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ABSTRACT The purpose of this study is to examine how emotions mediate the impact of a holistic
servicescape -physical and social- on post-consumption outcomes in the performing arts. Partial
Least Square (PLS) was conducted to test the mediation hypothesized relationships on a sample
of 867 opera goers. The proposed research model was largely supported by the evidence, and
the mediating role of emotions was confirmed. Servicescape influences direct and indirectly
attendees' post consumption in opera given that emotions play a partial mediating role which is
greater in the case of positive emotions. Based on the results, this study offers specific
theoretical and managerial implications concerning the importance of creating positive
experiences through suitable servicescapes considering emotions.

1. Introduction

Understanding consumer experience is vital for the efficiency and survival of organizations
(Lemon & Verhoef, 2016; Voorhees et al., 2017), particularly for those providing hedonic
services such as the performing arts (Sullivan Mort, Weerawardena, & Carnegie, 2003).
Performing arts organizations continuously face serious financial constraints due to reduced
public spending on the arts and diminishing private support (Troilo, Cito, & Soscia, 2014). In
the current Spanish context, a sustained dependence on public subsidies persists
(Alternativas, 2017). As a financing and increasing alternative, customer repurchase behavior
is still a major concern for performing arts organizations in most European countries
(Colbert, 2012; Rentschler, Radbourne, & Carr, 2001). Customer repurchase behavior is a
pillar of financial strength and viability for performing arts organizations (Troilo et al., 2014).
European theatres suffer similar survival problems: diminishing audiences with steadily
increasing ages, financial problems and changes in the management from an artistic-
oriented model to a business-oriented one. More than 50% of its budget covers the labour
costs alone (Agid & Tarondeau, 2010; Baumol & Bowen, 1966; Hall, Binney, & Vieceli, 2016).
Although there has been a growing interest of implementing marketing principles in the
most important opera theatres (Agid & Tarondeau, 2010), there is a need to expand the
marketing orientation approaches -surpassing product orientation- towards the opera
experience. This could probably counteract the stereotype of the opera as elitist and
expensive —particularly as we have seen many European sites providing new opportunities
for private sponsorship and public support. Core services in the cultural sector are now
insufficient as the only key ingredients in the service experience. Drawing on the experiential
consumption literature, marketing scholars have theorized and empirically demonstrated
that performing arts are consumed because they evoke an emotional response and provide
positive emotional experience (Troilo et al., 2014). Experience comprises everything that a
consumer senses, feels and experiences within a service environment (Pizam & Tasci, 2019).
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Consumers are emotional and make an effort to meet their higher-level needs in every
aspect of their lives (Hyun, Park, Ren, & Kim, 2018; Robinette, Brand, & Lenz, 2002).
Consumers tend to seek novelty and diversity in leisure experiences (Hyun et al., 2018).
Emotion represents a critical factor in defining consumption experiences and consumer
reactions (Babin, Darden, & Babin, 1998). It is a challenge to generate positive emotions from
pleasant servicescapes in order to get loyalty to the organization (Tombs & McColl-Kennedy,
2003). The role of servicescape appears as a key construct in the proposals of many authors
working in the service marketing field (Wakefield & Blodgett, 2016). Servicescape becomes
a key element (Caru & Cova, 2005; Kwortnik, 2008), being one of one of the most remarkable
elements of the experience (Nguyen, DeWitt, & Russell-Bennett, 2012; Pareigis, Echeverri, &
Edvardsson, 2012). Since Bitner's (1992) introduction of the servicescape concept, many
conceptual and empirical studies have been conducted. Academic approaches to the
servicescape have suffered from conceptual proposals limited to its physical dimension
(Grayson & McNeill, 2009) or isolated advances in its social dimension (Hanks & Line, 2018;
Tombs & McColl-Kennedy, 2003). Nonetheless, not only physical elements but also social
ones contribute to the service experience (Lin & Liang, 2011; Uhrich & Benkenstein, 2012).
Consequently, the literature generally lacks proposals that holistically explain the
assessment of the servicescape (Mari & Poggesi, 2013; Nilsson & Ballantyne, 2014). Given
that the consumer experience is created in the service encounter, it has become critical to
firmly establish servicescapes which generate positive emotions, while avoiding negative
emotions. Another role of the servicescape is to facilitate the consumer experience and
organizations' efficiency (Hoffman & Turley, 2002). Our research is based on an essential
holistic approach to the servicescape, in view of that it can be approached as a third-order
construct. In the context of servicescape models, SOR approach —stimuli, organism,
response- are outstanding to develop the analysis of the impact of the servicescape in the
consumers' behavior, taking into account the mediation effect of the emotions (Uhrich &
Benkenstein, 2012; Wakefield & Blodgett, 1996). Mediation occurs when a third variable or
construct intervenes between two other related constructs (Hadi, Abdullah, & Sentosa,
2016). But none of these have delved deeply into the study of the mediation effect. In the
growing trend of second-generation structural equation modeling, the analysis, and
reporting of mediation models is a challenge (Hadi et al., 2016). This paper fulfils a research
gap updating the SOR model theories to better explain performing arts attendees'
experiences. The aim of the study specifically outlines the impact of multiple emotional
mediation both positive and negative, in the holistic servicescape's effects, as stimuli; this
entails studying not only the physical but also social service encounters regarding post-
consumption behavior: perceived value, satisfaction and loyalty. Our theoretical
contribution expands knowledge about the mediating effect of emotions generated in a
hedonic service. We seek to introduce methodological advances in sectorial applications, in
this case, performing arts. The performing arts is an interesting industry for studying this
effect due to its high emotional involvement. Apart from the traditional positive value of
culture in citizens presented by the literature (Fillis, 2011; Popescu, 2007), consumers enjoy
performing arts when their positive reception of the stimuli contributes to generating
positive emotions and to improving their mood (Addis, Caru, & Rurale, 2007; Kottasz, 2006).
Emotional states are essential in hedonic services (Dong & Siu, 2013). However, only a few
papers analyze the role of emotions in the context of servicescape models (Lee, Lee, Lee, &
Babin, 2008; Uhrich & Benkenstein, 2012; Vigolo, Bonfanti, Sallaku, & Douglas, 2019).
Unfortunately, mediation impact has not been given enough importance in the conceptual
models (Wakefield & Blodgett, 2016). In order to achieve the proposed objectives, this paper



is organized as follows: the first section explains the theoretical framework on SOR models
and its variables. We then develop a SOR model that adapts the servicescape to the
performing arts and hypotheses are established about the emotions' mediation. The
methodology section that follows describes the information gathering process and scales
employed. Next, we present and discuss the results. Finally, the conclusions and limitations
of our research, together with managerial implications are presented.

2. Theoretical framework and hypotheses
2.1. SOR model: servicescape, emotions and post consumption behavior

Servicescape. Servicescape is identified as the environment or scenario where a consumer
experience takes place during the service encounter in order to get a particular and desirable
consumer behavior (Harris & Ezeh, 2008; Hoffman, Kelley, & Chung, 2003). From a classic
perspective, research on servicescape in consumer behavior has been analyzed from a SOR
perspective (Bitner, 1992; Mehrabian & Russell, 1974). The stimulus is a set of characteristics
in the environment which affect individuals' internal states (Loureiro, 2017; McKinney, 2004).
The study of the servicescape has been extended from utilitarian to hedonic services,
considering only the physical elements of servicescape (Hightower, Brady, & Baker, 2002;
Kwortnik, 2008; Wakefield & Blodgett, 2016). Recently, some academics defend the need of
holistic approaches that focus not only on its physical dimensions, but also on the social ones
together (Mari & Poggesi, 2013). Some researchers have realized that social elements in the
service encounter warrant sufficient importance in themselves to be considered as part of
the servicescape too (Tombs & McColl-Kennedy, 2003). The social servicescape can elicit
emotional and psychological responses to the consumption experience on the part of the
focal customer (Miao & Mattila, 2013) and, more recently, researchers have come to refer
to the impact of others in the consumption space (Bustamante & Rubio, 2017; Hanks, Line,
& Yang, 2017). In sport hedonic services, the elements of the social servicescape have been
considered more relevant than the physical ones (Uhrich & Benkenstein, 2012). Nguyen et
al. (2012) have demonstrated the importance of the social servicescape in the perceived
service quality in the performing arts. Expanding the theoretical framework, servicescape is
a third-order construct made up of physical and social dimensions. Based on Turley and
Milliman (2000) and Grayson and McNeill (2009), for the physical dimension of the
servicescape, we propose a multidimensional construct formed by two first-order
dimensions, namely: exterior and interior elements. The social servicescape is determined
both by consumers and employees (Bitner, 1992), as well as by the interactions produced
among them (Rosenbaum & Massiah, 2011). The social component unquestionably
determines experience through direct interactions between customers and other actors in
the service encounter, such as employees and other customers (Bustamante & Rubio, 2017).
Therefore, we propose a multidimensional construct for social servicescape formed by four
first-order dimensions —employees' characteristics, attendees' characteristics, employees
and attendees' interactions and attendees' interactions. Emotions. The Organism part of SOR
refers to the intervening internal process which takes place between the stimulus and the
final actions, causing alterations in consumers' emotional states (Loureiro, 2017). That
process allows consumers to convert the stimulus into meaningful information and utilize it
to understand the environment before making a decision (Koo & Ju, 2010; Loureiro, 2017).
The role of emotions has been a broadly discussed topic but little consensus has been
reached (Palmer & Koenig-Lewis, 2010). An emotion is defined as an affective reaction —
attraction or aversion- to perceptions or situations (Richins, 1997). According to Richins



(1997), although emotions are the same, they can have different shades depending on the
consumption context. The general definition of emotions assumes that emotions have some
degree of intensity —positive or negative- associated to a stimulus that disrupts a stable state
of the individual (Abdelkader & Bouslama, 2014). Consequently, it is necessary to consider
the context where emotions take place. Emotions are social rather than isolated, individual
processes (Mattila & Enz, 2002). To study emotions from a positive vs. negative level of
intensity perspective, a general descriptive approach has been followed (De Rojas &
Camarero, 2006; Palmer & Koenig-Lewis, 2010). Post consumption behavior. The response is
used to express the result of the consumer experience (Loureiro, 2017; McKinney, 2004) and
according to Donovan and Rossiter (1982), this can be performed through approach and
avoidance behaviors. Perceived value, satisfaction and loyalty are three constructs often use
in services research due to their capital importance and interrelation for the companies
(Yang & Peterson, 2004). Perceived value is defined as the overall assessment made by the
consumer of the utility of a product. It is based on perceptions of what a consumer gives and
gets in return (Zeithaml, 1988). Different orientations have supported the complexity of
value dimensionality (Gonzalez-Gallarza & Gil-Saura, 2006; Mencarelli, 2008). This is a
composite construct which basically compares the customer's benefits with the monetary
and non-monetary sacrifices (Lee, Yoon, & Lee, 2007). Derived from this, the most famous
and simples categorization identified in the literature for perceived value is utilitarian vs
hedonic (Holbrook, 1999). The utilitarian perceived value is perceived through cognitive and
functional elements (Iniesta-Bonillo & Sanchez-Fernandez, 2008) and contributes to the
achievement of social and economic goals (Holbrook & Batra, 1987). The hedonic perceived
value, on the other hand, includes affective and emotional elements (Iniesta-Bonillo &
Sanchez-Fernandez, 2008) and its benefits are rewarding and pleasurable in themselves.
While utilitarian value reflects the functional value from a purchasing action, hedonic value
refers to the fun and playfulness experienced directly from a purchasing action (Dedeoglu,
Bilgihan, Ye, Buonincontri, & Okumus, 2018) and considering the complexity of the
performing arts attendees', perceived value should include both dimensions (Hume &
Sullivan Mort, 2010). Satisfaction is defined by Oliver (1997, p. 13) as a “judgment that a
product or service feature, or the product or service itself, provides a pleasurable level of
consumption—related fulfillment, including levels of under or over fulfillment”. Cognitive and
emotional views are considered in describing satisfaction (Oviedo-Garcia, Vega-Vazquez,
Castellanos-Verdugo, & Orgaz-Agiiera, 2019). Cognitive approach emphasizes satisfaction as
a post-consumption assessment that either meets or falls short of previous expectations. On
the contrary, emotional approach outlines the emotional reaction generated by
consumption, i.e.,a consumer's psychological outcome after the consumption experience.
Satisfaction, as a result and in accordance with De Rojas and Camarero (2006), not only
emphasizes cognitive aspects, but also emotional ones of a customer's experience in service
settings (Oliver, Rust, & Varki, 1997; Phillips & Baumgartner, 2002). The purely cognitive
perspective is rejected in an increasing number of studies because of the better explanation
of the emotional perspective (Brunner-Sperdin, Peters, & Strobl, 2012). Satisfaction can be
studied as expectation disconfirmation -evaluative process of expectations and outcomes-
or as a result without making any assessment of expectations (Lopez Caro, Fernandez
Aguirre, & Mariel, 2002). Taking this second point of view, satisfaction may be studied as an
isolated assessment after the consumer experience — a transactional perspective (Oliver,
1993)- or a dynamic one over time — accumulative perspective (Fornell, 1992). In the
performing arts, satisfaction is recognized from a transactional perspective (De Rojas &
Camarero, 2006) -isolated evaluation after the consumption experience (Boulding, Kalra,



Staelin, & Zeithaml, 1993), which emphasizes emotional experience. According to Oliver
(1999), loyalty is defined, firstly, as a deep engagement of consumer for repurchasing and,
secondly, as the cognitive, affective and long-term behaviorist consumer response. Loyalty
is a construct frequently represented by expenditure, repeat attendance, positive word of
mouth and others. In fact, it is seen as an evolutionary process in which logical reasons for
ongoing patronage give way to emotional associations between the customer and the
service, followed by a commitment to rebuy the service and finally the repurchase is
produced even where obstacles have been overcome (Fraering & Minor, 2013). That means
that intentions may not lead to actions and repeated actions as behavior may not reflect
future intentions (Yang & Peterson, 2004). Thus, loyalty contains behavioral (Zeithaml, Berry,
& Parasuraman, 1996) and attitudinal (Oliver, 1999) components. These approaches have
been treated as being complementary to each other (Yang & Peterson, 2004) or integrative
between them (Bowen & Chen, 2001). Behavioral loyalty refers to the purchase frequency,
attitudinal to the psychological and emotional commitment to the services and an
integrative loyalty can be regarded as the customers' propensity to recommending services
to their immediate vicinity (Gurlek, Diizglin, & Uygur, 2017). Unfortunately, loyalty has not
been applied in performing arts connected with the servicescape. However, it is convenient
to understand how the commitment level of customers gels in loyalty towards a performing
arts institution (Chaudhuri & Holbrook, 2003). Loyalty contributes to gaining advantage in
relation to competitors and ensures the performing arts organization's sustainability. As part
of the service encounter, the servicescape influences consumer behavior, because it affects
the emotional consumer state (Babin, Chebat, & Michon, 2004). The servicescape in SOR
models can and should strengthen this role. Some researchers propose that this structural
dimension is the prime generator of consumer behavior. Baker, Levy, and Grewal (1992)
show the positive influence of physical and social elements of the servicescape in consumer
perceptions and emotions. The literature suggests that consumer reactions to the physical
servicescape are more related to emotional states than cognitive perception; particularly in
hedonic services (Turley & Milliman, 2000). In this paper, we seek to show that emotions,
both positive and negative, play a mediating role (Dedeoglu et al., 2018), which has precisely
been the ignored effect in the SOR model literature (Troilo et al., 2014).

2.2. Emotions as mediator of the relationship between servicescape and perceived value

It has been established that the servicescape may influence utilitarian and hedonic shopping
value through emotions (Babin et al., 2004; Babin & Attaway, 2000). Personal interactions
between employees and customers influenced the customer's emotions through the
employees' characteristics and dialogue (Kraiger, Billings, & Isen, 1989). Employees' behavior
was influential on customers' value perceptions (Michael & Keith, 1996). Positive emotions
facilitate approach behavior (Barroso, Cepeda, & Roldan, 2006; Han & Back, 2006) whilst
negative emotions are associated with defensive or resisting behavior (Hazlett & Hazlett,
1999). The theoretical framework for the relationship between customer positive emotions
and post consumption behavior is largely supported in the literature (Lin & Liang, 2011;
White, 2010) but not for negative ones in the same intensity. Positive emotions are
confirmed to experience higher hedonic and utilitarian values (Griffin, Babin, & Modianos,
2000; Yiksel, 2007). Negative emotions are confirmed to experience utilitarian values —
although lower hedonic and utilitarian ones (Babin & Attaway, 2000; Babin, Griffin, Borges,
& Boles, 2013). Edvardsson (2005) defends that negative emotions have a stronger effect
than positive emotions in post consumption behavior. In the hedonic services sector, the
positive assessments of the servicescape have been demonstrated to affect perceived value



(Cheon, 2016; Durna, Dedeoglu, & Balikgioglu, 2015; Hightower et al., 2002; Ryu, Lee, & Kim,
2012).

As a result of the previous discussion, we put forward these hypotheses:

H1. Positive emotions mediate the relationship between the servicescape and utilitarian
perceived value.

H2. Positive emotions mediate the relationship between the servicescape and hedonic
perceived value.

H3. Negative emotions mediate the relationship between servicescape and utilitarian
perceived value.

H4. Negative emotions mediate the relationship between servicescape and hedonic
perceived value.

2.3. Emotions as mediator of the relationship between servicescape and satisfaction

Historical research has demonstrated that a pleasant servicescape improves satisfaction
(Cheon, 2016; Ryu et al., 2012; Wakefield & Blodgett, 2016) and an unpleasant one does not
(Leong, Ang, Hui, & Low, 1997). A good relationship between customers and staff contributes
to positive satisfaction (Gwinner, Gremler, & Bitner, 1998). Positive interactions among
customers also influence their satisfaction (Kwortnik, 2008). Good evaluations of the
atmosphere among customers themselves influence satisfaction positively, too (Lin & Liang,
2011). Numerous studies, within various settings, demonstrate that the servicescape
influences customers' emotions and satisfaction (Wakefield & Blodgett, 2016). Likewise, a
significant association between emotions and satisfaction has been detected (Ali, Kim, Li, &
Hyeon-Mo, 2018; Lee, Back, & Kim, 2009; Lin & Liang, 2011; Lin & Worthley, 2012). Emotion
directly affects customer satisfaction in the performing arts (Hume & Sullivan Mort, 2010).
Moreover, dissimilar effects are found with positive and negative emotions (Koenig-Lewis &
Palmer, 2014; Palmer & Koenig-Lewis, 2010). Dubé and Menon (2000), or Lee et al. (2009),
for example, found that positive emotions influence satisfaction in a positive direction.
Additionally, the positive emotions affect not only the core service assessments in
satisfaction, but also the peripheral services (Dubé & Menon, 2000; Lee et al., 2009; Lee &
Vichet, 2008). Nevertheless, Koenig-Lewis and Palmer (2014) did not find enough evidence
for supporting that positive emotions improve satisfaction. In the same way, in the
performing arts, Palmer and Koenig-Lewis (2010) do not find enough evidence for both core
service and peripheral service. Conversely, the negative emotions impact negatively in the
satisfaction component (Dubé & Menon, 2000; Koenig-Lewis & Palmer, 2014). Del Chiappa,
Andreu, and Gonzalez-Gallarza (2014) found different grades of impact of the negative
emotions in the satisfaction. In the performing arts, Palmer and Koenig-Lewis (2010) support
that the negative emotions affect satisfaction only in the peripheral services. Moreover,
contrary to Machleit and Eroglu (2000) who defend that positive and negative emotions
influence independently, Dubé and Menon (2000) suggest that decreases in positive
emotions may be associated with higher levels of negative emotions. Related to this,
Edvardsson (2005) concludes that negative emotions have a stronger effect than positive
emotions.

So, our next hypotheses are:

H5. Positive emotions mediate the relationship between servicescape and satisfaction.



H6. Negative emotions mediate the relationship between servicescape and satisfaction.
2.4. Emotions as mediator of the relationship between servicescape and loyalty

The servicescape, and particularly the physical one, contributes to an improvement in loyalty
to utilitarian and hedonic services (Harris & Ezeh, 2008; Moore, Moore, & Capella, 2005;
Wakefield & Blodgett, 2016). Also, positive interactions among customers themselves
influence their intentions to repurchase (Kwortnik, 2008). The relationship between
employees and customers is crucial in reinforcing the permanence desire, the time spent
and their position in the environment (Kim & Lee, 2012; Tombs & McColl-Kennedy, 2010).
Positive interactions between consumers improve the repurchase intentions (Kwortnik,
2008). Other studies found significant relationships between the servicescape and key
outcomes such as time spent in the shopping facility and the desire to return (Chao, 2008;
Merrilees & Miller, 2001; Stoel, Wickliffe, & Lee, 2004). Several studies, within various
settings, demonstrate that the servicescape influences customers' emotions and loyalty
(Harris & Ezeh, 2008; Pullman, Gross, Sciences, & Summer, 2004). Research also shows that
positive emotions are positively related to the loyalty (Carreira, Patricio, Natal, & Magee,
2014; Lee et al., 2008; Lee et al., 2009; Yu & Dean, 2001) because they contribute to a likely
repeat of the experience (De Ruyter & Bloemer, 1999) and improve the consume and return
intentions (Bui & Kemp, 2013; Han & Back, 2006). Related to the negative emotions, they
are usually connected to unfavorable consume behaviors (Carreira et al., 2014; Hazlett &
Hazlett, 1999; Palmer & Koenig-Lewis, 2010). Nevertheless, Lee et al. (2009) have not found
enough support for confirming that they impact negatively in the loyalty component. As
Clark and Isen (1982) point out, consumers look for positive emotions and avoid negative
ones. It means that the consumers will avoid those situations where the service experiences
generate negative emotions.

Consequently, we propose our final hypotheses:
H7. Positive emotions mediate the relationship between the servicescape and loyalty.

H8. Negative emotions mediate the relationship between servicescape and loyalty. Adapting
Castro and Roldan (2013),

Fig. 1 summarizes the hypothesized relationships about mediation of our conceptual model.
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Fig. 1. The theoretical model.
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3. Method
3.1. Sample and procedures

Opera is the most significant example of European cultural heritage in the performing arts,
not only historically but also currently (Hall et al., 2016). The research was carried out at the
Palau de les Arts “Reina Sofia” opera house in Valencia, Spain. Research with a single scene
is usual in similar studies (Boerner, Moser, & Jobst, 2011; Hightower et al., 2002; Jobst &
Boerner, 2011; Nguyen et al., 2012; Palmer & Koenig-Lewis, 2010; Uhrich & Benkenstein,
2012). Valencia is the third-largest Spanish city after Madrid and Barcelona. Since its opening
2005, Valencia has enjoyed a modern and attractive opera theater that brings together the
long tradition of opera houses that exist in Spain -Teatro Real (Madrid) and Gran Teatre del
Liceu (Barcelona)- (Agid & Tarondeau, 2010). Its innovative architecture accommodates four
venues for performing arts. Consequently, and unlike traditional theatres, the Palau can
organize and combine its artistic activity simultaneously, which endows it with a unique and
peculiar singularity. In order to ensure content validity in our questionnaire, our empirical
procedure was divided into two phases. The first stage consisted of a qualitative study with
the aim of obtaining feedback from the items by academic experts and cultural managers.
To assess their opinion, we developed personal interviews with two academic marketing
researchers from our university and two managers in the Palau de les Arts “Reina Sofia”
(namely, the general manager and the marketing manager). Later, the survey instrument was
subject to pretesting with 25 operagoers with the aim of further refining and improving its
final validity. After that, an online survey was directed to the database census of 3188 opera
attendees provided by the opera managers of the Palau. According to Table 1, a response
rate of 27.20% provided a sample of 867 operagoers. The sample was made up of men
(58.90%) and women (41.10%) mainly from Valencia, Spain (75.96%). Most of the
performing arts attendees were over the age of 40 (95.70%) and were graduates or
postgraduates (91.22%), while 61.43% of the sample had musical knowledge. Monthly family



net incomes were between €2001 and €6000 (66.35%). It looks that operagoers in the
sample are socially well-positioned. Almost 95% of the sample visits the opera house four
times or more a year for performances. Partial Least Square as structural equation analysis
was applied, implementing SmartPLS 2.0 for Windows 10.1 The use of PLS is recommended
when there is a combination of formative and reflective indicators (Diamantopoulos &
Winklhofer, 2001). Before estimating the model, we carried out a power analysis with the
statistical program G*power 3.1.9.2. We have obtained values superior to 0.80
recommended by Cohen (1988). So, there is enough evidence that the R2 we obtained in
our PLS analysis would be significantly different to zero. 3.2. Measurement instruments The
final questionnaire consisted of the servicescape, emotions, perceived value, satisfaction
and loyalty as well as demographic variables and general cultural habits. All multi-item scales
assessed on a 0-10-point Likert scale anchored with 0 = completely disagree to 10 =
completely agree (Alwin, 1997; Cummins, 1997; Dawes, 2008;Shapiro & Spencer, 2002).

The multidimensional servicescape measurement scale employed combines first, second
and third-order constructs. First-order constructs are supported by the theoretical
framework and we propose them as latent constructs with reflective indicators. Exterior and
interior elements in the servicescape are measured by applying a sixteen-item scale, adapted
from Hightower et al. (2002). The qualitative research enabled us to adapt the items
concerning the exterior and interior scales of the setting under analysis. Employees' and
attendees' characteristics are each measured by a three-item scale, adapted from Hightower
et al. (2002). Similarly, employees' and attendees' interactions are measured by a three-item
scale from Nguyen et al. (2012). Attendees' interactions are measured by a four-item scale
from Moore et al. (2005). However, as proposed in this paper, the holistic servicescape has
not been sufficiently studied and there is no support for its second- and third-order
dimensions. In this case, they have been defined as an aggregate construct with formative
indicators. In order to attain this configuration, a literature review and qualitative research
were carried out.
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Table 2
Walis of the model. iahbility and rgent validity.
Factor Factor Weight T-value (boctstrap) Cronbach Alpha CR AVE VIF/Tolerance
loading
SERVICESCAPE PHSCAPE N/A 046 517 N/A N/A N/A 0.50/2.01
SOCSCAPE  N/A 062 735 050,201
PHSCAPE-PHYSICAL SERVICESCAPE EXT N/A 0.04  0.34 (ns.; outer boading N/A NAA N/A 0547186
= 0.5)
INT N/A 087 1238 0.54,1.86
SOCSCAPE-SOCIAL SERVICESCAPE CEMP N/A 03 31 /A NAA N/A 0.50/1.97
CATT N/A 047 506 0.66,/1.52
INTEMP N/A 023 238 0.56/1.77
INTATT N/A 0.7 314 0.72/1.39
EXT-EXTERIOR ELEMENTS ENTFE 1 075 N/A 10.25+ 0.86 090 063 N/A
ENTFE 2 0.82 N/A 12.24
ENTFE 3 0.63 N/A 12.42%
ENTFE 4 0.1 N/A 1175
ENTFES 077 N/A 754
INT-INTERIOR ELEMENTS ENTFI1 083 N/A 1834 0.93 0S4 060 NA
ENTFL2 076 N/A 1257
ENTFL3 085 N/ 1751
ENTFL4 0.6 N/ 1185
ENTFLS 0.86 N/ 1507
ENTFLG 083 N/ 1633
ENTFL7? 0.80 N/A 1540+
ENTFIL8 072 N/A 14.27
ENTFIL 9 071 N/A 12,17
ENTFL10 077 N/A 15.56*
ENTFL11 066 N/A 10.22*
CEMP-EMPLOYEES CHARACTERISTICS ENTSCEMP1 0.76 N/A 1182+ 0.80 089 072 N/A
ENTSCEMP.2  0.90 N/A 2002
ENTSCEMP.3  0.68 N/A 1783
CATT-ATTENDEES CHARACTERISTICS ENTSCESP1  0.74 N/A 9I9 078 WE7 070 N/A
ENTSCESPZ  0.E5 N/ 1648
ENTSCESF3  0.90 N/ 2007
INTEMP-EMPLOYEESEATTENDEES ENTSIEMP_1  0.95 M 2991 090 0S5 081 NA
CHARACTERISTICS ENTSIEMF2  0.96 N/A 3107
INTATT-ATTENDEES INTERACTIONS ENTSIESP1  0.79 N/A 1056+ 0.081 0.B8 064 N/A
ENTSIESP2 089 N/A 1566
ENTSIESP3  0.84 N/A 1324
ENTSIESP 4  0.68 N/A 815
POSEMO-POSITIVE EMOTIONES POSEMO.1 0.68 N/A 2755 083 090 075 N/A
POSEMO.Z 064 NA 21
POSEMO.3 067 N/A 3586w
NEGEMO-NEGATIVE EMOTIONES NEGEMO1 0.2 N/A 2846 0.90 054 084 NA
NEGEMO2  0.93 N/A 2815
NEGEMO3  0.50 N/ 2750
UTILVAL-UTILITARIAN PERCEIVED VALUE UTILVALL  0.96 N/ 5071 0.94 096 090 NA
UTILVALZ  0.84 N/ 4506
UTILVAL 3 095 N/A 37.65
HEDVAL-HEDONIC PERCEIVED VALUE HEDVAL 1 0.89 N/A 2444 078 0B7 069 N/A
HEDVAL 2 078 N/A 1889
HEDVAL 3 0.82 N/A 16.65*
SAT-SATISFACTION SAT1 057 N/A 6687 0.96 098 053 N/A
SAT 2 0.98 N/A 8288
SAT3 0.96 N/A 59.54
LOY-LOVALTY LOY. 1 083 N/A 2990 0.93 0S4 077 NA
LOv 2 095 N/A 3453
oY 3 0.51 N/ 2869
LOoY 4 051 N/ 2074
LOoY 5 075 N/ 18.49

CR = Composite Reliability; AVE = Average Variance Extracted; VIF = Variation Inflation Factor; N/A: not applicable.
Contrast based on a two-tailed student-t distribution: **p < 01; *p =< .05

In performing arts, positive and negative emotions have been measured by a three-item scale
from Lee et al. (2008) and Palmer and Koenig-Lewis (2010). Utilitarian perceived value uses
Hume and Sullivan Mort's (2010) scale. Hedonic perceived value follows Sanchez-Fernandez,
Iniesta-Bonillo, and Criado Gomis (2010) scale. Satisfaction uses Hume and Sullivan Mort's (2010)
scale. Loyalty follows Zeithaml et al. (1996) scale and used by several authors like Hightower et
al. (2002), Lee et al. (2008), and De Rojas and Camarero (2006). The abovementioned qualitative
research confirmed the suitability of the application of the rest of scales to our context with
minor changes -see Appendix I. 3.3. Results 3.3.1. Measurement model For estimating
measurement model, we have followed the build-up in a two-step approach (Wright, Campbell,
Thatcher, & Roberts, 2012). The psychometric properties of the model are presented in Tables 2
and 3. According to the established criteria, all reflective first-order constructs are correctly
defined. Specifically, for individual reliability, indicators are favorable (Carmines & Zeller, 1979).
In the case of ENTFI_4 and ENTFI_11, they are very close to the criteria of 0.70 established by
Carmines and Zeller (1979). However, its factor loading is significant and higher than the limit
proposed by Falk and Miller (1992). Following from this, it is recommended to maintain the
indicators. Construct reliability, superior than 0.70 in case of Cronbach alpha and 0.80 in case of
composite reliability, is favorable too according to Nunnally (1978). Convergent validity is
significantly different from zero and greater than the 55% required and therefore, it has also
been confirmed (Hair, Hult, Ringle, & Sarstedt, 2014). With regard to discriminant validity, Table
3 shows favorable results obtained (Fornell & Larcker, 1981). Secondly, measurement scales of



second- and third-order constructs properties were checked. As a previous step of its validation
analysis, the absence of collinearity was tested (Kleinbaum, Kupper, & Muller, 1988) using IBM
SPSS 22 —see Table 2. The FIV and tolerance values are within the strictest limits of 0.20 and 5
respectively, indicating that multicollinearity in the research data is not a concern (Kleinbaum et
al., 1988). Since these indicators do not need to be correlated, traditional indicators of reliability
are not applicable (Bollen, 1989). Thus, we observe the weights and all of them are statistically
significant except for the exterior dimension of the physical servicescape. However, its loading is
superior to 0.50 and according to Hair et al. (2014), it is recommend to keep the indicator.
Consequently, we can conclude that the formative second- and third-order constructs, are
correctly defined through the dimensions proposed. Therefore, drawing from a complete
measurement model analysis, we can determine that all constructs are reliable and statistically
robust.

Table 3
Validation of the measurement model. Discriminant validity.

EXT INT CEMP CATT INTEMP INTATT POSEMO NEGEMO UTILVAL HEDVAL SAT Loy
EXT 079
INT 0.68 0r7
CEMP 048 0.63 0.85
CATT 0.41 055 0.50 0.84

INTEMP 0.3 052 0.65 D4z 0.95

INTATT 0.34 051 0.42 047 0.37 0.80

POSEMO 0.25 0.36 0.35 0.35 0.9 0.3l 0.86

NEGEMO —0.24 -034 -0z -0.27 -0.24 -0z21 -0.40 n.92

UTILVAL 0.43 052 0.44 0.35 0.46 0.36 051 -4z 0.95

HEDVAL 0.51 0.58 052 D4z 0.51 051 0.46 -0.33 0.66 0.83

SAT 0.46 0.57 0.50 0.40 048 0.35 052 -0.41 0.81 064 0.96

Loy 0.45 0.56 0.46 0.37 047 (%] 0.49 -0.38 0.73 0.57 078 0.88

Note: Diagonal represents the square root of average variance extracted (AVE); while below the diagonal the are rep

3.3.2. Structural model

With the aim of testing the mediation hypotheses, we applied the analytical approach based on
the bootstrap method developed by Preacher and Hayes (2004, 2008). The bootstrap method is
a nonparametric resampling test. The main feature of this test is that it does not rely on the
assumption of normality (Pardo & Romadn, 2013). This test presents advantages over Sobel's test
(1982) or Baron and Kenny's (1986) mediation analysis (Hadi et al., 2016). In this approach, the
test can help determine the mediation effect with certainty and bootstrapping can be used twice:
first without the presence of mediation, and secondly, with the presence of mediation. It should
be noted that if the direct path is not significant, there is no mediating effect (Wong, 2016).
Applying a t-value test for analyzing the accuracy and stability of the proposed hypotheses is
performed — see results in Table 4. All the paths are significant. To begin with, the direct effect
should be significant if the mediator is not included in the model. Even though this is not a
necessary condition (Zhao, Lynch Jr., & Chen, 2010), this kind of situation makes the mediator
analysis much easier to understand and interpret (Real, Roldan, & Leal, 2014). First, we have
calculated the indirect effects from and checked their significance. All the indirect effects are
significant — see Table 4. So, we can conclude that mediation exists. Next, we analyze the variance
accounted for (VAF) in order to determine the importance of mediation. According to Ringle et
al. (2014), VAF between 20% and 80% indicates a partial mediation of the mediator variable —
see Table 4. Figs. 2 and 3 describe the effects of the servicescape on the attendees' behavior in
terms of perceived value —utilitarian and hedonic-, satisfaction and loyalty. These effects may be
produced through a variety of direct and indirect forces (Hayes, 2009). Specifically, in Fig. 3, the
total effect of servicescape on the attendees' behavior can be expressed as the sum of the direct
and indirect effects (Taylor, MacKinnon, & Tein, 2007), according to Table 3. This approach has
the advantage of being able to isolate the indirect effect pointed out in the hypotheses. The
relationships of total and direct effects, although nonhypothesized, are included in our analysis



in order to test the presence of either full, partial or null mediation (Baron & Kenny, 1986). The
examination of the predictive relevance (Q2 ) confirms that the models have satisfactory values
for the endogenous variables (Henseler, Ringle, & Sinkovics, 2009). Positive evaluations of the
servicescape positively affect perceived value, satisfaction and loyalty in a direct way.
Servicescape, through emotions, influences attendees' post consumption behavior too. It is
confirmed the existence of the emotions' mediation, both positive emotions and negative ones.
So, it is accepted the proposed hypotheses H1-H8. Positive emotions mediate much more than
negative emotions, due to their superior VAF values. The mediation of positive emotions is
higher in hedonic perceived value, followed by loyalty and satisfaction and, in the end, utilitarian
perceived value. The mediation of negative emotions is higher in utilitarian perceived value,
followed by satisfaction and loyalty and, at last, hedonic perceived value. This mediation is
partial; it is said that attendees' behavior is explained together by the direct and indirect effect
of servicescape through the emotions.

AT UL 30 RS PSS {UCLIES 2 {0y TR
Table 4
Research findings
Total effect Direct effect Indireet effeet Value VAF Mediaticn
K SERVICESCAPE.- > UTILVAL 056 N/A N/A 1850 N/A
1 SERVICESCAPE.- = HEDVAL 064 26 52
m SERVICESCAPE.- > SAT 060 277
n SERVICESCAPE- > LOY 0.60 011
RE(UTILVALE: 0.31; RA(HEDVAL): 0.41; RY(SATE: 0.37; RU(LOYE: 0.35
QAUTILVAL): 0.28; Q(HEDVALY. 0.28; Q3(SAT): 0.34; Q(LOYY: 0.27
® SERVICESCAPE.- > UTILVAL 053 026 N/A 10.43 N/A
r SERVICESCAPE.- = HEDVAL 0.46 023 9.07-
w SERVICESCAPE.- > SAT 054 037 a.ga
w SERVICESCAPE.- > LOY 050 025 891
a SERVICESCAPE.- = POSEMO /A .43 1356
b SERVICESCAPE.- = NEGEMO -035 10.1%
e POSEMO.- > UTILVAL a1 12.65°
M NEGEMO.- > UTILVAL -0.26 .75
d POSEMO.- > HEDVAL 0.39 1118
h NEGEMO. > HEDVAL -018 s1a
. POSEMOL > SAT 043 13.36
i NEGEMO. = SAT -0.25 EXCR
3 POSEMOL.- > LOY 0.40 1136
i NEGEMO.- > LOY -023 692
H1 SERVICESCAPE- = POSEMO. = UTILVAL /A 017 .87 39.80% PARTIAL MEDIATION
Hz2 SERVICESCAPE.- = POSEMO. = HEDVAL 017 .27 4222%
Hz SERVICESCAPE.- > NEGEMO.. > UTILVAL 000 s.33 25.32%
H4 SERVICESCAPE- > NEGEMO. > HEDVAL 0.06 397 21.23%
HS SERVICESCAPE- > POSEMO.: = SAT 0.18 801 A0.60%
HE SERVICESCAPE.- > NEGEMO. > SAT 0.08 S0 24.05%
H7 SERVICESCAPE- > POSEMO.- > LOY 017 710 40.63%
HE SERVICESCAPE- > NEGEMO. > LOY 0.08 aso 24.00%
RA[UTILVAL): 0.%2; RA[HEDVAL): 0.24; BA(SAT}: 0.33; R¥LOY): 0.28
QAUTILVAL): 0.28; QF(HEDVALY. 0.16; Q3SAT): 0.30; Q(LOVY: 0.21
Contrast based on a two-tailed student-t distribution: *“p < 01; “p < .05,
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H1 =a¢ = 0.17** = SERVICESCAPE — POSITIVE EMOTIONS — UTILITARIAN PERCEIVED VALUE
- H2 = ad = 0.17** = SERVICESCAPE ——s POSITIVE EMOTIONS —p HEDOWIC PERCEIVED VALUE
Hypolhesized relationship | 13 = pg = 0,09 = SERVICESCAPE —p NEGATIVE EMOTIONS —p UTILITARIAN PERGEIVED VALUE
H4 =bh = 0.06*** = SERVICESCAPE % MEGATIVE EMOTIONS __ HEDOMIC PERCEIVED VALUE

Man-Hypothesized H5 =a8 = 0.18"" = SERVICESCAPE ——& POSITIVE EMOTIONS —% SATISFACTION
refationship

HE = bi = 0.06** = SERVICESCAPE —»NEGATIVE EMOTIONS  ——p SATISFACTION

HT =af = 0.17**" = SERVICESCAPE  em—pe POSITIVE EMOTIONS e LOYALTY
HE =1ty = 0.06"* = SERVICESCAPE — NEGATIVE EMOTIONS » LOYALTY

Contrast based on a two-tailed student-t distribution: xx*p < 01; xxp < .05. B. Tubillejas-Andrés,
et al. Tourism Management Perspectives 34 (2020) 100660 9 2010).

4. Conclusions

As we mentioned at the beginning of our paper, our research purpose was to delve more deeply
into emotional mediation effect. Particularly, we have applied a SOR model where a holistic
servicescape was the stimuli, emotions were the organism and post-consumption experience
was the response. Differences in outcomes due to positive or negative emotions have been
deliberated in the research. Considering the previous debate on the relevance of SOR models,
this paper provides both academic and managerial relevant implications about the mediation
role of emotions -positive and negative- in hedonic services. Since our focus in this study is
performing arts, the main implication of our findings primarily concerns the servicescapes'
adaptation for developing positive emotions which contributes to enhance post consumption
behavior in terms of perceived value —utilitarian and hedonic-, satisfaction and loyalty. Results
show that mediation values of positive emotions are higher than those of negative emotions.
This can be explained by the fact that the opera attendees have experienced more positive than
negative emotions. In this sense, positive emotions mediation is quite important in terms of
hedonic value, meanwhile negative emotions are for utilitarian value. The higher mediation of
positive emotions in hedonic perceived value could be explained by the fact that hedonic value
is more related with assessments of a pleasant experience. However, in case of having
experienced negative emotions, opera attendees are more influenced by them in their
evaluations of utilitarian value than positive emotions which is worth highlighting with respect
to the previous literature (Babin et al., 2013).With regard to satisfaction and loyalty, the
mediation impact of the emotions is really similar, considering the pronounced difference
between positive and negative emotions.

4.2. Managerial implications



We believe our findings may have several managerial implications concerning experiences in
hedonic opera services. Customer experience is crucial in influencing customers' willingness to
repeat an experience. Traditionally, most performing arts managers have paid attention to the
play itself without considering surrounding elements affecting the postconsumption outcomes
of the attendees. Cultural managers need to understand that, besides the cultural product itself,
designing appropriate servicescapes can enhance experience and post-consumption behavior of
performing arts attendees through emotions. We suggest that cultural managers become more
familiarized with the benefits of building comfortable and attractive physical servicescapes, by
creating evocative environments that connect and reinforce the positive emotions, for instance;
furthermore, they should not consider dinning spaces, coffee shops and workshops as isolated
entities. Besides, we suggest that greater awareness be given to the value of social components
of the organization. A better communication -digital or not- will reinforce the positive
impressions and improve positive emotions. Moreover, we recommend bringing the artistic
world closer to the attendees in order to connect with attendees and the society in general. It is
advisable to boost reach marketing through social network influencers who share their passion
for opera with their followers. In fact, the universal plots of the opera connected with love,
honor, death, betrayal, injustice etc. provided and continue to provide direct opportunities for
generating and sharing emotions universally. In addition, educational programs play an
important role. Carrying out technical workshops -costumes, makeup, lights etc.- in addition to
attending live rehearsals, help the operagoers to understand the complexity of an artistic
creation. It would also be advisable to train employees to connect with the attendees.
Consequently, it is vital to adapt servicescapes that contribute to generate emotional states
(Kottasz, 2006) and more explicitly for emerging millennial clients. These new consumer
generations, along with recent technological advances -personal electronic devices-, bring new
forms of consumption into the servicescape. The omnipresence of technologies during live
performances contributes to developing the use of digital librettos and scores in operas;
additionally, participation in the social media increases before and after performances. Emotions
in the performing arts are conditioned by a process of learning and socialization based on
repeated consumption (Palmer & Koenig-Lewis, Fig. 3. Model with mediated effects. More
specifically, by taking advantage of the social networks -Instagram, Facebook and Twitter-, we
may also encourage attendees to share about their experience. It is suggested that promotional
strategies be developed to encourage participation in social networks. Different possibilities may
include, for instance, getting people to show that they like opera (performances, webs etc.) or
follow opera organizations' social networks to get discounts in tickets, share a hashtag with a
photo for participating in competitions or obtaining prizes. In this vein, incentives can be given
for interactive participation by means of selfies in a photocall organized by the opera house.
Word-of-mouth is possibly the best way to transmit emotions. In this sense, and related to
audience development, we recommend that youngsters become youtubers and explain their
opera experience. Edutainment, as a combination of education and entertainment, is the way
ahead in creating new and younger audiences who are less interested in the classical connotation
of the service.

4.3, Limitations and further research

Although collecting data from a single institution is not unusual in this kind of study, future
research could consider other organizations in order to generalize findings. Moreover, opera
attendees' segmentation analysis can provide insights into enhancing managerial development



and enhance appropriate emotions. Apart from that, additional research on the relationships of
the servicescape and other variables of attendees' behavior such as willingness to pay more or
complaining behavior are also worthwhile pursuing. In this sense, further supplementary
research is called for, including looking at perceived value as an antecedent to satisfaction and
loyalty in analyzing these relationships. Furthermore, considering technology can bring into
analysis electronic servicescapes or e-servicescapes (Mari & Poggesi, 2013). Finally, the new
service dominant logic has affected the SOR point of view due to the fact that this approach
understands the service experience as an interaction of the participants that allows for co-
creation value and active consumer participation (Vargo & Lusch, 2004). With these extensions
of the servicescape in the co-creation of value propositions in different contexts, researchers can
examine related interactions, enhancing social engagement and facilitating customer community
culture (Wakefield & Blodgett, 2016).

Appendix

Scale items EXT—EXTERIOR ELEMENTS ENTFE_1: The architecture is attractive ENTFE_2:
is well placed in its present location.x ENTFE_3: ’s access and entry are
easyx ENTFE_4: 's access and entry are well markedx ENTFE_5: In my opinion,
is suitably adapted facilities for attendees with functional diversityx INT—
INTERIOR ELEMENTS ENTFI_1: is designed in an attractive wayx ENTFI_2:
has more than enough space for me to be comfortable. ENTFI_3: The style of the interior
accessories is fashionable ENTFI_4: The temperature at is pleasant. ENTFI_5: The
lighting is excellent at . ENTFI_6: The color scheme is attractive ENTFI_7: has
a pleasant smell ENTFI_8: The room's acoustic quality is appropriate. ENTFI_9: 's seats
are comfortable ENTFI_10: The technology used in delivering the service is appropriatex
ENTFI_11: The signs used (i.e., bathroom, enter, exit, smoking) are helpful to me CEMP-
EMPLOYEES CHARACTERISTICS ENTSCEMP1: There are enough employees at to service
customers. ENTSCEMP2: The employees of are neat and well dressed. ENTSCEMP3:
Employees of are polite when dealing with attendees.x CATT-ATTENDEES
CHARACTERISTICS ENTSCESP1: customers are neat and well dressed. ENTSCESP2: It
seems that the attendees of have had a musical education or trainingx ENTSCESP3:
customers are friendly. INTEMP-EMPLOYEES&ATTENDEES CHARACTERISTICS
ENTSIEMP1: I'd say that the quality of my interaction with the employees is high
ENTSIEMP2: Overall, | would say that the quality of my interaction with the employees is
excellent. INTATT-ATTENDEES INTERACTIONS ENTSIESP1: | have developed friendships with
other customers | met at . ENTSIESP2: | enjoy spending time with other customers
at . ENTSIESP3: The other customers at the . make my time there more enjoyable.
ENTSIESP4: There is a good chance | will run into one of my friends at . POSEMO-POSITIVE
EMOTIONS POSEMO_1: Happy POSEMO_2: Excited POSEMO_3: Energetic NEGEMO-NEGATIVE
EMOTIONS NEGEMO_1: Angry NEGEMO_2: Annoyed NEGEMO_3: Disappointed UTILVAL—
UTILITARIAN PERCEIVED VALUE UTILVAL 1: For what you receive from this service, the money
spent at is worth it. UTILVAL_2: For what you receive from this service, the entry fees paid
to are worth it. UTILVAL_3: For what | received from this musical performance, my time
and money was well spent. HEDVAL-HEDONIC PERCEIVED VALUE HEDVAL_1: The environment
of the has helped you enjoy your stay. HEDVAL_2: Going to the is useful as a
temporary escape for you. HEDVAL 3: The staff of _ has contributed to making your stay
more pleasant and entertaining SAT-SATISFACTION SAT_1: | am satisfied with my decision to visit




the . SAT_2: | believe that to go to an opera performance at was a wise choice

SAT 3:Ireally enjoyed my experience at . LOY-LOYALTY LOY_1: | say positive things about
_____ toother people. LOY_2: | would recommend to someone seeking advice. LOY_3:
| encourage friends and relatives to go to . LOY_4: | consider as the first choice
when | think about opera. LOY_5: In the next few years, I'll go to to see more opera

performances. x Added
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