a popular concept in various business sectors [40]. As an important
marketing strategy, theming aims to design atmospheres that meet customer expectations
through a process called reality engineering [41]. This approach has been widely adopted
in sectors like amusement parks, casinos, malls, airports, restaurants, and hotels [42].
Specifically in the hospitality context, the International Theme Hotel Research Institute
defines a theme hotel as any lodging property focused on a specific cultural theme, reflected
through its unique design, construction, decor, facilities, and services [6]. Common theme
hotel concepts include sports, family [43], country living, urban chic, luxury, business,
wellness and spas, and history, culture, and heritage themes [44].

At its core, theming uses the physical environment to produce psychological effects
that encourage desired consumer behaviors [45]. Atmospheric cues are carefully designed
and controlled spatial elements that evoke emotional responses through senses like sight,
sound, smell, and touch [46]. The goal is for these emotional responses to shape consumer
behavior [31]. By utilizing atmospheric effects, businesses can influence consumer behavior
at different points—before and after a purchase. These behaviors may encompass purchase
decisions, brand loyalty, positive reviews, and customer referrals, collectively contributing
to sustainable strategic advantages.

2.3. Customer Loyalty

Customer loyalty refers to an affective bond between a customer and a product,
service, brand, store, or supplier [47]. It manifests as a favorable attitude towards the
brand, potentially resulting in repeat purchases over time [48]. Loyalty has long been
regarded as a crucial strategic goal, proven to provide sustainable competitive advantages
to businesses [19].

Loyalty behaviors can be measured through metrics like customer retention, willing-
ness to pay premium prices [17], generation of referrals, positive word-of-mouth [48], and
frequency of recurring purchases [49]. Customer loyalty essentially represents an attitude
and behavior that create mutual benefits for customers and providers [50]. Specifically, in
the hotel industry, loyalty manifests through positive reviews, recommendations to others,
and intentions to return for future stays [51]. Customer loyalty provides several benefits
for businesses. It leads to more frequent purchases, higher spending levels, and increased
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adoption of products/services [52]. Ultimately, customer loyalty helps reduce operational
costs and customer acquisition expenses. It also boosts customer retention rates. Customers
remain loyal to be benefited by mitigating perceived uncertainty and risks associated with
brand switching [53].

Environmental factors, including the consciously designed physical environment,
play a significant role in influencing customer loyalty by shaping human attitudes and
behaviors [31,35,36,54]. Consequently, it is crucial for both mainstream and theme hotels
to efficiently manage their operations and create a positive atmosphere that appeals to
customers, fosters loyalty, and encourages repeat visits.

By consciously designing the physical environment to elicit intended effects on con-
sumers, hotels can leverage atmospheric cues to favorably influence customer attitudes,
perceptions, and behaviors in a manner that promotes loyalty.

2.4. The Environment and Spatial Layout
2.4.1. External Environment

The external environment refers to the area outside the building. For hotels, the
outdoor physical environment encompasses architectural style, entrance location, exte-
rior decor, signage, surrounding areas [54,55], natural surroundings, outdoor leisure and
recreation facilities, and landscape design [56]. Studies has proven that it influences visitor
experience because it is often the first interaction between user and provider [57].

A well-designed external environment creates a favorable first impression on po-
tential customers [56] and contributes to positive memories of the overall experience.
Exterior factors play a crucial role in shaping the customer’s initial perception of the
hotel [58]. This initial perception can then influence how they view and experience the
interior environment.

Moreover, some external factors may extend their influence into the interior spaces.
For example, views of gardens or outdoor features can affect visitors’ perceptions of the
internal environment through associated sights, sounds, and smells [59].

2.4.2. Interior Environment

The interior environment refers to the physical elements inside the building [60] that
comprise all facets of the interactions between the occupants (visitors, employees, and
others) of a building within the space [61]. Incorporating thematic elements in interior
design, such as color schemes and artwork, can evoke positive emotions and create a
unique atmosphere that resonates the hotel guests with value perception [61].

The interior environment encompasses various physical elements inside the building
that shape the overall ambiance and comfort levels experienced by occupants, including
guests, employees, and others [62]. Factors such as thermal conditions, acoustics, and
natural lighting play crucial roles in ensuring environmental comfort within hotel interiors.
Maintaining optimal temperature levels, effective sound insulation, and strategic incorpo-
ration of natural lighting can significantly enhance guests” comfort and satisfaction [63].
Additionally, incorporating thematic elements in the interior design, such as color schemes
and artwork, can evoke positive emotions and create a unique atmosphere that resonates
with guests” value perceptions [62]. While the external environment, including views,
sights, sounds, and smells of outdoor features like gardens, can influence visitors” per-
ceptions of the internal environment [28], ensuring environmental comfort within interior
spaces is paramount for fostering a positive guest experience [64].

2.4.3. Spatial Layout

Spatial layout refers to how furnishings and fixtures are arranged in the area [65]. It
is defined as the arrangement and spatial relationships between machinery, equipment,
and furniture [66]. The layout factor has been generally viewed as an integrated part of
internal atmospheric elements [13]; however, it has also been regarded as a distinct envi-
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ronmental factor closely interwoven with the overall atmosphere [67] to affect customers’
behaviors [31,68].

A review summarizing two decades of studies on atmospheric effects on human
behavior in business environments concluded that spatial layout was one of the most fre-
quently discussed variables in atmospheric research [11]. Layout design typically considers
several factors like the hotel’s size, grade or standard, arrival and departure patterns, tour
and convention, accessibility, operation efficiency, typical length of stay, target market
segments (e.g., Muslim-friendly), and seasonality [69]. The layout should allow guests to
move smoothly and easily through the space, enabling them to appreciate the attractive
interior decor and the hotel’s theme [70]. Moreover, in themed hotels, maintaining thematic
consistency across all areas, including the lobby, guest rooms, common areas, and special
amenities, is a major concern [28]. This consistency aims to complement the theme and pro-
vide guests with a fully immersive, cohesive, and engaging environment [69]. By ensuring
thematic consistency throughout, themed hotels can offer guests a unique and memorable
stay that aligns with the chosen theme [69,71].

What we already know can be summarized as follows: Spatial layout is considered a
crucial atmospheric element that can significantly impact customer behavior, experience,
and the ability to create an immersive and thematically consistent environment across
all areas of a themed hotel. On the other hand, the literature lacks specific case studies
demonstrating how various spatial layouts have influenced the guest experience in themed
hotels. It does not delve into the challenges or trade-offs involved in maintaining thematic
consistency across different areas through spatial layout. Crucially, the literature does not
provide empirical evidence or data to support the proposed hypotheses linking guests’
perceptions of spatial layout to their overall impressions of the internal hotel environment.

While external factors like location and the broader environment can influence a hotel’s
attractiveness, it is the internal environment that ultimately determines how customers
perceive value. In essence, the internal environment can create customer value that the
external environment cannot. According to the halo effect [59], guests” impressions of the
hotel’s internal elements, including facilities and services, can be affected by their first
impressions formed before reaching the internal environment. The current research thus
proposes the following hypothesis:

H1: The quests” impressions of the external environment will positively affect their impressions of
the internal environment.

Free movement that facilitates visitor flow without obstacles can engender positive
feelings towards the hotel’s internal environment, including physical, social, and emotional
factors [70]. Thus, the second hypothesis is proposed:

H2: The quests” likeness of spatial layout will positively affect the guests’ impressions of the
internal environment.

2.5. Perceived Value

Perceived value refers to customers’ overall assessments of the monetary and non-
monetary values of a product or service. It is based on their perception of what is re-
ceived versus what is given [72,73]. For theme hotels, a guest’s perceived value may stem
from factors like comfort, utility fulfillment, service quality, and/or symbolic aspects like
brand image [74]. Among these, functional value that ensures guest comfort is considered
core [75].

Perceived value represents the trade-off between the quality or benefit of a product or
service and the sacrifices made by the customer, typically monetary costs [76]. It is viewed
as a complex [77], multifaceted [78], dynamic [79], and subjective concept [72]. Perceived
value is regarded as a reliable predictor of behavioral intentions, customer purchasing
behavior, and competitive advantage [80].
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Value perception is central to customer relationships [81] and linked to customer
experience [82]. The literature suggests that the physical environment significantly shapes
the image influencing value perception [83]. Since the internal environment and associated
facilities were designed and arranged to fulfill the customer’s expectations of a theme hotel,
all the individual components that customers favor will work together to launch positive
emotions [58]. These positive emotions strongly impact perceived value [38], and the third
hypothesis is as follows:

H3: The internal environment that the customer favors will positively affect the customer’s value
perception towards the theme hotel.

The study by Lewison [84] indicates that store layout influences shopping atmosphere,
shopping behavior, and customers’ perceived values. Layout is considered a key element
driving purchase intention and perceived value [30,66,67,85,86]. An appealing layout can
also fulfill hedonic needs [87]. This implies that a well-designed layout in theme hotels
can create a positive ambiance, enhancing guests’ value perceptions. Therefore, the fourth
hypothesis is proposed as follows:

H4: A favorable layout will positively affect the customer’s value perception towards the theme hotel.

Value perception of services, products, brands, and companies is crucial, largely due
to its impact on loyalty [88-90]. The positive effect of value perception on loyalty applies to
functional, experiential, and symbolic values [74].

In the context of theme hotels, the perception of symbolic and experiential values will
rise after interactions with services if the layout conforms to the theme of the hotel. This
will positively impact customer loyalty, resulting in recommendations [91] or intentions to
re-visit [88,89]. The fifth hypothesis is, therefore, proposed as follows:

HS5: Positive perceptions of the theme hotel’s value positively influence customer loyalty towards
the theme hotel.

2.6. Research Framework

The current research proposes that the internal environment of a theme hotel is affected
by the layout and external environment. The internal environment will then, together with
the layout, have a positive impact on guests’ perceived values of the hotel. The perceived
value will then positively affect customer loyalty. The research framework is shown in
Figure 1.

External
Environment

H1

H3 ) H5

Internal 3 Perceived | | customer Loyal ty

. Environment L Value

Layout

Figure 1. Research framework.



Buildings 2024, 14, 1554

7 of 22

3. Materials and Methods
3.1. Sample and Data Collection

A total of 298 valid responses out of 330 solicitations, with a response rate of 90.30%,
were collected through electronic questionnaires distributed via virtual travel communities.
As far as the sample size is concerned, the literature suggests a minimum sample size of
200 for models with several constructs and observed variables [92], and 300 participants is
generally recommended for SEM studies [93]. The data collection period was from February
2023 to August 2023. Participants were sent a letter outlining the research objectives,
participant qualifications, questionnaire structure, and ethical considerations of the study
before the questionnaires were distributed. To qualify as a respondent, individuals had to
be at least 20 years old and have stayed at one of the theme hotels included in the study
within the previous six months. These were Leofoo Resort Hotel in northern Taiwan, Dive
Cube Hotel and Atayal Resort in the central region, and Hotel Cham Cham in the south.
Photos of the four hotels are shown in Figure 2. Participants who did not meet the criteria,
or who provided incomplete answers for one or more variables, were excluded during the
data-cleaning stage. All participants were informed of their right to terminate the survey at
any time. Table 1 presents the profiles of the respondents.

Figure 2. The four hotels used in the research: (1). Leofoo Resort Hotel; (2). Dive Cube Hotel; (3).
Atayal Resort; and (4). Hotel Cham Cham.

Table 1. Profile of respondents.

Variables Categories n Y%
Male 110 36.9
Gender Female 188 63.1
. Married 136 45.6
Marital status Single 162 544
<H. School 3 1.0
. H. School 34 114
Education College 188 63.1

Graduate 73 245




Buildings 2024, 14, 1554

8 of 22

Table 1. Cont.

Variables Categories n %
Student 26 8.7
Retired 9 3.0
Blue collar 78 26.2
Job Office staff 110 36.9
State 35 11.7
Professional 28 94
Bus. Owner 6 2.0
Top manager 6 2.0
Fujian 218 73.2
Hakkai 43 14.4
Origin O. Province 21 7.0
Primitive 3 1.0
Foreigner 7 2.3
Other 6 2.0
<23 25 8.4
Age 24-35 146 49.0
(Years old) 36-47 105 35.2
48-59 20 6.7
>60 2 0.7
Full-Time 252 84.6
Job nature Part-Time I 40 134
Volunteer 6 2.0
<20 K 18 6.0
. 21~40 K 87 29.2
Monthly income 41 K~60 K 64 215
61~80 K 39 13.1
81~100 K 46 154
>101 K 44 14.8
Urban 232 77.9
Area Rural 63 21.1
Other 3 1.0

n =298.

3.2. Instruments

Structured questionnaires were used to obtain the respondents” opinions of the ex-
ternal and internal environments and layouts; perceived values; and customer loyalty. A
7-point Likert scale was employed, with 1 signifying ‘strongly disagree” and 7 representing
‘strongly agree’. The socio-economic factors included gender, age, education, occupation,
and income.

Items used to measure the external environment, internal environment, and layout
were drawn from previous studies on atmospheric effects with some revisions [2,13,28,29,31].
The measurement of perceived value was based on previous studies, incorporating four
dimensions: quality, price, emotion, and social [27]. The factors used to measure customer
loyalty included recommendation (referral), word-of-mouth, re-visiting intention, and switch-
ing [49,94,95], as shown in Table Al. The overall perception of value was calculated by
averaging the values across these dimensions.

3.3. Statistical Analysis

This study adopted software packages of SPSS 22 and AMOS 22.0 for statistical
analysis. The two-step structural equation modeling (SEM) method proposed was used to
estimate the measured values and the structural model [96], including confirmatory factor
analysis (CFA) and model fit [96,97].

Descriptive analysis was used to profile the respondents. The hypothesis of the
relationship between atmosphere perception and the independent variables of perceived
value and customer satisfaction, including the mediating effect of perceived value, was
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tested using path analysis. The bias-corrected percentile of the bootstrapping method was
used to determine the mediating effect by checking the lower and upper bounds of indirect
effects. A mediating effect will be confirmed when the range does not include 0. This
research adopted the significance levels at p < 0.05.

4. Results
4.1. Sample Profile

The participants in this study consisted of residents of Taiwan, of which most (188,
63.1%) were female, single (162, 54.4%), and held a college degree (188, 63.1%). Most of the
respondents were office workers in private businesses (110, 36.9%), were 24-35 years old
(146, 49.0%), in full-time employment (252, 84.6%) with monthly incomes between NTD
20,000 and N'TD 40,000 (87, 29.2%), and urban residents (232, 77.9%).

4.2. Common Method Variance

To detect if there was a common method bias, this study adopted the recommendation
of [98] and used [99] single-factor test to test for common method bias. Checking for
common method variance is important in management research as it can lead to relationship
inflation and increase the chances of Type II errors. Relationship inflation occurs when the
correlations among the variables are inflated or deflated due to the common method effect.
Type Il errors happen when a relationship exists in the population but is not detected due
to common method variance attenuating that relationship.

The method of Harman's single-factor test used SPSS 22 software to perform fac-
tor analysis. The result shows that the percentage of the first squared loading variance
explained is 38.455%, which is less than the standard value of 50%. A value less than
50% indicates that no single factor accounts for the majority of the covariance, suggesting
common method bias is unlikely to be a serious issue in this study.

4.3. Confirmatory Factor Analysis
4.3.1. Convergent Validity

Table 2 shows that the standardized factor loadings of all questions are from 0.732 to 0.893,
and the convergent validity is confirmed with acceptable levels. The composite reliability
of each construct ranges from 0.884 to 0.948, indicating acceptable levels of internal consis-
tency [96,97,100]. Lastly, the average variance extracted (AVE) of each construct ranges from
0.601 to 0.685, exceeding 0.5, so all constructs have adequate convergent validity [97,101].

Table 2. Results for the measurement model.

Item Reliability Construct Reliability Convergence Validity
Std SMC CR AVE

. IEB1 0.820 0.672 0.948 0.672
Internal Environment IEB2 0.860 0.740
IEB3 0.824 0.679
IEB4 0.798 0.637
IEB5 0.801 0.642
IEB6 0.792 0.627
IEB7 0.826 0.682
IEB8 0.847 0.717
1IEB9 0.806 0.650
Layout DB1 0.799 0.638 0.884 0.656
DB5 0.828 0.686
SB1 0.770 0.593
SB2 0.840 0.706
. OEB1  0.750 0.562 0.900 0.601
External Environment OEB2 0732 0.536
OEB3  0.769 0.591
OEB4 0.761 0.579
OEB5 0.814 0.663
OEB6  0.823 0.677

Construct Item
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Table 2. Cont.

Item Reliability Construct Reliability Convergence Validity
Std SMC CR AVE

LOY1 0.848 0.719 0.915 0.685
LOY2 0.893 0.797
LOY3 0.819 0.671
LOY4 0.824 0.679
LOY5 0.748 0.560

Std: standardized factor loadings; SMC: square multiple correlations; CR: composite reliability; and AVE: average
variance extracted.

Construct Item

Customer loyalty

4.3.2. Second-Order Confirmatory Factor Analysis—Reliability and Validity

As depicted in Table 3, all constructs appear to have satisfactory reliability (0.876-0.957)
and convergent validity levels (0.716-0.849) [97].

Table 3. Confirmatory factor analysis of second-order model.

Item Reliability Construct Reliability Convergent Validity
Construct Item
Std SMC CR AVE
QUAL Q1 0.879 0.773 0.925 0.756

Q2 0921  0.848
Q3 0879 0773
Q4 0793  0.629

EMOT ER1 0776  0.602 0.910 0.773
ER2 0921  0.848
ER3 0932  0.869

PRIC P1 0.772 0.596 0.910 0.716
P2 0.894 0.799
P3 0.858 0.736
P4 0.857 0.734

SOCI SO1 0.832 0.692 0.876 0.702

S02 0.855 0.731
SO3 0.827 0.684

QUAL 0.926 0.857 0.957 0.849
. EMOT 0.927 0.859
Perceived value PRIC 0.928 0.861
SOCI 0.904 0.817

Std: Standardized factor loadings; SMC: square multiple correlations; CR: composite reliability; and AVE: average
variance extracted.

4.3.3. Target Coefficient

The target coefficient is calculated by comparing the chi-square value of the fully
correlated model (structural saturated model) with the chi-square value of the second-order
model. In the case of the perceived value construct, the chi-square value of the structural
saturated model is 243.245, while the chi-square value of the second-order model is 256.184.
The target coefficient is obtained by dividing the chi-square value of the fully correlated
model by the chi-square value of the second-order model, yielding 0.949.

The target coefficient of 0.949 provides evidence of the existence of the second-order
factor. This implies that 94.9% of the variance in the fully correlated model can be explained
by the second-order factor.

4.3.4. Discriminant Validity

Discriminant validity refers to the ability to differentiate between tested variables
and different constructs based on predefined criteria. In this study, the verification of
validity was conducted using the HTMT method [102]. This method utilizes the hetero-
trait-mono-trait ratio (HTMT) of correlations, which is derived from the multi-trait-multi-
method matrix. It is worth noting that discriminant validity is considered satisfactory
when the HTMT values are below 0.90, as suggested by Roemer and colleagues [103]. As
indicated in Table 4, all HTMT values between the constructs are below the 0.90 threshold,
thereby confirming the achievement of discriminant validity in this study. The bootstrap
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confidence interval for HTMT in all facet combinations does not include the value one,
thereby confirming the presence of discriminant validity [104].

Table 4. Results of discriminant validity by HTMT.

5% Bias-Corrected Confidence Interval

Relationship HTMT
2.5% 97.5%
Perceived value <> Interior 0.689 0.480 0.865
Customer loyalty <--> Interior 0.407 0.247 0.568
Ext. environment <> Interior 0.663 0.444 0.825
Interior <--> Layout 0.680 0.439 0.851
Perceived value <--> Customer loyalty 0.606 0.427 0.754
Perceived value <> Ext. environment 0.582 0.391 0.737
Perceived value <--> Layout 0.595 0.332 0.789
Customer loyalty <> Ext. environment 0.464 0.305 0.608
Customer loyalty <> Layout 0.396 0.200 0.586
Ext. environment <> Layout 0.418 0.159 0.647

4.4. Model Fit

SEM was used to assess the model fit by providing absolute and incremental fit
indices for the model and the empirical data. Indices are x?>/DF = 1.291 (<3) [105],
RMSEA = 0.031 (<0.08) [106], GFI = 0.924 > 0.90, and AGFI = 0.902 > 0.90 [107]. As
far as the incremental indices, CFI = 0.924 > 0.90 [108], NFI = 0.924 > 0.90, and TLI
(NNFI) = 0.980 > 0.90 [109,110], as shown in Table 5. All of these indices are acceptable and
show a good level of model fit.

Table 5. Model fit indicators.

Model Fit Criteria Model Fit of Research Model
X2 The smaller the better 845.579
DF The larger the better 655
Normed chi-sqr (x?/DF) 1<x?/DF<3 1.291
RMSEA <0.08 0.031
TLI (NNFI) >0.9 0.980
NFI >0.9 0.924
CFI >0.9 0.982
GFI >0.9 0.924
AGFI >0.9 0.902

4.5. Path Analysis

The results of path coefficients of path analysis show that the layout (b = 0.486,
p < 0.001) and external environment (b = 0.612, p < 0.001) significantly impact the internal
environment, and H1 and H2 are supported with 64% of the variance explained, as shown
in Table 6 and Figure 3. The internal environment (b = 0.754, p < 0.001) and the layout
(b =0.323, p = 0.001) significantly impact the perceived value, thus H3 and H4 are supported
with 51.7% of the variance explained. The perceived value (b = 0.563, p < 0.001) significantly
affects customer loyalty; therefore, H5 is supported with 37% of the variance explained.
Criteria of variance inflation factor (VIF) are lower than three (between 1.000 and 1.221),
which indicates that the probable collinearity is not significant [111].

Table 6. Path analysis.

DV Iv Unstd S.E. Unstd/S.E.  p-Value Std R? VIF

; , Layout 0.486 0.056 8.702 <0.001 0.482 0.640 1.221
nt. environment g oh vironment 0.612 0.074 8.249 <0.001 0.465 1.221
Customer loyalty Perceived value 0.563 0.056 10.031 <0.001 0.608 0.370 1.000
Int. environment 0.754 0.101 7.450 <0.001 0.542 0.517 1.000

Perceived value Layout 0323 0.099 3.273 0.001 0.231 1.000
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Figure 3. Structural equation model.
4.6. Mediation Effects
Bootstrapping mediation analysis can provide confidential intervals for testing the
indirect effects [112]. The mediation effect of perceived value is confirmed because no “0”
presents between the lower and upper bounds of the CI (0.333 and 1.249, respectively) for
the total effect of layout — perceived value [112,113], as shown in Table 7.
Table 7. The analysis of indirect effects.
Product of Bootstrap 1000 Times
) Coefficients Bias-Corrected 95%
Effect Esi?rlr?:te Lower Bound Upper
S.E. Z-Value p-Value ovigrso/o)un Bound
i (97.5%)
Total effect
Layout — Perceived value 0.689 0.237 2.905 0.004 0.333 1.249
Total indirect effect
Layout — Perceived value 0.366 0.162 2.253 0.024 0.151 0.846
Direct effect
Layout — Perceived value 0.323 0.287 1.128 0.259 —0.094 1.071

5. Discussion

Previous research on atmospheric cues generally considered spatial layout as one of
the cues that similarly influence customers’ perceptions of value and loyalty [13]. This
study demonstrates that spatial layout is a distinctive environmental cue linking exter-
nal and internal environments. It induces guests to appreciate the services holistically,
ultimately resulting in an enhanced experience and value perception, thereby fostering

customer loyalty.

5.1. Interior Atmospherics Is the Main Value Creator

Since most services hotel guests encounter are indoors, the interior atmosphere appears
to be the primary source generating value for guests [57]. In-house facilities and services
play crucial roles in fulfilling hotels” exchanges with guests [114]. The current research
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confirms that the interior environment positively affects customers’ value perceptions in
the themed hotel context, consistent with previous studies [29].

Specifically, themed hotels utilize atmospheric cues to influence guests’ reactions and
behaviors. Previous research consistently shows that the layout and internal environment
emerge as pivotal factors shaping guests’ value perceptions, consequently influencing
their loyalty.

While the external environment can attract customers through unique shapes, styles,
or overall imagery like nature, wildlife, or outdoor activities, as exemplified by Club
Med [115], hotels in general offer fewer interactions between guests and external elements,
consequently fewer opportunities for recognition. However, the external environment may
affect guests’ impressions of the interior due to halo effects [59] facilitated by careful spatial
layout design [62] as the current research has also revealed.

The previous discussion on customer loyalty overlooked the critical role of environ-
mental comfort factors like thermal conditions, acoustics, and natural illumination [63,64].
These elements significantly impact guests” overall experiences, perceived values, and
loyalties towards the establishment [63]. Maintaining optimal conditions in these areas can
enhance comfort and satisfaction and foster loyalty [63]. Comprehensive analyses examin-
ing the influence of thermal, acoustical, and lighting factors on environmental comfort and
loyal patronage are essential for fully understanding drivers of customer loyalty in hotels.

5.2. Spatial Layout Is a Distinctive Atmospheric Factor

Contrary to many previous studies that viewed spatial layout as part of the interior
environment [13], this research reaffirms the distinctiveness of spatial layout in enhancing
the overall guest experience [116] and augmenting customer value [63].

As a distinctive atmospheric factor, spatial layout not only plays a crucial role in
providing visionary stimuli but also acts as a bridge linking the external and internal
environments, influencing guest perception and behavior [57]. This suggests that spatial
layout can be understood as a multifaceted element central to hotel services, significantly
and distinctly contributing to the overall atmosphere. It consistently maintains the chosen
themes throughout the hotel [9], ultimately fostering guests’ value perceptions and loyal-
ties [117]. This is particularly important for themed hotels, where a consistent and cohesive
image and perception of the hotel theme can create a unique experience [28,29,85].

5.3. Design for Both Functional and Sentimental Values

Perceived value is a critical factor that directly fosters customer loyalty [21,118]. This
study adopts a four-dimensional construct to measure perceived value, encompassing
quality, price, emotional, and social dimensions [21,118]. In this framework, quality and
price are associated with the functional (or cognitive, economic, and utilitarian) aspect
of value, whereas emotional and social values are linked to the sentimental (or emotive,
sentimental, social, and hedonic) aspect [119,120].

Spatial layout design typically employs linear displays or free-form layouts. Linear
displays facilitate efficient and utilitarian shopping behaviors, while free-form layouts aim
to create an immersive atmospheric effect, allowing guests to fully engage with the intended
spatial theme [68,70]. However, the effectiveness of particular spatial layouts in achieving
strategic goals largely depends on design management’s integration of the layout with
other environmental factors, aligning with the company’s missions and objectives [121].
Both functional and sentimental values are essential components of customer loyalty.

5.4. Academic Implications

The current research holds significant academic implications. In contrast to previous
studies that treated environmental factors as equally influential in fostering customer value
perception and customer loyalty, this research establishes a sequential influence relationship
among individual environmental factors. Specifically, internal environmental factors are
found to have the greatest impact due to a guest’s prolonged contact time and frequent
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utilization of services, and the spatial layout helps to enhance the guest’s perceived value.
However, the advantages and benefits of the internal environment rely on stimuli provided
by the external environment. Achieving a cohesive layout design is crucial to creating an
overall atmosphere that enhances guests’ perceptions of overall value.

This research goes beyond considering spatial layout solely as a part of the atmo-
sphere. It emphasizes the significant role of spatial layout as a hub for integrating other
environmental factors. This integration is pivotal in ensuring customers’ comprehensive
value perceptions, which ultimately contribute to customer loyalty.

Despite the fact that customer satisfaction is critical and important in the hospitality
industry, it is not a sole factor in building customer loyalty, which is actually the ultimate
goal an organization should reach for its competitive and sustainable advantage. Consistent
with previous studies, this research provides additional evidence to show the linkage of
perceived values and customer loyalty [20,21]. It is the value that plays the role of building
customer loyalty.

Overall, this research offers valuable insights into the sequential influence relation-
ship of environmental factors, the significance of internal and external environments, the
importance of layout design, and the role of spatial layout in integrating various factors.
These findings contribute to the academic literature and provide a foundation for further
exploration in the field.

5.5. Practical Implications

The spatial design of theme hotels aims to fully immerse guests in an intended thematic
atmosphere and ambiance. The layout should go beyond mere functionality to evoke
emotional appeal and alignment with the chosen theme. It should guide guests through
various services while complementing and reinforcing the overarching thematic narrative.
For instance, in a historical-themed hotel, the service directory could mimic the architecture
and design of the represented era. An effective layout impacts guest value perception
beyond just setting the ambiance—it enhances the entire thematic experience.

Research reveals guests attribute nearly equal significance to each dimension shaping
their overall perceived value at theme hotels. As such, these properties should seamlessly
integrate all services with thematic elements through thoughtful spatial design, creating a
holistic, unified sense of value.

Consistency is paramount for theme hotels to maintain an authentic, immersive
experience. Any renovations or changes must be executed meticulously to avoid disrupting
the theme. Alterations to the layout and design should only serve to deepen thematic
immersion, never detract from it. Theme hotels heavily rely on enveloping guests in a
specific ambiance, so layout consistency across all areas is critical.

Managing overall guest value perception involves more than just meeting basic
expectations—it requires exceeding them through full immersion into memorable, the-
matic experiences. Guests should feel the theme itself significantly adds value, creating
a unique, unforgettable stay. Regardless of upfront investments into facilities and spatial
layout, achieving desired performance ultimately hinges on comprehensive operational
management. One-time financial and physical expenditures are insufficient to cultivate
lasting customer loyalty. An integrated system encompassing spatial layout design must
be established and continuously monitored.

While core operational implications are similar across hotels, theme properties must
prioritize theme consistency, immersion, and aligning layout/design with the theme to
craft a truly distinctive, memorable guest experience.

5.6. Limitations and Future Research

There are some limitations to this research. Firstly, customer satisfaction was not in-
cluded in the model, as it has been extensively studied before. Instead, the current research
directly links perceived value and customer loyalty, potentially overlooking the specific
relationship between satisfaction and loyalty as distinct concepts. Although satisfaction
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is not the sole determinant of customer loyalty, and positive perceptions towards other
independent variables imply satisfaction, not explicitly including this variable may lead to
a misunderstanding that customer satisfaction is not important.

Secondly, this research adopts a four-dimensional perspective of value perception [120],
using overall values as a single independent variable to explain customer loyalty. However,
as value perception is composed of quality, price, emotion, and social values in this study,
using an overall average score disregards the differences in individual values and may
conceal the uniqueness of certain individual values. Although most of this distinctiveness
arises in different service scenarios, such as catering, housekeeping, reception, etc., this
research takes a macro perspective by examining the entire theme hotel and does not
intentionally differentiate between different service scenarios within the hotel.

Thirdly, the research focuses on the services offered by the hotel as a whole and does
not delve into differences between departments. This may limit our understanding of the
specific functions of some hotel departments. Exploring the influence of each dimension
of customer perceived values on theme hotel loyalty could provide valuable insights for
academic research and practical applications in the industry. Investigating the relationship
between each atmospheric factor and each dimension of perceived value would be worth
exploring in future studies.

Fourthly, the sampling method used in this research may limit the generalizability of
the findings. The data were intentionally collected from several theme hotels situated in
areas of natural beauty. While the sampling frame accounted for differences in geographical
locations, it is important to acknowledge that the respondents in this study may not
adequately represent all the themes present in operation, and their distribution across these
hotels may not be evenly balanced. Additionally, all the theme hotels examined in this
study are located in similar natural environments, which excludes other themes such as
sports, outdoor activities, cultural or heritage experiences, and nature-based adventures.
Exploring differences between themes, as has been performed in the restaurant business,
could provide valuable insights, showing whether they are subtle or significant, and could
enhance our understanding.

For the fifth limitation, it is worth noting that the findings are confined to a specific
subset of themed hotels and thus cannot be extrapolated universally. The theme hotels
examined in this study are situated in areas of natural beauty and primarily focused on
nature-based themes. Consequently, the results may not be entirely applicable to themed
hotels with different thematic orientations, such as sports, outdoor activities, cultural or
heritage experiences, and nature-based adventures. The influence of atmospheric cues
and perceived value on customer loyalty could potentially vary across different thematic
contexts. Future research efforts should explore a broader range of themed hotel categories
to assess the generalizability of the present findings and identify potential variations across
distinct thematic environments.

Lastly, the experiences of first-time visitors and returning visitors may vary across a
wide range of variables. Unfortunately, this research did not include this specific charac-
teristic as a variable, which could limit the generalizability of the test results, especially in
cases in which returning guests constitute a significant customer base. Therefore, future
research is recommended to categorize respondents into first-time and returning visitors, as
studying this dimension could yield distinct outcomes related to customer loyalty within
the context of theme hotels.

6. Conclusions

Theme hotels have emerged as a strategic response to intense competition in the hotel
industry in Taiwan. However, these establishments often prioritize the theme’s appearance
and hardware aspects, disregarding the significance of spatial layout in facilitating a com-
prehensive perception of value. Drawing on the stimulus-organism-response mechanism,
this study investigates the interplay between environmental factors, perceived value, and
customer loyalty. The findings indicate that internal environment and layout factors exert
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a positive influence on customers’ perceived values. Notably, spatial layout serves as a
pivotal element that integrates both external and internal environmental factors, thereby
impacting customer loyalty through value perception. This highlights the importance
of thoughtfully designing spatial layouts that create synergy between the exterior sur-
roundings, interior ambiance, and the overarching theme concept. Achieving thematic
consistency across all touchpoints is crucial for delivering an immersive and cohesive expe-
rience that resonates with guests’ expectations. The research underscores the critical role of
seamlessly blending exterior and interior ambience elements in the space layout design of
theme hotels by effectively leveraging the theme, as well as the physical environments both
inside and outside the hotel. Such holistic integration of theming with atmospheric ele-
ments is fundamental to providing customers with an encompassing perception of superior
value and fostering their attitudinal and behavioral loyalty. As theming and experiential
concepts gain increasing prevalence within the hospitality sector, prioritizing congruence
in spatial layout configurations becomes essential. Optimizing visitor circulatory patterns,
ensuring fluid transitional sequences between separate spatial zones, and aligning design
particulars with the core conceptual narrative can augment the desired atmospheric im-
pact. The present research endeavor provides directional guidance to theme hotel design
professionals and operational facilitators on leveraging the comprehensive potential of
spatial composition and arrangement. Through strategic integration of physical spatial
parameters with the overarching thematic proposition, they can formulate distinguished
and memorable guest experience propositions conducive to cultivating enduring patron
loyalty and commitment.
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Appendix A

To whom it may concern,

We present to you a questionnaire centered around the “theme hotel layout environ-
ment”. The primary aim of this survey is to comprehend the perspectives of Taiwanese
individuals concerning hotel layout, environment, and customer loyalty. We are seeking
responses from the general adult population residing in Taiwan.

The questionnaire comprises six distinct sections: six questions regarding the external
environment, nine questions concerning the internal environment, four questions relating
to the layout, eighteen questions exploring perceived value, seven questions delving into
loyal behavior, and eleven questions gathering personal information.

Completing this questionnaire is anticipated to take approximately 10 min of your
time. We wholeheartedly appreciate your valuable participation.

Rest assured that this questionnaire guarantees complete anonymity. Your information
and responses in this study are treated with the utmost respect and care to ensure that your
reputation, financial security, and privacy remain entirely safeguarded. Please feel at ease
when answering the questions. Once you have completed the questionnaire, kindly return
it to the research staff who distributed it to you.

Your participation in this study is entirely voluntary. You are at liberty to decide
whether to participate and complete the questionnaire. Should you choose to participate
and later decide to discontinue, please bear in mind that due to the anonymous nature of
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this survey, once submitted, individual responses cannot be identified, and withdrawal
from the study will not be possible in the future.

Upon the completion of this study, which is anticipated to conclude after August
2023, we would be delighted to share the study results with you. If you wish to receive a
summary of the results, kindly provide your email address as follows:

Email: @

We extend our best wishes to you and express our gratitude for your participation.

Yours sincerely,

Table Al. Introduction, measure items of the questionnaire.

Items Source

External environment:

Clear access and signage.

Ample, clean parking is available.

The entrance features a visible guiding line.

Pleasing aesthetics and surroundings.

Refreshing outdoor atmosphere.

Distinctive outdoor ambiance.

Internal environment:

Hotel cleanliness.

Comfortable interior decor.

Abundant and pleasant lighting inside the hotel.

. : - [2,13,31]
Good air quality without unpleasant odors.

Spacious and comfortable interior.

Relaxing atmosphere on public and room balconies.

Flat floors with anti-slip measures.

Spacious and convenient waiting area.

Refreshing and comfortable hotel lobby ambiance.

Spatial Layout:

User-friendly interior design in the hotel.

Safe and comfortable public spaces and rooms.

Conveniently located facilities with easy access.

Spacious and comfortable spatial connection, including walkways.

Perceived values:

Quality:
Highly trained and professional staff.

Well-equipped reception services.

Meeting demand effectively.

Continuous improvements.

Room for staff efficiency enhancement (R).

Emotion:

Hotel service instills a sense of safety.

Easy access to required services and reception.

Positive and reassuring interactions with staff. [21,94,95]
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Table Al. Cont.

Items Source

Occasional disrespect experienced in hotel (R).

Staff’s service attitude promotes comfort.

Price:

Reasonable prices for hotel products.

Clearly marked product prices.

Hotel offers good value for money.

Advance communication of reception charges.

Social:

Hotel has a well-recognized reputation.

Approval from friends and relatives for hotel visits.

Friends inquire about spending details at the hotel.

Suggestions from acquaintances to explore other hotels (R).

Loyalty:

Referral:

I promote the hotel’s advantages to friends and relatives.

I highly recommend the hotel when asked.

Word-of-Mouth:

I praise the hotel’s service in front of others.

Re-visit:

[49,74,88,118]

I'will choose this hotel again in the future.

I plan to return to this hotel for next vacation.

I want to stay in this hotel again soon.

Switching;:

I would follow the hotel if it relocates.

(R) for reverse questions.

References

1.

10.

Sun, E; Bi, T.; Ouyang, C.S. Research on O20 service encounter of theme hotel based on customer experience. In Proceedings of
the 1st International Conference One Belt, One Road, One Tourism (ICOBOROT 2018), Palembang, Indonesia, 22—-24 November
2018; Atlantis Press: Amsterdam, The Netherlands, 2019; pp. 149-156.

Bonn, M.A.; Joseph-Mathews, S.M.; Dai, M.; Hayes, S.; Cave, J. Heritage/cultural attraction atmospherics: Creating the right
environment for the heritage/cultural visitor. J. Travel Res. 2007, 45, 345-354. [CrossRef]

Wassler, P; Li, X.; Hung, K. Hotel theming in China: A qualitative study of practitioners’ views. J. Travel Tour. Mark. 2015, 32,
712-729. [CrossRef]

Sun, J.; Chen, PJ.; Ren, L.; Shih EH, W.; Ma, C.; Wang, H.; Ha, N.H. Place attachment to pseudo establishments: An application of
the stimulus-organism-response paradigm to theme hotels. J. Bus. Res. 2021, 129, 484-494. [CrossRef]

Gottdiener, M. The Theming of America: American Dreams, Media Fantasies, and Theme Environments; Routledge: London, UK, 2020.
Xiao, Q.; Zhang, H.Q.; Huang, H. The effects of hotel theme strategy: An examination on the perceptions of hotel guests on theme
elements. J. China Tour. Res. 2013, 9, 133-150. [CrossRef]

Pavia, N.; Floricic, T.; Cerovic, M. Specialised hotel as a tourist attraction 1. In Faculty of Tourism and Hospitality Management in
Opatija. Biennial International Congress. Tourism & Hospitality Industry; University of Rijeka, Faculty of Tourism & Hospitality
Management: Rijeka, Croatia, 2016; p. 250.

Oliveira, M.G. To theme or not to theme: The Lisboa Pessoa, a literary hotel? Tour. Anal. 2020, 25, 273-281. [CrossRef]

Kim, D.; Hyun, H,; Park, J. The effect of interior color on customers” aesthetic perception, emotion, and behavior in the luxury
service. J. Retail. Consum. Serv. 2020, 57, 102252. [CrossRef]

Hernandez-Rojas, R.D.; Huete Alcocer, N. The role of traditional restaurants in tourist destination loyalty. PLoS ONE 2021,
16, €0253088. [CrossRef] [PubMed]


https://doi.org/10.1177/0047287506295947
https://doi.org/10.1080/10548408.2014.933727
https://doi.org/10.1016/j.jbusres.2020.10.005
https://doi.org/10.1080/19388160.2013.756776
https://doi.org/10.3727/108354220X15758301241783
https://doi.org/10.1016/j.jretconser.2020.102252
https://doi.org/10.1371/journal.pone.0253088
https://www.ncbi.nlm.nih.gov/pubmed/34138912

Buildings 2024, 14, 1554 19 of 22

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.
21.

22.

23.

24.

25.

26.

27.

28.

29.

30.
31.
32.
33.
34.

35.
36.

37.

38.

39.

40.

Bustamante, J.C.; Rubio, N. Measuring customer experience in physical retail environments. J. Serv. Manag. 2017, 28, 884-913.
[CrossRef]

Adnan, M.; Ahmad, N.; Scholz, M.; Khalique, M.; Naveed, R.T.; Han, H. Impact of substantive staging and communicative
staging of sustainable servicescape on behavioral intentions of hotel customers through overall perceived image: A case of
boutique hotels. Int. ]. Environ. Res. Public Health 2021, 18, 9123. [CrossRef]

Turley, L.W.; Milliman, R.E. Atmospheric effects on shopping behavior: A review of the experimental evidence. ]. Bus. Res. 2000,
49, 193-211. [CrossRef]

Xu, J.; Li, M.; Huang, D.; Wei, Y.; Zhong, S. A comparative study on the influence of different decoration styles on subjective
evaluation of hotel indoor environment. Buildings 2022, 12, 1777. [CrossRef]

Singh, P.; Katiyar, N.; Verma, G. Retail shoppability: The impact of store atmospherics & store layout on consumer buying
patterns. Int. J. Sci. Technol. Res. 2014, 3, 15-23.

Reichheld, FF,; Schefter, P. E-loyalty: Your secret weapon on the Web. Harv. Bus. Rev. 2000, 78, 105-113.

Ozkan, P; Siier, S.; Keser, 1.K.; Kocakog, I.D. The effect of service quality and customer satisfaction on customer loyalty: The
mediation of perceived value of services, corporate image, and corporate reputation. Int. J. Bank Mark. 2020, 38, 384—405.
[CrossRef]

Nunkoo, R.; Teeroovengadum, V.; Ringle, C.M.; Sunnassee, V. Service quality and customer satisfaction: The moderating effects
of hotel star rating. Int. . Hosp. Manag. 2020, 91, 102414. [CrossRef]

Shin, C.S.; Hwang, G.S.; Lee, HW.; Cho, S.R. The impact of Korean franchise coffee shop service quality and atmosphere on
customer satisfaction and loyalty. J. Bus. Econ. Environ. Stud. 2015, 5, 47-57. [CrossRef]

Woodruff, R.B. Customer value: The next source for competitive advantage. J. Acad. Mark. Sci. 1997, 25, 139-153. [CrossRef]
Sweeney, ].C.; Soutar, G.N. Consumer perceived value: The development of a multiple item scale. J. Retail. 2001, 77, 203-220.
[CrossRef]

Pan, FC.; Su, S.J.; Chiang, C.C. Dual attractiveness of winery: Atmospheric cues on purchasing. Int. ]. Wine Bus. Res. 2008, 20,
95-110. [CrossRef]

Rahim, A.G.; Ignatius, I.U.; Adeoti, O.E. Is customer satisfaction an indicator of customer loyalty? Aust. |. Bus. Manag. Res. 2012,
2, 14-20.

Chen, S.C. Customer value and customer loyalty: Is competition a missing link? J. Retail. Consum. Serv. 2015, 22, 107-116.
[CrossRef]

Eid, R.; ElI-Gohary, H. The role of Islamic religiosity on the relationship between perceived value and tourist satisfaction. Tour.
Manag. 2015, 46, 477-488. [CrossRef]

Pandza Bajs, I. Tourist perceived value, relationship to satisfaction, and behavioral intentions: The example of the Croatian tourist
destination Dubrovnik. . Travel Res. 2015, 54, 122-134. [CrossRef]

Rahman NL, A.; Samsul, S.S.; Brian MS, L; Idrus, N.I. A study on the relationship between customer satisfaction towards service
quality in a three-star hotel in perlis. J. Voice Acad. 2022, 18, 169-180.

Han, H.; Ryu, K. The roles of the physical environment, price perception, and customer satisfaction in determining customer
loyalty in the family restaurant industry. J. Hosp. Tour. Res. 2009, 33, 487-510. [CrossRef]

Ryu, K.; Lee, H.; Kim, W. The influence of the quality of the physical environment, food, and service on restaurant image,
customer perceived value, customer satisfaction, and behavioral intentions. Int. J. Contemp. Hosp. Manag. 2012, 24, 200-223.
[CrossRef]

Ryu, K.; Han, H. New or repeat customers: How does physical environment influence their restaurant experience? Int. J. Hosp.
Manag. 2011, 30, 599-611. [CrossRef]

Bitner, M.]. Servicescapes: The impact of physical surroundings on customers and employees. |. Mark. 1992, 56, 57-71. [CrossRef]
Mehrabian, A.; Russell, ].A. An Approach to Environmental Psychology; MIT Press: Cambridge, MA, USA, 1974.

Jang, S.S.; Namkung, Y. Perceived quality, emotions, and behavioral intentions: Application of an extended Mehrabian—Russell
model to restaurants. J. Bus. Res. 2009, 62, 451-460. [CrossRef]

Bigne, E.; Chatzipanagiotou, K.; Ruiz, C. Pictorial content, sequence of conflicting online reviews and consumer decision-making:
The stimulus-organism-response model revisited. . Bus. Res. 2020, 115, 403—416. [CrossRef]

Kotler, P. Atmospherics as a Marketing Tool. ]. Retail. 1973, 49, 48-64.

Kwangkyun, C.; Kim, N. The impact of servicescape of non-gaming facilities in the integrated resort on customers’ emotional
responses and behavioral reactions over casino. Tour. Sci. Soc. Korea 2020, 44, 9-30. [CrossRef]

Uslu, A. The relationship of service quality dimensions of restaurant enterprises with satisfaction, behavioral intention, e-WOM
and the moderator effect of atmosphere. Tour. Manag. Stud. 2020, 16, 23-35. [CrossRef]

Al-Kilani, S.; El Hedhli, K. How do restaurant atmospherics influence restaurant authenticity? An integrative framework and
empirical evidence. . Retail. Consum. Serv. 2021, 63, 102729. [CrossRef]

Berman, B.; Evans, ].R. Retail Management: A Strategic Approach. Doctoral Dissertation, Univerza v Mariboru, Ekonomsko-
poslovna fakulteta, Maribor, Slovenia, 1995.

Kim, S.; Ham, S.; Moon, H.; Chua, B.L.; Han, H. Experience, brand prestige, perceived value (functional, hedonic, social, and
financial), and loyalty among GROCERANT customers. Int. J. Hosp. Manag. 2019, 77, 169-177. [CrossRef]


https://doi.org/10.1108/JOSM-06-2016-0142
https://doi.org/10.3390/ijerph18179123
https://doi.org/10.1016/S0148-2963(99)00010-7
https://doi.org/10.3390/buildings12111777
https://doi.org/10.1108/IJBM-03-2019-0096
https://doi.org/10.1016/j.ijhm.2019.102414
https://doi.org/10.13106/eajbm.2015.vol5.no4.47
https://doi.org/10.1007/BF02894350
https://doi.org/10.1016/S0022-4359(01)00041-0
https://doi.org/10.1108/17511060810883731
https://doi.org/10.1016/j.jretconser.2014.10.007
https://doi.org/10.1016/j.tourman.2014.08.003
https://doi.org/10.1177/0047287513513158
https://doi.org/10.1177/1096348009344212
https://doi.org/10.1108/09596111211206141
https://doi.org/10.1016/j.ijhm.2010.11.004
https://doi.org/10.1177/002224299205600205
https://doi.org/10.1016/j.jbusres.2008.01.038
https://doi.org/10.1016/j.jbusres.2019.11.031
https://doi.org/10.17086/jts.2020.44.4.9.30
https://doi.org/10.18089/tms.2020.160303
https://doi.org/10.1016/j.jretconser.2021.102729
https://doi.org/10.1016/j.ijhm.2018.06.026

Buildings 2024, 14, 1554 20 of 22

41.

42.

43.
44.

45.
46.

47.

48.

49.

50.

51.

52.
53.

54.

55.

56.

57.

58.

59.

60.

61.

62.

63.

64.

65.

66.

67.

68.

69.

70.

Solomon, M.R.; Englis, B.G. Reality engineering: Blurring the boundaries between commercial signification and popular culture.
J. Curr. Issues Res. Advert. 1994, 16, 1-17. [CrossRef]

Southworth, S.S. US consumers’ perception of Asian brands’ cultural authenticity and its impact on perceived quality, trust, and
patronage intention. J. Int. Consum. Mark. 2019, 31, 287-301. [CrossRef]

Zins, A.H. Leisure traveler choice models of theme hotels using psychographics. . Travel Res. 1998, 36, 3-15. [CrossRef]

Wood, N.T.; Muiioz, C.L. No rules, just right’ or is it? The role of theme restaurants as cultural ambassadors. Tour. Hosp. Res. 2007,
7,242-255. [CrossRef]

Ghoch, A. Retail Management; Dryden Press: Orlando, FL, USA, 1990.

Basu, R.; Paul, ].; Singh, K. Visual merchandising and store atmospherics: An integrated review and future research directions.
J. Bus. Res. 2022, 151, 397-408. [CrossRef]

Koo, B.; Yu, J.; Han, H. The role of loyalty programs in boosting hotel guest loyalty: Impact of switching barriers. Int. J. Hosp.
Manag. 2020, 84, 102328. [CrossRef]

Han, H.; Yu, J.; Kim, W. Environmental corporate social responsibility and the strategy to boost the airline’s image and customer
loyalty intentions. J. Travel Tour. Mark. 2019, 36, 371-383. [CrossRef]

Kandampully, J.; Zhang, T.C.; Bilgihan, A. Customer loyalty: A review and future directions with a special focus on the hospitality
industry. Int. |. Contemp. Hosp. Manag. 2015, 27, 379-414. [CrossRef]

Uslu, A.; Caber, M. The role of hotel customer-employee bonding generating positive customer behavioral outcomes. Tour. Anal.
2022, 27,299-315. [CrossRef]

Lai, LK.W. Hotel image and reputation on building customer loyalty: An empirical study in Macau. J. Hosp. Tour. Manag. 2019, 38,
111-121. [CrossRef]

Magatef, S.G.; Tomalieh, E.F. The impact of customer loyalty programs on customer retention. Int. J. Bus. Soc. Sci. 2015, 6, 78-93.
Jun, S.H. The effects of perceived risk, brand credibility and past experience on purchase intention in the Airbnb context.
Sustainability 2020, 12, 5212. [CrossRef]

Forrest, R. Museum atmospherics: The role of the exhibition environment in the visitor experience. Visit. Stud. 2013, 16, 201-216.
[CrossRef]

Daskalaki, V.V.; Voutsa, M.C.; Boutsouki, C.; Hatzithomas, L. Service quality, visitor satisfaction and future behavior in the
museum sector. J. Tour. Herit. Serv. Mark. (JTHSM) 2020, 6, 3-8.

Bhatnagar, E.; Nim, D. Impact of housekeeping services and practices on customer satisfaction and repeat business. Prabandhan
Indian |. Mana. 2019, 12, 46-57. [CrossRef]

Han, H.; Moon, H.; Hyun, S.S. Indoor and outdoor physical surroundings and guests ‘emotional well-being: A luxury resort
hotel context. Int. J. Contemp. Hosp. Manag. 2019, 31, 2759-2775. [CrossRef]

Long, E; Zhu, H. Supporting the development of homestay tourism in the Yangtze River Delta: A study based on tourists’
perceived value. J. Resour. Ecol 2020, 11, 624-632.

Nicolau, J.L.; Mellinas, J.P.; Martin-Fuentes, E. The halo effect: A longitudinal approach. Ann. Tour-Ism Res. 2020, 83, 102938.
[CrossRef]

Han, H,; Lee, S.; Hyun, S.S. Role of internal and external museum environment in increasing visitors’ cognitive/affective/healthy
experiences and loyalty. Int. J. Environ. Res. Public Health 2019, 16, 4537. [CrossRef] [PubMed]

Shuang, G.W.; Kamaruzzaman, S.N.; Zulkifli, N. Occupant’s perception on indoor performance of historical museum: A case
of study of national museum and Perak museum, Malaysia. In Proceedings of the ICRSET” 2014: The Second International
Conference on Research in Science, Engineering and Technology, Dubai, United Arab Emirates, 21-22 March 2014.

Ryu, K,; Jang, S.C.S. The effect of environmental perceptions on behavioral intentions through emotions: The case of upscale
restaurants. J. Hosp. Tour. Res 2007, 31, 56-72. [CrossRef]

Kim, M,; Lee, E.; Kim, S.J.; Cha, J.; Cichy, R.F. Impact of indoor environmental quality on hotel guests’ behaviors. Int. ]. Hosp. Tour.
Adm. 2023, 24, 288-313. [CrossRef]

Frontczak, M.; Wargocki, P. Literature survey on how different factors influence human comfort in indoor environments. Build.
Environ. 2011, 46, 922-937. [CrossRef]

Cho, J.Y.; Lee, E.J. Impact of interior colors in retail store atmosphere on consumers’ perceived store luxury, emotions, and
preference. Cloth. Text. Res. |. 2017, 35, 33—48. [CrossRef]

Hashmi HB, A.; Shu, C.; Haider, S.W. Moderating effect of hedonism on store environment-impulse buying nexus. Int. J. Retail.
Distribut. Manag. 2020, 48, 465-483. [CrossRef]

Chang, H.-J.; Eckman, M.; Yan, R.-N. Application of the Stimulus-Organism-Response model to the retail environment: The role
of hedonic motivation in impulse buying behavior. Int. Rev. Retail Distribut. Consum. Res 2011, 21, 233-249. [CrossRef]

Lee, S.Y.; Kim, J.O.; Li, ].G. Impacts of store crowding on shopping behavior and store image. J. Asian Archit. Build. Eng. 2011, 10,
133-140. [CrossRef]

Arasli, H.; Saydam, M.B.; Gunay, T.; Jafari, K. Key attributes of muslim-friendly hotels” service quality: Voices from booking.com.
I. Islam. Mark. 2021, 14, 106-127. [CrossRef]

Alawadhi, A.; Yoon, S.Y. Shopping behavioral intentions contributed by store layout and perceived crowding: An exploratory
study using computer walk-through simulation. J. Inter. Des. 2016, 41, 29-46. [CrossRef]


https://doi.org/10.1080/10641734.1994.10505015
https://doi.org/10.1080/08961530.2018.1544528
https://doi.org/10.1177/004728759803600401
https://doi.org/10.1057/palgrave.thr.6050047
https://doi.org/10.1016/j.jbusres.2022.07.019
https://doi.org/10.1016/j.ijhm.2019.102328
https://doi.org/10.1080/10548408.2018.1557580
https://doi.org/10.1108/IJCHM-03-2014-0151
https://doi.org/10.3727/108354222X16449628077694
https://doi.org/10.1016/j.jhtm.2019.01.003
https://doi.org/10.3390/su12125212
https://doi.org/10.1080/10645578.2013.827023
https://doi.org/10.17010/pijom/2019/v12i8/146417
https://doi.org/10.1108/IJCHM-10-2018-0852
https://doi.org/10.1016/j.annals.2020.102938
https://doi.org/10.3390/ijerph16224537
https://www.ncbi.nlm.nih.gov/pubmed/31744057
https://doi.org/10.1177/1096348006295506
https://doi.org/10.1080/15256480.2021.1981188
https://doi.org/10.1016/j.buildenv.2010.10.021
https://doi.org/10.1177/0887302X16675052
https://doi.org/10.1108/IJRDM-09-2019-0312
https://doi.org/10.1080/09593969.2011.578798
https://doi.org/10.3130/jaabe.10.133
https://doi.org/10.1108/jima-11-2020-0341
https://doi.org/10.1111/joid.12077

Buildings 2024, 14, 1554 21 of 22

71.

72.

73.

74.

75.

76.
77.

78.

79.

80.

81.

82.

83.

84.
85.

86.

87.

88.

89.

90.

91.

92.

93.

94.

95.

96.

97.

98.

99.

100.
101.

Wang, J.; Yang, Y.; Huang, H.; Wang, F. Stakeholder management in government-led urban regeneration: A case study of the
eastern suburbs in Chengdu, China. Sustainability 2022, 14, 4357. [CrossRef]

Ahmed, S.; Al Asheq, A.; Ahmed, E.; Chowdhury, U.Y,; Sufi, T.; Mostofa, M.G. The intricate relationships of consumers’ loyalty
and their perceptions of service quality, price and satisfaction in restaurant service. TQM J. 2023, 35, 519-539. [CrossRef]
Iniesta-Bonillo, M. A.; Sanchez-Fernandez, R.; Jiménez-Castillo, D. Sustainability, value, and satisfaction: Model testing and
cross-validation in tourist destinations. J. Bus. Res. 2016, 69, 5002-5007. [CrossRef]

Kang, M.; Shin, D.H. The effect of customers’ perceived benefits on virtual brand community loyalty. Online Inf. Rev. 2016, 40,
298-315. [CrossRef]

Jamal, S.A.; Othman, N.A.; Muhammad, N.M.N. Tourist perceived value in a community-based homestay visit: An investigation
into the functional and experiential aspect of value. . Vacat. Mark. 2011, 17, 5-15. [CrossRef]

Monroe, K. Pricing: Making Profitable Decisions, 1st ed.; McGraw-Hill: New York, NY, USA, 1990.

Lyons, P.; Brennan, L. Assessing value from business-to-business services relationships: Temporality, tangibility, temperament,
and trade-offs. |. Serv. Res. 2019, 22, 27-43. [CrossRef]

Babin, B.J.; Darden, W.R.; Griffin, M. Work and/or fun: Measuring hedonic and utilitarian shopping value. J. Consum. Res. 1994,
20, 644. [CrossRef]

Parasuraman, A.; Grewal, D. The impact of technology on the quality-value-loyalty chain: A research agenda. J. Acad. Mark. Sci.
2000, 28, 168-174. [CrossRef]

Kuo, Y.-F; Wu, C.-M.; Deng, W.-J. The relationships among service quality, perceived value, customer satisfaction, and post-
purchase intention in mobile value-added services. Comput. Hum. Behav. 2009, 25, 887-896. [CrossRef]

Dedeoglu, B.B. Shaping tourists” destination quality perception and loyalty through destination country image: The importance
of involvement and perceived value. Tour. Manag. Perspect. 2019, 29, 105-117. [CrossRef]

Helkkula, A.; Kelleher, C. Circularity of customer service experience and customer perceived value. J. Cust. Behav. 2010, 9, 37-53.
[CrossRef]

Ali, F; Omar, R.; Amin, M. An examination of the relationships between physical environment, perceived value, image and
behavioural Intentions: A SEM approach towards Malaysian resort hotels. J. Hotel Tour. Manag. 2013, 27, 9-26.

Lewison, D.M. Retailing, 5th ed.; Macmillan College Publishing Company: New York, NY, USA, 1994.

Chang, H.J.; Cho, H.].; Turner, T.; Gupta, M.; Watchravesringkan, K. Effects of store attributes on retail patronage behaviors:
Evidence from activewear specialty stores. J. Fash. Mark. Manag. 2015, 19, 136-153. [CrossRef]

Barros LB, L.; Petroll MD, L.M.; Damacena, C.; Knoppe, M. Store atmosphere and impulse: A cross-cultural study. Int. ]. Retail
Distrib. Manag. 2019, 47, 817-835. [CrossRef]

Kumar, D.S.; Nair, K.U.; Purani, K. Servicescape design: Balancing physical and psychological safety. Mark. Intell. Plan. 2023, 41,
473-488. [CrossRef]

Chang, L.L.; FBackman, K.; Chih Huang, Y. Creative tourism: A preliminary examination of creative tourists’ motivation,
experience, perceived value and revisit intention. Int. . Cult. Tour. Hosp. Res. 2014, 8, 401-419. [CrossRef]

Ranjbarian, B.; Pool, J.K. The impact of perceived quality and value on tourists’ satisfaction and intention to revisit Nowshahr city
of Iran. J. Qual. Assur. Hosp. Tour. 2015, 16, 103-117. [CrossRef]

Chen, PT.; Hu, H.H. The effect of relational benefits on perceived value in relation to customer loyalty: An empirical study in the
Australian coffee outlets industry. Int. J. Hosp. Manag. 2010, 29, 405-412. [CrossRef]

Ha, J.; Jang, S.S. Perceived values, satisfaction, and behavioral intentions: The role of familiarity in Korean restaurants. Int. J.
Hosp. Manag. 2010, 29, 2-13. [CrossRef]

Kline, R.B. Principles and Practice of Structural Equation Modeling, 3rd ed.; Kenny, D.A,, Little, T.D., Eds.; The GUILFORD Press: A
Division of Guilford Publications, Inc.: New York, NY, USA; London, UK, 2011.

Hair, J.F; Black, W.C.; Babin, B.J.; Anderson, R.E.; Tatham, R. Multivariate Data Analysis, 7th ed.; Pearson Prentice Hall: Upper
Saddle River, NJ, USA, 2010.

Zeithaml, V.A.; Verleye, K.; Hatak, I.; Koller, M.; Zauner, A. Three decades of customer value research: Paradigmatic roots and
future research avenues. J. Serv. Res. 2020, 23, 409—432. [CrossRef]

Han, H.; Chua, B.L,; Lee, S.; Koo, B. Quality, emotion, price, and social values in building passenger loyalty: Impact of relationship
quality (mediator) and in-flight physical environments (moderator). J. Travel Tour. Mark. 2021, 38, 123-138. [CrossRef]
Anderson, ].C.; Gerbing, D.W. Structural equation modeling in practice: A review and recommended two-step approach. Psychol.
Bull 1988, 103, 411. [CrossRef]

Fornell, C.; Larker, D.F. Evaluating structural equation models with unobservable variables and measurement error. J. Mark. Res.
1981, 18, 39-50. [CrossRef]

Podsakoff, PM.; Organ, D.W. Self-reports in organizational research: Problems and prospects. |. Manag. 1986, 12, 531-544.
[CrossRef]

Harman, H.H. Regression models for the study of outliers and influential observations. In Modern Factor Analysis, 3rd ed.;
Harman, H.H., Ed.; University of Chicago Press: Chicago, IL, USA, 1976; pp. 186-210.

Nunnally, ].C.; Bernstein, I.H. Psychometric Theory, 3rd ed.; McGraw-Hill: New York, NY, USA, 1994.

Hair, J.F, Jr;, Anderson, R.E,; Tatham, R.L; Black, W.C. Multivariate Data Analysis, 5th ed.; Prentice Hall: Upper
Saddle River, NJ, USA, 1998.


https://doi.org/10.3390/su14074357
https://doi.org/10.1108/TQM-06-2021-0158
https://doi.org/10.1016/j.jbusres.2016.04.071
https://doi.org/10.1108/OIR-09-2015-0300
https://doi.org/10.1177/1356766710391130
https://doi.org/10.1177/1094670518805569
https://doi.org/10.1086/209376
https://doi.org/10.1177/0092070300281015
https://doi.org/10.1016/j.chb.2009.03.003
https://doi.org/10.1016/j.tmp.2018.11.006
https://doi.org/10.1362/147539210X497611
https://doi.org/10.1108/JFMM-03-2014-0019
https://doi.org/10.1108/IJRDM-09-2018-0209
https://doi.org/10.1108/MIP-06-2022-0259
https://doi.org/10.1108/IJCTHR-04-2014-0032
https://doi.org/10.1080/1528008X.2015.966295
https://doi.org/10.1016/j.ijhm.2009.09.006
https://doi.org/10.1016/j.ijhm.2009.03.009
https://doi.org/10.1177/1094670520948134
https://doi.org/10.1080/10548408.2021.1887054
https://doi.org/10.1037/0033-2909.103.3.411
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1177/014920638601200408

Buildings 2024, 14, 1554 22 of 22

102.

103.

104.

105.

106.

107.

108.

109.

110.

111.

112.

113.

114.

115.

116.

117.

118.

119.

120.

121.

Henseler, J.; Ringle, C.M.; Sarstedt, M. A new criterion for assessing discriminant validity in variance-based structural equation
modeling. J. Acad. Mark. Sci. 2015, 43, 115-135. [CrossRef]

Roemer, E.; Schuberth, F.; Henseler, ]. HTMT2-an improved criterion for assessing discriminant validity in structural equation
modeling. Ind. Manag. Data Syst. 2021, 121, 2637-2650. [CrossRef]

Hair, J.E; Hult GT, M.; Ringle, C.M.; Sarstedt, M.; Thiele, K.O. Mirror, mirror on the wall: A comparative evaluation of
composite-based structural equation modeling methods. J. Acad. Mark. Sci. 2017, 45, 616-632. [CrossRef]

Alavi, M.; Visentin, D.C.; Thapa, D.K.; Hunt, G.E.; Watson, R.; Cleary, M. Chi-square for model fit in confirmatory factor analysis.
J. Adv. Nurs. 2020, 76, 2209-2211. [CrossRef]

Kline, R.B. Promise and pitfalls of structural equation modeling in gifted research. In Methodologies for Conducting Research on
Giftedness; Thompson, B., Subotnik, R.F., Eds.; American Psychological Association: Washington, DC, USA, 2010; pp. 147-169.
Baumgartner, H.; Homburg, C. Applications of structural equation modeling in marketing and consumer research: A review. Int.
J. Res. Mark. 1996, 13, 139-161. [CrossRef]

Bentler, PM. Comparative fit indexes in structural models. Psychol. Bull 1990, 107, 238-246. [CrossRef]

Tucker, L.R.; Lewis, C. A reliability coefficient for maximum likelihood factor analysis. Psychometrika 1973, 38, 1-10. [CrossRef]
Bentler, PM.; Bonett, D.G. Significance tests and goodness of fit in the analysis of covariance structures. Psychol. Bull 1980, 88,
588-606. [CrossRef]

Hair, ].F.; Risher, ].J.; Sarstedt, M.; Ringle, C.M. When to use and how to report the results of PLS-SEM. Eur. Bus. Rev. 2019, 31,
2-24. [CrossRef]

Williams, J.; MacKinnon, D.P. Resampling and distribution of the product methods for testing indirect effects in complex models.
Struct. Equ. Model. A Multidiscip. ]. 2008, 15, 23-51. [CrossRef]

Briggs, N. Estimation of the Standard Error and Confidence Interval of the Indirect Effect in Multiple Mediator Models; The Ohio State
University: Columbus, OH, USA, 2006.

Zaid, A.A.; Arqawi, S.M.; Mwais RM, A.; Al Shobaki, M.].; Abu-Naser, S.S. The impact of Total quality management and perceived
service quality on patient satisfaction and behavior intention in Palestinian healthcare organizations. Technol. Rep. Kansai Univ.
2020, 62, 221-232.

Williady, A.; Wardhani, H.N.; Kim, H.S. A study on customer satisfaction in Bali’s luxury resort utilizing big data through online
review. Adm. Sci. 2022, 12, 137. [CrossRef]

Godovykh, M.; Milman, A.; Tasci, A.D. Theme park experience: Factors explaining amount of pleasure from a visit, time allocation
for activities, perceived value, queuing quality, satisfaction, and loyalty. J. Tour. Leis. Stud. 2019, 4, 1-21. [CrossRef]

Choi, H.; Kandampully, J. The effect of atmosphere on customer engagement in upscale hotels: An application of SOR paradigm.
Int. J. Hosp. Manag. 2019, 77, 40-50. [CrossRef]

Hussein, A.S.; Hapsari, R.D.V,; Yulianti, I. Experience quality and hotel boutique customer loyalty: Mediating role of hotel image
and perceived value. J. Qual. Assur. Hosp. Tour. 2018, 19, 442-459. [CrossRef]

Liu, Y.; Kou, Y.; Guan, Z.; Hu, J.; Pu, B. Exploring hotel brand attachment: The mediating role of sentimental value. J. Retail.
Consum. Serv. 2020, 55, 102143. [CrossRef]

Wu, B.; Yang, W. What do Chinese consumers want? A value framework for luxury hotels in China. Int. J. Contemp. Hosp. Manag.
2018, 30, 2037-2055. [CrossRef]

Okumus, F; Altinay, L.; Chathoth, P; Koseoglu, M.A. Strategic Management for Hospitality and Tourism; Routledge:
London, UK, 2019.

Disclaimer/Publisher’s Note: The statements, opinions and data contained in all publications are solely those of the individual
author(s) and contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s) disclaim responsibility for any injury to
people or property resulting from any ideas, methods, instructions or products referred to in the content.


https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1108/IMDS-02-2021-0082
https://doi.org/10.1007/s11747-017-0517-x
https://doi.org/10.1111/jan.14399
https://doi.org/10.1016/0167-8116(95)00038-0
https://doi.org/10.1037/0033-2909.107.2.238
https://doi.org/10.1007/BF02291170
https://doi.org/10.1037/0033-2909.88.3.588
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1080/10705510701758166
https://doi.org/10.3390/admsci12040137
https://doi.org/10.18848/2470-9336/CGP/v04i02/1-21
https://doi.org/10.1016/j.ijhm.2018.06.012
https://doi.org/10.1080/1528008X.2018.1429981
https://doi.org/10.1016/j.jretconser.2020.102143
https://doi.org/10.1108/IJCHM-08-2016-0466

	Introduction 
	The Literature Review 
	Theoretical Background: The SOR Model 
	The Atmosphere in the Theme Hotel 
	Customer Loyalty 
	The Environment and Spatial Layout 
	External Environment 
	Interior Environment 
	Spatial Layout 

	Perceived Value 
	Research Framework 

	Materials and Methods 
	Sample and Data Collection 
	Instruments 
	Statistical Analysis 

	Results 
	Sample Profile 
	Common Method Variance 
	Confirmatory Factor Analysis 
	Convergent Validity 
	Second-Order Confirmatory Factor Analysis—Reliability and Validity 
	Target Coefficient 
	Discriminant Validity 

	Model Fit 
	Path Analysis 
	Mediation Effects 

	Discussion 
	Interior Atmospherics Is the Main Value Creator 
	Spatial Layout Is a Distinctive Atmospheric Factor 
	Design for Both Functional and Sentimental Values 
	Academic Implications 
	Practical Implications 
	Limitations and Future Research 

	Conclusions 
	Appendix A
	References

