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Abstract. In the service environment, establishing a good service space is a
key link of enhancing competitiveness. This paper used the Stimulus-Organism-
Response model as the research framework to construct a structural equation
model of service scene perception, brand attachment, comfort feeling and behavior
intention, and explored the influencemechanism between service scene perception
and behavior intention. Using SmartPLS3.0 to conduct empirical analysis on 190
questionnaire data, the results showed that hotel service scene had a significant
impact on mobilizing consumer comfort (β = 0.621, T = 5.981, P < 0.001) and
promoting consumer brand attachment (β = 0.420, T = 4.239, P < 0.001). By
enhancing consumers’ comfort and brand attachment, consumers could increase
their willingness to repurchase, purchase at a premium, and recommendation.
Among the influences of consumers’ perception of service space on behavioral
intention, brand attachment and comfort perception played a part of mediating
role.
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1 Introduction

In the transformation from the IT era to the DT era, scene marketing is no longer a
marketing issue faced by certain types of hotels, but a major issue for the entire industry.
More and more hotels put the design of service scenes to a more important position, so
that consumers can get a perfect accommodation experience. How does the experience
of the service scene affect the customer’s perception, and how does it ultimately affect
the consumer’s behavioral intentions? This subject is of great significance to today’s
highly competitive hotel industry, and can effectively help it to carry out service scenario
planning and enhance customer loyalty and hotel competitiveness.

Regarding the mechanism of interaction between service scene experience and cus-
tomer behavior, current scholars mostly introduce perceived quality, satisfaction, and
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emotional commitment as intermediary variables [1, 2]. In fact, the service scene often
directly stimulates the senses of customers, and the cognitive judgment of customer
comfort produces corresponding emotional changes, which in turn will form stereotypes
through repeated consumption, thereby establishing the hotel brand image. Therefore,
this article attempts to introduce comfort perception and brand attachment as interme-
diary variables to explore the mechanism of interaction between hotel service scene
experience and customer behavior.

2 Literature Review, Theoretical Models and Research Hypotheses

2.1 The Establishment of Stimulus-Organism-Response (SOR Model)
Theoretical Model

The term service scenario was first coined by Bitner. Service scenario refers to the
physical environment in which the service company provides services to customers,
including spatial layout and functions, symbols, and artifacts [3]. Later, this concept
gradually became a general term. Kim defining it as an artificial and planned environ-
ment [4], stimulating consumers through sensory and psychological feelings was an
important clue to the formation of consumers’ first impressions and expectations [5].
Service scenarios included not only tangible facilities such as buildings and decorations,
but also intangible factors such as temperature, color, smell and music, which would
affect the service experience and the behavior of consumers and employees [6]. There-
fore, some scholars divided service scenes into six categories: spatial layout, function,
logo, symbol, art, and cleanliness [7]. Tombs believed that in defining the elements of
service scenarios, in addition to tangible and intangible physical factors, consumers’
cognition and emotions should also be considered. Therefore, he constructed a “social
service scenario” model, which included: social density, buying scene, customer emo-
tions, emotions of others, and customer cognition [8]. Jeong-Yeol Park’s research showed
that the service environment included not only a static physical environment, but also
a dynamic communication service environment: how employees communicated with
consumers and the cultural elements of consumer experience, both of which affected
consumers’ emotional responses and thus affected behavioral intentions. Therefore, he
divided the service scenarios into substantive service scenarios and communicative ser-
vice scenarios [9]. From the perspective of consumers, some scholars believed that con-
sumers perceive the service environment through the four senses of vision (color, light,
etc.), hearing (music type, sound level), touch (cleanliness) and smell (smell) [10]. In
fact, in the hotel service experience, consumers not only wanted to enjoy a visual feast,
but also wanted to taste a delicious breakfast. For example, many Hilton consumers
would evaluate the breakfast provided by the hotel. The quality and taste of the break-
fast would also affect consumer satisfaction and cognitive judgment. Any stimulus from
the senses would affect consumers’ psychological feelings, and psychological feelings
would in turn affect the sensory experience. Perceptual experience and psychological
feelings were equally important. Therefore, this article divided the service scene into two
dimensions: perception (eyes, ears, nose, tongue, body) and psychology (psychology).

The current research on the mechanism of service scenarios on behavioral inten-
tions mainly included the following two theoretical paths: one was based on the SOR
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model, emphasizing the mediating role of consumer emotional emotions. The reference
of the SOR model was of great significance to the study of service scenarios. Emotions
also played a pivotal role in the process of influencing consumer behavior. However,
due to the complexity of consumer experience, emotions alone cannot fully explain
the relationship between service scenarios and consumer behavior intentions [3]. Tak-
ing into account the particularity of the hotel industry, consumers’ perception of the
environment was more of a comprehensive physical and psychological feelings, rather
than just emotional changes. Consumers would have primary cognition and impres-
sion of service scenes and form comfortable feelings, and then would produce corre-
sponding emotions, and emotions would affect consumers’ comfort feelings. Emotion
and comfort were inseparable. For example, people would feel pleasure and peace in
a comfortable state [11]. Therefore, for hotel industry research, comfort could better
reflect consumers’ physical and psychological feelings. Another path introduced per-
ceived value, perceived service quality etc. as intermediary variables, emphasizing that
consumers’ evaluation and cognition of service scenarios would affect their behavioral
intentions. This path paid more attention to the results of cognition [12]. With the rise of
hedonic consumption, hotel consumers paid more attention to psychological pleasure,
social identity, self-satisfaction, self-enrichment and self-consistency in their stay expe-
rience [13]. Research by Park et al. showed that when a brand could satisfy the three
needs of consumers: self-satisfaction, self-realization, and self-enrichment, consumers
would have a strong attachment to the brand [14], trust and perceived quality would also
promote the formation of brand attachment [15]. Therefore, on the basis of emotion and
perceived quality, this article further explored the mediating role of comfort and brand
attachment in consumer service scenes’ perceived behavioral intention relationship.

The “Stimulus-Organism-Response”model proposedbyMehrabianRussell believed
that external environmental stimuli would affect the individual’s mental state, which in
turn would cause the individual to show evasive or approaching behavioral responses.
Based on the SOR model, there had been many studies on the influence of the physical
environment on emotions and retail decision-making [16]. Based on the SORmodel and
existing research, this research proposed amodel from service scenarios to the formation
of behavioral intention mechanism (Fig. 1), which was used to verify the effect of con-
sumers’ perception of service scenes on their comfort, brand attachment and behavioral
intentions. Based on this research, the service scene that stimulated consumers from per-
ceptual (eyes, ears, nose, tongue, body) andpsychological dimensions (psychology)were
defined as the stimuli (S) that could induce physical and mental changes of the human
body. Comfort and brand attachment were used to measure the user’s body (O). Comfort
was expressed in terms of physical comfort and psychological emotional feelings. Brand
attachment included two aspects: brand-self-connection and brand salience. Behavioral
intentionwas the user’s behavioral response (R),whichwasmeasured from three aspects:
repurchase willingness, premium purchase, and recommendation willingness.
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Fig. 1. Theoretical model

2.2 Service Scenarios and Behavior Intentions

Service provider all hoped that the design of service scenes could induce consumers to
produce approaching behaviors. Related research had found that the happymood induced
by physical environmental factorswas a key determinant of avoiding approaching behav-
iors in stores, such as the arousal and excitement caused by bright lights and cheerful
music could increase consumers’ stay time and enhance their willingness to interact
with sales staff [17]. Service scenarios would awaken consumer emotions, which helped
consumers determine value. This value would motivate customers to repeatedly pur-
chase goods [18], which meant that the service environment would affect consumers’
cognitive judgments, produce emotions and comfort feelings. This feeling would affect
consumers’ behavioral intentions, such aswhether they decided to stay at this hotel again,
whether they were willing to praise and recommend to others, etc. Through observations
in real life, it was found that if a restaurant had a warm atmosphere, reasonable spatial
layout, and delicious food, consumers were very willing to spread it word of mouth
and recommend it to friends, and the same was true for hotels. Therefore, this article
proposes the following assumptions:

H1: Consumers’ perception of service scenarios has a positive impact on behavior
intentions.

2.3 Service Scenarios, Brand Attachment and Behavior Intentions

In today’s competitive environment, if a hotel wanted to stand out from many hotel
brands, it must provide an unforgettable sensory brand experience [1]. A strong and
memorable brand experiencewould producemany advantages, including enhancing cus-
tomer satisfaction, loyalty, brand customer relationships, and creating brand attachment
[19]. Brand attachment was considered to be a powerful and significant structure in the
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marketing field, which could predict favorable consumer behaviors, such as: purchase,
premium payment, repurchase, recommend to others, and defend the brand. Marketers
could use these strategies to trigger a long-term relationship between consumers and
brands [15]. Behavioral intention was often used as a dependent variable in the field of
consumer behavior. The definition of behavioral intention differs in different industries.
In the tourism industry, it was defined as tourists subjective perception of the possibility
of revisiting or recommending tourist destinations to relatives and friends [20]. In the
hotel industry, it was defined as “the willingness of customers to stay again or recom-
mend others to stay” [21]. In summary, the common denominator in various industries
was repetitive behavior or recommendation behavior. Therefore, in this study, behavioral
intentions are designed according to three aspects: willingness to repurchase, willing-
ness to purchase at a premium, and willingness to recommend, that is, whether to stay
in the hotel again, whether to stay at the hotel at an above-average price, whether to be
willing to praise and recommend to others.

Consumers’ strong attachment to the brand was beneficial to the company, because
this form of attachment could bring many beneficial results [22] and could even serve as
a buffer for the company’s unethical behavior [23]. Therefore, understanding the factors
that affect consumers’ brand attachment had become the key to business success. The
service scene of the hotel would cause consumers to have different emotions and comfort
feelings, which could lead to different degrees of brand attachment. Brand attachment
would affect consumers’ behavior intentions whether they would be praised and shared
on social media, staying again, and so on. Therefore, the following three hypotheses are
proposed:

H2: Consumers’ perception of service scenarios has a positive impact on the formation
of brand attachment.

H3: Brand attachment has a positive influence on behavior intention.

H4: Comfortability has a positive impact on the formation of brand attachment.

2.4 Service Scenarios, Comfort and Behavior Intentions

Comfort was a state in which people and the environment were relatively balanced
psychologically, physically and physically. When the human body felt balance, it was
called comfort. In a comfortable state, people would feel relaxed, happy and excited
[11]. This article used physical comfort, psychological and emotional feelings to reflect
comfort. The hotel environment determined the comfort and emotions of consumers.
For example, Loureiro discussed the impact of service scenes on tourists’ emotions and
perceived quality, and found that atmosphere and design constitute the most important
service factors [24], while service scenes determine the image and quality of customers.
Alfakhri et al. showed that hotel interior design elements could trigger consumer emo-
tions (physical and mental relaxation and increased satisfaction), and emotions in turn
affected behavior (time spent in the hotel, loyalty, price sensitivity, word-of-mouth, etc.)
[25]. Emotional response and customer satisfaction were important factors that affect
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consumers’ purchasing decisions. Therefore, when carrying out marketing activities, it
was very important to pay attention to the psychological state of consumers [4].

Due to the special nature of hotel industry services, consumers have to have a lot of
physical contact with hotel facilities. However, many star-rated hotels cause consumers
to feel uncomfortable due to unqualified hygiene such as bed sheets and towels, which
greatly affects the hotel brand image. Conversely, if the hotel is located in a convenient
location with a well-decorated lobby, professional and friendly service staff, clean and
warm rooms, and a delicious breakfast, consumer satisfaction and comfort will definitely
become the motivation for staying in the hotel again. Therefore, this article proposes the
following two assumptions:

H5: Consumers’ perception of service scenarios has a positive impact on comfort.

H6: Consumer comfort has a positive influence on behavior intention.

3 Data Analysis and Hypothesis Testing

3.1 Variable Measurement

In this study, ten questions were designed based on the six aspects of eyes, ears, nose,
tongue, body, and psychology to measure the service scene. Brand attachment was based
on the Park scale, and three items were obtained [26]. Behavior intention was designed
based on the research of Tombs and Dedeogl, according to the three directions of repur-
chasewillingness, premiumpurchasewillingness and recommendationwillingness, four
items are obtained [26]. The comfort measurement was based on the research of schol-
ars such as Ahmadpour, and three items are obtained through in-depth interviews and
observations with hotel service personnel and consumers [29].

3.2 Data Sources and Sample Composition

The research objects were consumers with hotel staying experience. Consumers were
mainly invited to fill out questionnaires online. A total of 213 questionnaires were col-
lected and 190 valid questionnaires were collected. Among them, males accounted for
44.74%; most consumers who chose a hotel would only stay once or twice or stay more
than five times, accounting for 37.27%; 67.37% of people decided whether to stay in a
certain hotel through random searches on the Internet, and some people would get infor-
mation fromXiaohongshu,Weibo,WeChat, etc. or recommended them from friends and
family.

3.3 Reliability and Validity Test of Variables

The questions in this study were measured using the Likert scale of seven points, ranging
from strongly disagree (1) to strongly agree (7). Table 1 shows that the Cronbach’s a of
all variables in this study is between 0.788 and 0.936 (greater than 0.7), indicating that
the internal consistency of the variables is relatively high; composition reliability (CR)



Research on the Correlation Mechanism Between Hotel Service 249

Table 1. Plane Index and Factor Load

Structural plane Item AVE SD Loading Cronbach’s
α

CR AVE

Service
scenario

perception vision P1 4.87 1.56 0.785 0.936 0.948 0.650

P2 4.94 1.44 0.905

P3 4.86 1.50 0.833

P4 4.89 1.42 0.864

P5 5.04 1.41 0.872

audition P6 4.40 1.74 0.717

scent P7 4.69 1.55 0.894

gustation P8 3.63 2.84 0.462

tactile P9 5.00 1.36 0.880

P10 4.71 1.63 0.748

psychology psychology S1 5.07 1.32 0.911 0.914 0.939 0.795

S2 4.92 1.49 0.891

S3 5.08 1.37 0.874

S4 5.13 1.41 0.890

Brand attachment B1 4.19 1.51 0.751 0.788 0.877 0.706

B2 4.74 1.47 0.853

B3 4.76 1.35 0.909

Comfort M1 5.09 0.99 0.892 0.874 0.922 0.798

M2 5.10 1.06 0.919

M3 4.95 1.22 0.869

Behavioral intention I1 4.30 1.50 0.829 0.878 0.916 0.732

I2 4.87 1.40 0.840

I3 4.67 1.30 0.890

I4 4.40 1.40 0.860

is between 0.877 and 0.948 (greater than 0.7), indicating reliability of the combination
of variables is relatively high. The fitting index of the measurement model is: GFI =
0.838 (greater than 0.8), AGFI = 0.803 (greater than 0.8), IFI = 0.944 (greater than
0.9), CFI = 0.943 (greater than 0.9), all in line with the recommended value, indicating
that each variable has a relatively high convergence validity. Except for the dimension
of taste, the factor loads of other items are all greater than 0.7, indicating that the item
design is reasonable and suitable for measuring corresponding variables.

The discriminant validity is tested bymeans of extraction of average variation (AVE),
AVE is between 0.650 and 0.798 (greater than 0.5). Moreover, except for the correlation
coefficient between psychological experience and perceptual experience, the square root
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Table 2. Discriminant Validity Test

Structural
plane

Behavioral
intention

Brand attachment Comfort psychology perception

Behavioral
intention

0.855

Brand
attachment

0.628 0.840

Comfort 0.583 0.524 0.894

psychology 0.552 0.571 0.618 0.892

perception 0.541 0.567 0.580 0.895 0.806

Note: The value on the diagonal is the square root of the AVE value of the variable

of all AVE values is greater than the correlation coefficient between the corresponding
variables, indicating that the variables have good discriminative validity (see Table 2).
Therefore, the data in this study has better reliability and validity.

3.4 Hypothesis Testing

This researchmodel contains second-order dimensions, so SmartPLS3.0 is used to verify
the hypothesis test model, as shown in Fig. 2: the results show that the explanatory power
of perceptual experience for service scenes is 97.8%, P< 0.001. The explanatory power
of psychological experience for service scenes is 90.5%, P < 0.001, indicating that it
is reasonable to divide service scenes into two dimensions: perception and psychology.
Decorations such as lighting and color will affect the consumer experience, which is a bit
different from previous research: Ryu’s research believed that lighting would not affect
consumer experience [30], and employees were one of the important factors affecting the
image of the hotel from a psychological or visual point of view. Therefore, focusing on
professional training and image enhancement of employees is a key link in establishing
a hotel’s brand image.

Hypotheses 1, 5, and 6 examine the relationship between service scenarios, comfort
and behavior intentions. Service scenarios (β = 0.164, T = 1.066, P = 0.287) have no
significant impact on behavior intentions, but service scenarios (β = 0.621, T = 5.981,
P < 0.001) has a positive effect on comfort, and comfort (β = 0.279, T = 1.987, P <

0.001) has a positive effect on behavioral intention, so the results of this study support
Hypothesis 5 and 6, but does not support 1. Hypothesis 2 and 3 examine the relationship
between service scenarios, brand attachment and behavioral intentions, service scenarios
(β = 0.420, T = 4.239, P < 0.001) have a positive effect on brand attachment, brand
attachment (β = 0.386, T = 5.900, P < 0.001) has a positive effect on behavioral
intention, so the results of this study support Hypothesis 2 and 3. Hypothesis 4 tests the
relationship between comfort and brand attachment, comfort (β = 0.263, T = 2.615, P
< 0.001) has a positive effect on brand attachment, so the results of this study support
Hypothesis 4.
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Fig. 2. Structural Equation Model

Consumers’ perception of service scenes has no significant direct influence on behav-
ior intentions. The indirect influence of service scenes on behavior intentions is: (0.420
× 0.386)= 0.16212. The direct influence of brand attachment on behavior intentions is
significant, VAF= (0.420× 0.386)/(0.420× 0.386+ 0.164)= 49.71%, 20%<VAF<

80% is part of the intermediary. Therefore, in the influence of consumers’ perception of
service scenes on behavioral intentions, brand attachment plays a part of the mediating
role. In the same way, it can be verified that comfort also plays a part of the mediating
role.

The above results show that although the service scenario cannot directly affect
consumer behavior intention, it can positively influence consumer behavior intention
through the intermediary effect of brand attachment and comfort. This conclusion gives
a more detailed description of consumers’ cognitive pathways stimulated by service
scene elements, and explains that brand attachment and comfort triggered by service
scenes are important factors that drive customer behavior, service scenarios can be used
as a powerful marketing tool to trigger consumer loyalty behavior. And the current
research results show that lighting, color, sound insulation, air quality, sanitary condi-
tions, signage, room layout, door lock safety, and employee image will all affect the
consumer experience. Therefore, hotel managers can be used as a reference to design
a pleasant and comfortable service environment. After all, management atmosphere is
one of the cheapest methods.

4 Conclusions and Enlightenment

4.1 Research Conclusion

From the above data analysis results, all hypotheses have been verified. Consumers’
perception of service scenarios will positively affect their later behavioral intentions
through comfort and brand attachment, that is, repeated check-in, premium purchases,
and recommendation to others.
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1) Service scenes can be divided into two dimensions: perception and psychology. The
dimensions of service scenes constructed in this study are different from those of tra-
ditional service scenes. At the same time, the physical and psychological feelings are
considered and verified in the data test. The path coefficient of psychological experience
(β = 0.951) is greater than perceptual experience (β = 0.898).
2) The service scene cannot directly affect the behavior intention of consumers. The
possible reason for this result is that after the service scene brings the impact of the five
senses and psychology to consumers, consumers make later cognitive judgments, which
in turn produce a sense of comfort and brand attachment, and finally decide whether to
stay again and give praise and recommend it to others. Therefore, the key to improving
consumer loyalty lies in making them feel physically and psychologically comfortable,
and gaining emotional connection is the long-term solution.

4.2 Management Enlightenment

This research has some enlightenment to the hotelmanagement service environment. The
online environment is mainly where consumers search for information, while the offline
environment is the key to the formation of consumer comfort and brand attachment.
This research is based on the hotel’s creation of a comfortable service environment,
which helps consumers to form a comfortable feeling and promotes the formation of
hotel brand attachment, and then consumers choose to check in multiple times and
recommend to others for analysis, which provides a reference plan for hotel managers to
create a comfortable service environment. The management enlightenment provided by
the conclusions of this study are as follows: 1) Pay attention to the systematic training
of service personnel, so that they have professional ability and good image, and provide
more humanized services. The building facilities of the hotel will bring great pleasure
and comfort to consumers who visit for the first time, but with the increase in the
number of stays, the pleasure brought by the environment will be diluted. The service
environment consists of three modules: environment, system, and personnel. Whether
in terms of visual impact or psychological perception, the words and deeds of service
personnel will greatly affect the comfort of consumers. More importantly, the process
of communicating with employees, it will determine whether consumers continue to
maintain a good impression, or whether the feeling of pleasure and comfort is reduced.
Therefore, the hotel must ensure that high-quality employees interact with consumers.
2) The hotel service scene should create a warm and comfortable feeling, which can
cause perceptual impact from the lighting, color, sound insulation effect, air quality, and
breakfast provided in the hotel, which in turn affects consumers’ perception of service
scenarios.
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