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Understanding customer experiences insights in boutique hotels: a 
case study from Thailand

Akkhaporn Kokkhangplua  and Piyaporn Auemsuvarnb 
aDepartment of Hospitality and Event Management, Faculty of Business Administration and Accountancy, Khon Kaen 
University, Khon Kaen, Thailand; bDepartment of Digital Entrepreneur and Marketing Technology, Faculty of Business 
Administration and Accountancy, Khon Kaen University, Khon Kaen, Thailand

ABSTRACT
Boutique hotels, which belong to the hospitality sector, hold significance for guests 
seeking new experiences. Guests are interested in staying and spending money on 
boutique hotels that create memorable experiences. Based on previous studies in the 
boutique hotel industry, empirical studies have revealed several relationships without 
drawing upon stimulus–organism–response (S-O-R) theory. This study aims to fill an 
important gap by comprehensively examining the effects of the 4Es (educational, 
entertainment, esthetic, and escapist experiences) in the boutique hotel sector—along 
with the addition of memorable experience—with the assumption that ME powerfully 
generates an effect in eliciting positive emotions in customers. As a result, these 
positive emotions are expected to significantly influence customer loyalty intentions. 
Data were collected from Thai customers who had experiences with boutique hotels 
across four regions in Thailand: northern, northeastern, central, and southern. The 
researchers identified 12 boutique hotels, gathered data by selecting three hotels per 
region, and administered 50 questionnaires for each selected hotel. A total of 395 
usable samples were then analyzed through structural equation modeling via SmartPLS. 
The findings enhance the theoretical understanding by making four contributions to 
the customer experiential concept in tourism and hospitality, providing valuable insights 
for both the management team and the operational staff of boutique hotel marketers.

1.  Introduction

In recent years, consumption has drastically changed compared with how customers were in the past 
(Godovykh & Tasci, 2020). Marketing researchers agree that, rather aiming only for functional attributes 
and quality of products, consumers seek unique, memorable, and extraordinary experiences, which 
together create a holistic and lasting experience on a personal level (Hosany & Witham, 2010). Similarly, 
in the hospitality context, customers regard hotels not only as places for rest but also as places for 
experience consumption (Ghaderi et  al., 2020). When guests have positive, unique, and engaging expe-
riences during their stay, they develop a deeper attachment to property (Altinay et  al., 2023; Casaló 
et  al., 2021). Positive emotions lead to increased guest loyalty, repeat visits, and positive word-of-mouth 
recommendations (Birgit, 2019). Experiences have become the fastest-growing area in the global econ-
omy, making the concept of experience a key construct in marketing (Kim, 2010). This shift has also 
placed experiences at the forefront of staging and delivering memorable moments (Oh et  al., 2007).

Boutique hotels can be considered heritage hotels (Ghaderi et  al., 2020), representing a unique lodging 
experience focusing on stylish uniqueness, cool and elevated service standards, and the attention of indi-
vidual guests (Ghaderi et  al., 2020; Jones et  al., 2013; Xiang et  al., 2022). In recent years, the rise of the 
boutique and lifestyle hotel sector in the hospitality industry has received special attention (Jones et  al., 
2013). Boutique hotels are currently a large unit in the hospitality segment (Ghaderi et  al., 2020); in 2022, 
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for example, the value estimation of the boutique hotel market is $93.37 billion, and by 2023, it is pre-
dicted to reach $115.80 billion, with a CAGR of 6.7% from 2022 to 2032 (Future Market Insights, 2023).

Several scholars have employed the customer experiences variable to predict customer behavior in 
the context of tourism and hospitality, such as in wine tourism (Thanh & Kirova, 2018), cruise tourism 
(Hosany & Witham, 2010), and resort hotels (Ali et  al., 2014). Typically, these studies adopted the 4Es 
model of the experience economy, which was developed by Pine and Gilmore (1998) and Oh et  al. 
(2007). This model includes the 4Es of educational, esthetic, entertainment, and escapist experiences, 
which measure customer experiences based on the degree of customer involvement and connection 
between the customer and their surroundings (Ali et  al., 2014; Hosany & Witham, 2010).

However, studies have primarily focused on broader tourism sectors, and there is a notable concern 
regarding the lack of empirical testing of the 4Es concept when it is incorporated with memorable expe-
riences (ME) in boutique hotel tourism (Ali et  al., 2014). For example, Veloso and Gomez-Suarez (2023) 
indicated that ME often act as mediators, influencing affective or hedonic outcomes. In addition, Hung 
et  al. (2016) revealed that creative experiences and memorability are related to revisit intentions in active 
tourism activities. Similarly, Sitepu et  al. (2020) argued that revisit intentions are affected by tourist sat-
isfaction, tourist decisions, and the perceived experience. Furthermore, Rismawati et  al. (2021) presented 
ME as independent variables leading to tourist satisfaction and revisit intentions.

Therefore, tourists’ perceptions of each dimension may differ in different contexts (Şeker & Kamil, 
2022), along with a call for additional empirical support to better understand boutique hotel consumers 
(Ali et  al., 2014; Ghaderi et  al., 2020; Lee & Chhabra, 2015; Pourabedin et  al., 2022; Quadri-Felitti et  al., 
2022). In addition, the role that ME play in influencing positive emotions and customer loyalty within 
this context remains underexplored (Ali et  al., 2014; Rahimian et  al., 2021). Therefore, recent research has 
highlighted the importance of studying ME in tourism (Rahimian et  al., 2021; Sthapit & Coudounaris, 
2018) because these positive experiences can potentially lead to positive emotions, which, in turn, foster 
customer loyalty.

The present study aims to fill an important gap by comprehensively examining the effects of the 4Es 
in the boutique hotel sector, along with the addition of ME, in eliciting positive emotions in customers. 
These positive emotions are expected to significantly influence customer loyalty intentions. The empirical 
evidence in the current study bridges the gap between theory and practice in the context of boutique 
hotels. By integrating the 4Es model with ME, the current study extends the theoretical framework of the 
experience economy; it addresses the lack of empirical testing in boutique hotels, offering new insights 
into how these establishments can enhance customer experiences. Additionally, the findings provide 
practical contributions for boutique hotel marketers and managers, helping them create and deliver 
engaging experiences that foster positive emotions, increase loyalty, and generate positive word of 
mouth—key factors in the competitive boutique hotel market.

2.  Literature review and theoretical framework

2.1.  Stimulus–organism–response (S-O-R) theory

Mehrabian and Russell (1974) developed stimulus–organism–response (S-O-R) theory by studying con-
sumer behavior. The stimuli are external factors, such as products, services, advertising, environments, 
events resulting from the environment, or experiences that influence individual consumer behavior 
(Casaló et  al., 2021; Horng & Hsu, 2021; Huang, 2012; Melo et  al., 2022; Şahin & Kılıçlar, 2023). The organ-
ism is consumers’ internal evaluation, which mediates the impact of particular stimuli on responses 
(Casaló et  al., 2021). Evaluation consists of both the cognitive and affective aspects, which refer to the 
use of reasons and emotions, respectively (Altinay et  al., 2023; Zhu et  al., 2020). A response is a consum-
er’s reaction to stimulus (li), which results in either positive or negative behaviors (Mehrabian & Russell, 
1974; Zhu et  al., 2020). For example, a positive stimulus may result in a positive emotional response, 
which, in turn, can lead to favorable consumer behavior, such as purchasing a product or recommending 
a service (e.g. Kim & Lennon, 2013).

This model is used for explaining consumer behavior based on inputs (stimulus), processes (organism), 
and outputs (response), and it is normally used to study the relationship between stimulus and response, 
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with the organism serving as a mediator. It is a valuable framework for understanding and influencing 
consumer behavior as well as for improving user experiences in various settings, including hotels, hospi-
tals, retail stores, and online environments (Altinay et al., 2023; Choi & Kandampully, 2019; Şahin & Kılıçlar, 
2023; Saricam, 2023). In the context of boutique hotels, the current study applies the model to examine 
how customer experiences (stimuli) can trigger positive emotions in customers (organisms), which may 
lead to their loyalty being the final response.

2.2.  Customer experiences as stimuli

Customer experience is defined as the events in which an individual consumer experiences the senses 
of enjoyment and engagement that are worth remembering (Oh et  al., 2007; Schmitt & Zarantonello, 
2013). Typically, as proposed by Oh et  al. (2007), the four dimensions of the experience model, which is 
based on the experience economy of Pine and Gilmore (1998), provide a theoretical foundation for com-
prehending customer experience. The first dimension—educational experience—refers to an engage-
ment with and stimulation of the consumer’s mind to prompt new learning (Hosany & Witham, 2010), 
such as painting classes, photography classes, or baking sessions. The second dimension—entertainment 
experience—refers to the sense of entertainment arising from passively observing interior/exterior deco-
ration and the atmosphere and passively observing others performing and/or doing certain activities, 
which includes enjoying music and reading for pleasure at particular destinations (Ali et  al., 2014). The 
third dimension—esthetic experience—refers to a way in which consumers interpret their physical envi-
ronment by passively engaging with the sensual environment around them (Hosany & Witham, 2010; 
Melo et  al., 2022; Thanh & Kirova, 2018), such as enjoying the atmosphere of the beauty of hotels (Ali 
et  al., 2014). The fourth dimension—escapist experience—refers to an active search for different experi-
ences from what customers have daily (Thanh & Kirova, 2018) or an attempt to escape everyday life 
during their holidays by staying at resort hotels that are peaceful and silent, for example (Ali et  al., 2014).

Several previous studies have revealed that experiences can be categorized as stimuli (S), which trig-
ger changes in people’s internal or organismic states (O). For example, Şahin and Kılıçlar (2023) studied 
gastronomic experiences as stimuli that trigger food consumption emotions, which, in turn, lead to 
behavioral intention responses.

2.3.  Positive emotion as an organism

Positive emotions refer to positive feelings or moods such as joy, happiness, warmth, love, delight, and 
pleasure (Altinay et  al., 2023; Casaló et  al., 2021). Many scholars emphasize that positive emotions are 
critical variables in gaining a deeper understanding of users’ experiences (Huang et  al., 2013). For exam-
ple, Yi and Jai (2020) referenced Rook and Gardner’s (1993) study, which highlights that customers with 
more positive emotions have a greater potential for impulsive buying because they feel less restrained. 
This aligns with the findings of Altinay et  al. (2023), who reported that, in hospitals, patients’ positive 
emotions during their stay positively influence their intention to recommend the hospital.

Positive emotions frequently serve as mediators between stimuli and customer behaviors across vari-
ous contexts, including hotels and restaurants (Gracia et  al., 2011; Song & Qu, 2017), marketing (Ali et  al., 
2023), and marine tourism (Suryawan et  al., 2024). Thus, researchers suggest that positive emotions will 
also be found in boutique hotels, particularly as customers engage in educational activities such as 
painting classes, handcraft sessions, and photography classes; entertainment activities, such as watching 
nightly shows or listening to live music bands (Hosany & Witham, 2010); esthetic activities, such as 
observing attractive servicescapes or ambiances in the hotel and experiencing the breathtaking scenery 
of surrounding falls (Ali et  al., 2014); and escapist activities, such as escaping their daily routines and 
immersing themselves in a different world for a short period.

In line with previous studies that have employed the 4Es model to investigate consumer behaviors in 
various contexts, such as wine tourism (Thanh & Kirova, 2018), cruise tourism (Hosany & Witham, 2010), 
and resort hotels (Ali et  al., 2014), there is a noticeable gap in the application of the 4Es model in the 
boutique hotel context. Despite its significance and substantial revenue generation for the tourism and 
hospitality sectors (Future Market Insights, 2023), research on the 4Es in boutique hotels remains limited 
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(Ali et  al., 2014). Therefore, it is essential to explore whether customers’ perceptions of each dimension 
of the 4Es in boutique hotels differ from those in other contexts (Şeker & Kamil, 2022).

The authors believe that the more positively customers experience the 4Es (S), the more positive 
emotions (O) they will have toward boutique hotels. Thus, the authors posit the following hypotheses to 
test in this context:

H1: Educational experience positively affects positive emotion.

H2: Entertainment experience positively affects positive emotion.

H3: Esthetic experience positively affects positive emotion.

H4: Escapist experience positively affects positive emotion.

In addition to the 4Es, ME are critical (Pine & Gilmore, 1999). A ME is defined as an event, situation, 
or interaction that leaves a lasting and vivid impression in a person’s memory. It stands out as significant 
or emotionally impactful, making it easy for individuals to recall and reflect upon (Smith, 2020). However, 
few studies have investigated ME as an independent variable. Veloso and Gomez-Suarez (2023) revealed 
that ME often act as mediators, influencing affective or hedonic outcomes. Previous studies, such as 
those by Rismawati et  al. (2021), have suggested that ME can also serve as independent variables, lead-
ing to tourist satisfaction and revisit intentions. Additionally, Hung et  al. (2016) and Sitepu et  al. (2020) 
demonstrated that ME influence cognitive and behavioral outcomes.

The dimensions of ME, such as hedonism, novelty, local culture, refreshment, meaningfulness, 
involvement, and knowledge, align well with the unique characteristics of boutique hotels; these 
hotels feature themed environments and high-level services, making them well suited to fostering ME. 
However, tourism service providers are not the only ones responsible for creating these experiences; 
they also play a role in setting up the environments that enable tourists to create their own ME (Tung 
& Ritchie, 2011).

Recognizing the need for further exploration, several researchers have called for more empirical stud-
ies on ME, particularly in the boutique hotel sector (Ghaderi et  al., 2020; Lee & Chhabra, 2015). Given 
the distinctive characteristics of boutique hotels and the significant impact of ME on cognitive, affective, 
and behavioral outcomes, it is essential to include ME as a variable. Although the 4Es framework pro-
vides a strong foundation for understanding customer experiences, it does not fully capture the depth 
of ME. By integrating ME variable, the current study can offer a more comprehensive analysis of cus-
tomer behavior in boutique hotels and provide a better understanding of the factors that contribute to 
positive customer emotions and loyalty.

To achieve this goal, the current study adopts the framework proposed by Oh et  al. (2007), explores 
the influence of educational, entertainment, esthetic, and escapist experiences, and introduces ME within 
the context of boutique hotels. The primary objective is to examine the relationships among these var-
ious experiences and understand their impact on the positive emotions and behavior of customers. 
Therefore, the researchers propose the following hypothesis:

H5: ME positively affects positive emotion.

2.4.  Customer loyalty as a response
Most businesses or organizations want customers to repurchase or spread brand reputation to grow 
businesses sustainably. These two behaviors are called customer loyalty (Wolter et  al., 2017). Satisfied 
customers tend to recommend a particular product/service/brand/destination to others and repurchase/
revisit the product/service/brand/destination (Brakus et  al., 2009; Chen & Phou, 2013; Supriyanto 
et  al., 2021).

Previous studies have shown that positive emotional reactions can positively impact behavioral inten-
tions (Altinay et  al., 2023; Casaló et  al., 2021), such as the intention to recommend and intention to 
revisit/repurchase. For example, Gracia et  al. (2011) reported that customers’ positive affective responses 
particularly serve to enhance customer loyalty in hotel and restaurant contexts. This finding echoes the 
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study of Bock et  al. (2016), which revealed how emotions, specifically gratitude, can contribute to cus-
tomization’s positive effect on trust and, later, loyalty. It is also in line with, Birgit (2019), who studied the 
role of positive customer emotions and satisfaction by exploring positive emotions evoked by perceiving 
a friendly environment; the researcher posited that customer satisfaction and loyalty are outcome vari-
ables derived from these emotions.

Based on the previous section, understanding the customer experience in boutique hotels can help 
hotel managers and businesses emphasize the significant components leading to consumer loyalty. 
Several previous studies in hospitality and tourism investigated the influence of the 4Es model on 
guest satisfaction and intentions to revisit. While the current study has been extended, the conceptual 
model includes ME in the 4Es concept. The present study demonstrates the relationship between a 
customer’s experience and positive emotions, which are predictors of customer loyalty intention, such 
as behavioral intention, intention to revisit, and intention to recommend (Hossain et al., 2023; Rajadurai 
et  al., 2023)

Regarding the 4Es and ME as stimuli (Stimuli-S), which trigger customer emotions, the researchers 
believe that the more customers feel positive emotions—an individual process (Organism-O) during their 
stay in a boutique hotel—the more likely they are to exhibit loyalty, which is a response behavior 
(Response-R) to the hotel, hence leading to the following hypothesis:

H6: Positive emotions positively affect customer loyalty.

A theoretical framework for the current study is proposed, as shown in Figure 1.

3.  Methodology

3.1.  Sample and data collection

The present study was conducted at several boutique hotels in four regions (northern, northeastern, 
central, and southern) of Thailand. Research on hotel guests was based mainly on convenience of sam-
pling, which refers to a sampling technique employed for obtaining research units (or persons) that are 
the most conveniently accessible (Zikmund et  al., 2013). Convenience sampling was employed by 

Figure 1. T he Proposed Conceptual Model.
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selecting hotel guests who are readily available, reducing the time and effort required for more complex 
sampling methods. In addition, convenience sampling can be suitable for increasing initial insights and 
allowing scholars to collect data that can inform more rigorous future studies (Abowitz & Toole, 2010; 
Doebel & Frank, 2022).

The researchers identified 12 boutique hotels, gathered data by selecting three hotels per region, and 
administered 50 questionnaires for each hotel. The main criterion of selecting the hotels was Thai bou-
tique hotels. For example, Thai boutique hotels were a size of fewer than 50 rooms, a style of hotel 
providing traditional Thai décor, such as heritage hotels (Ghaderi et  al., 2020), a unique lodging experi-
ence that focuses on stylish uniqueness, relaxed and elevated service standards, and the attention of 
individual guests (Ghaderi et  al., 2020; Xiang et  al., 2022), and hotel locations located within the four 
regions of Thailand, hence ensuring representation from various regions (e.g. Chiang Mai, Khon Kaen, 
Bangkok, and Phuket) to capture regional variations.

The research team approached these hotels, explaining the research objectives to managers and 
guests. Guests willing to participate were invited to complete the questionnaire upon preparing to 
depart from the hotel. To ensure that the respondents had experienced a boutique hotel stay, the 
research team confirmed this before guests filled out the questionnaire. A total of 600 questionnaires 
with consent forms were distributed to guests during their check-out in the lobby of 12 boutique hotels. 
Finally, 395 usable responses were obtained from April to May 2023, yielding a response rate of 65.8%.

3.2.  Measurement development

The survey questionnaires were created by adopting measurement constructs from previous studies, 
which were measured on a 5-point Likert scale by assigning (1) as ‘strongly disagree’ and (5) as ‘strongly 
agree’. Education experience, entertainment experience, esthetic experience, and escapist experience 
were measured via 13 items (Ali et  al., 2014; Hosany & Witham, 2010; Oh et  al., 2007; Quadri-Felitti & 
Fiore, 2013; Thanh & Kirova, 2018) representing the essential experiences suitable for measurement in the 
context of hotels. ME was assessed with five items (Kim et  al., 2012; Sthapit & Coudounaris, 2018). 
Positive emotion was assessed with three items (Altinay et  al., 2023; Casaló et  al., 2021; Chang et  al., 
2020; Choi et  al., 2020; Gezhi & Xiang, 2022; Seligman & Csikszentmihalyi, 2000), and customer loyalty 
was assessed via three items (Quadri-Felitti & Fiore, 2013).

First, the questionnaire was designed in the Thai language because the respondents were Thai cus-
tomers in boutique hotels. In the Thai version, the current study used the suggested forward and 
backward translation process (Van de Vijver & Leung, 2000). The questionnaire was translated into 
English by two fluent English experts. Next, to avoid errors, the experts used semantics matching, 
discrepancy correction, and forward and backward translation matching to ensure that the Thai ver-
sion was consistent with the English version. Before the questionnaire was used, the Thai and English 
versions were given to the hospitality and tourism experts. The instrument was revised and refined for 
the finalized draft, and three sections were included. Thirty guests in boutique hotels were asked to 
respond to the scale for pilot testing. The present study submitted ethics in Humans under the enti-
tled ‘Transformational model of a ME for customer loyalty in boutique resort hotels in Thailand’ 
(HE663078). This research was reviewed by the Khon Kaen University Ethics Committee for Human 
Research based on the Belmont Report and the Good Clinical Practice (GCP) in Social and Behavioral 
Research.

The present study employed partial least squares–structural equation modeling (PLS–SEM) to predict 
and explore the relationships between variables rather than confirm established theories. Because the 
present study aims to develop and test a new theoretical model and explore complex relationships in 
the hospitality and tourism fields, PLS-SEM is more appropriate. Conversely, Covariance-based Structural 
Equation Modeling (CB-SEM) would be appropriate for a confirmatory study to test the fit of a 
well-established theory or model. The analysis via PLS followed a three-step process. The initial part 
involved outer model evaluation, assessing the reliability of the employed measures. Convergent validity 
and discriminant validity were tested in this outer model evaluation. The second part was the inner 
model evaluation, which assessed the resilience of the constructed structural model. The final step 
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comprised hypothesis testing, wherein the study established a significance level of 5% (alpha) to assess 
the proposed hypotheses.

3.3.  Data analysis and results

3.3.1.  Sociodemographic profile
Table 1 shows the sociodemographic profile of the respondents. Approximately half of the sample was 
female (53.4%), followed by male (46.6%). In terms of generations, almost half of the samples are Gen Z 
(48.1%), followed by Gen Y (38.0%) and Gen X (13.9%). Most of the sample has a bachelor’s degree 
(62.5%), followed by those who have a master’s degree or higher (22.0%), secondary school (11.6%), and 
primary school (3.8%). Approximately 33% of the sample earns $300 or less per month, 25% earn $601 
to $900, approximately 15% earn $300 to $600 and $901 to $1,200, and approximately 10% earn more 
than $200. The purposes of staying at boutique hotels are leisure/vacation (88.9%), visiting relatives or 
peers (5.3%), and business travel (5.1%), as mentioned in Table 1.

3.3.2.  Measurement model/outer model
The present study analyzed the model via partial least squares (PLS) analysis with SmartPLS 4.0. Following 
the approach of Hair and Alamer (2022), the current study employed PLS-based SEM, which served as a 
strong basis for confirming theories and explaining the application of these theories. The present study 
adopted a two-stage analytical approach for SEM. First, the validity and reliability of the data were 
assessed, and second, the model was tested via partial least squares. The estimated values of R2 were 
0.71 and 0.60 (adjusted R2: 070, 0.59) for the measurement models of positive emotion and customer 
loyalty, respectively (Hair et  al., 2014).

The present study initially assessed the factors of the estimated significance values of the 4Es (educa-
tional, entertaining, esthetic, and escapist experiences), along with ME, positive emotion, and customer 
loyalty. Table 2 shows that all estimated factor loading values are positive, indicating the significance of 
each parameter composing the formative constructs. Furthermore, the variance inflation factor (VIF) val-
ues could be lower than 5, indicating that multicollinearity is not a significant issue (Hair et  al., 2021). 
Convergent validity for common factors such as positive emotion and customer loyalty have been devel-
oped because the average variance extracted (AVE) values and standardized loadings are more than 0.5. 
The composite reliability values for all common variables in the current study are greater than 0.6, con-
firming construct reliability (Hair et  al., 2021).

For discriminant validity, Henseler, (2020) suggested that, when the HTMT ratio between two variables 
approaches the threshold of 0.90, it is necessary to further assess discriminant validity via the Fornell–
Larcker criterion and cross-loadings. If the indicators exhibit appropriate loadings, this could indicate 
that, despite the close relationship between constructs, they remain distinct as shown in Table 3.

Following discriminant validity guidance, the current study tested the discriminant validity via the 
Fornell–Larcker criterion (Fornell & Larcker, 1981; Henseler, 2020). The results of the Fornell–Larcker anal-
ysis, as presented in Table 4, indicate that there were no issues with discriminant validity. The discrimi-
nant validity for the current study proved that the square root of the AVE of all the constructs was 
greater than the correlation with other constructs (Fornell & Larcker, 1981).

Table 1. S ociodemographic profile of the study respondents.
Variables % Variables %

Gender Monthly Income
Male 46.6 Less than $300 33.7
Female 53.4 $300 to $600 15.7
Generation $601 to $900 24.3
Gen X 13.9 $901 to $1,200 15.7
Gen Y 38.0 More than $1,200 10.6
Gen Z 48.1 Purpose of travelling
Educational level Leisure/Vacation 88.9
Primary School 3.8 Visiting Friends or Relatives 5.3
Secondary School 11.6 Business Travel 5.1
Bachelor Degree 62.5 Other 0.8
Master Degree or higher 22.0
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The next test for discriminant validity involved examining cross-loadings ranging from 0.77 to 0.94 
(Hair et  al., 2021). The cross-loadings table (see Table A1 in the Appendix) suggests that all indicators 
loaded most strongly on their respective constructs. This finding indicates that there were no discrimi-
nant validity issues and that further analysis could be carried out.

3.3.3.  Path analysis/hypothesis testing/inner model
The present study used bootstrapping to evaluate the structural model (inner model) after testing the 
measurement model (outer model). The present study conducted tests to check data normality for SEM, 

Table 2. T he measurement model.
Constructs Loading Mean SD Cronbach’s alpha CR AVE

Education Experience (EDU) 3.64 0.85 0.87 0.92 0.80
I learned a lot during stay in this boutique hotel. 0.87
This/The boutique hotel excited me to be curious and learn new things. 0.90
I had an actual learning experience when I stayed at this boutique hotel. 0.92
Entertainment Experience (ENT) 3.57 0.86 0.89 0.93 0.83
The boutique hotel provides entertaining activities. 0.90
The boutique hotel has engaging activities as part of entertainment. 0.94
This boutique hotel has fun activities/performances. 0.90
Esthetics Experience (EST) 3.99 0.70 0.84 0.89 0.68
The boutique hotel is an attractive place to stay. 0.84
The boutique hotel uses local products (art & craft) for service. 0.84
The boutique hotel has unique but harmony decorated rooms. 0.82
I felt a sense of beauty when I stayed at the boutique hotel. 0.82
Escapist Experience (ESC) 4.01 0.67 0.80 0.88 0.71
I feel peaceful when I stayed at the boutique hotels. 0.79
I feel fulfil when I stayed at the boutique hotels. 0.98
I feel free when I stayed at the boutique hotels. 0.87
Memories Experience (ME) 3.92 0.68 0.87 0.91 0.67
I had a good impression about this boutique hotel. 0.78
I had a once-in-a-lifetime experience when I stayed at the boutique hotel. 0.82
I had a unique experience when I stayed at the boutique hotel. 0.86
This boutique hotels had outstanding service than other types of hotels. 0.76
I really enjoyed during my stay at this boutique hotel. 0.89
Positive Emotion (PE) 3.88 0.66 0.75 0.85 0.66
I am happy when staying in this boutique hotel. 0.82
I feel a sense warmth when I stay in this boutique hotel. 0.83
I feel like I am a special guest of the hotel. 0.77
Customer Loyalty (CL) 4.03 0.70 0.85 0.91 0.78
I am willing to return to stay at the boutique hotel in the future. 0.9
I will tell my friends and family good things about the boutique hotel. 0.89
I will recommend the boutique hotel to friends and family to stay in the 

future.
0.86

Notes: SD = Standard deviation, CR = Composite reliability, AVE = Average variance extracted.

Table 3.  Heterotrait-monotrait (HTMT).
Constructs EDU ENT EST ESC ME PE CL

EDU
ENT 0.60
EST 0.60 0.43
ESC 0.60 0.40 0.71
ME 0.76 0.49 0.76 0.81
PE 0.75 0.56 0.73 0.90 0.84
CL 0.55 0.46 0.69 0.84 0.76 0.89

Notes: EDU = Education experience, ENT = Entertainment experience, EST = Esthetics experience, ESC = Escapist experience, ME = Memorable 
experience, PE = Positive emotion, and CL = Customer loyalty.

Table 4.  Fornell–Larcker criterion.
Constructs EDU ENT EST ESC ME PE CL

EDU 0.90
ENT 0.54 0.91
EST 0.52 0.39 0.83
ESC 0.52 0.35 0.60 0.85
ME 0.67 0.44 0.66 0.68 0.82
PE 0.65 0.49 0.63 0.75 0.74 0.82
CL 0.48 0.40 0.60 0.69 0.67 0.77 0.88
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and the results revealed skewness statistics ranging from -0.47 to 0.30 and kurtosis statistics from -0.67 to 
0.19. According to Kline (2023), our data met the criterion of not exceeding 2 for these values, indicating 
a normal distribution. In terms of multicollinearity, the highest VIF was 2.83, which is less than 3 (Kock  & 
Lynn, 2012), indicating a low correlation among predictors and no multicollinearity problem. The quality of 
the model was assessed via the standardized root mean squared residual (SRMR), which yielded a value of 
0.071, meeting the recommended criteria and indicating a model with good fit (Hair et  al., 2014).

The structural model results are presented in Table 5. All the hypotheses are supported, except for one 
path: the relationship between educational experience and positive emotion. Figure 2 graphically displays 
the beta coefficients among the paths, revealing that ME had the greatest impact on positive emotion 
(β = 0.34, p < 0.01), followed by Esthetic (β = 0.17, p < 0.01), escapist (β = 0.15, p < 0.01), and entertainment 
(β = 0.14, p < 0.01) experiences. The last path shows that positive emotion positively influenced customer 
loyalty (β = 0.65, p < 0.01). The findings of the current study provide significant evidence that customer 
experiences influence positive emotions, leading to increased customer loyalty in the field of boutique hotels.

4.  Conclusion and discussion

Building on the S-O-R theory, our initial hypothesis posits that the experiences developed by Pine and 
Gilmore (1998) and Oh et  al. (2007) serve as stimuli that trigger internal processes within individual cus-
tomers, such as positive emotions. These, in turn, lead to desired business responses, including customer 
loyalty. The present study applied the 4Es model and an additional experience, ME, to examine their 
effects on positive customer emotions and subsequent customer loyalty. This investigation has addressed 
a call for further research into the importance of these environmental experiences in shaping customer 
behaviors in boutique hotels. Our findings revealed significant positive relationships, which is consistent 
with the findings of previous studies in various contexts, such as wine tourism (Thanh & Kirova, 2018), 
cruise tourism (Hosany & Witham, 2010), and resort hotel hospitality (Ali et  al., 2014). However, there was 
one exception: the relationship between educational experience and positive emotion.

Table 5.  Hypothesis testing.
Hypothesis testing Path coefficient t-Value Results

H1 Educational experience positively affects positive emotions. 0.08 1.66 Not supported
H2 Entertainment experience positively affects positive emotions. 0.14 3.38** Supported
H3 Esthetic experience positively affects positive emotions. 0.17 3.49** Supported
H4 Escapist experience positively affects positive emotions. 0.15 3.46** Supported
H5 Memorable experience positively affects positive emotions. 0.34 6.83** Supported
H6 Positive emotions positively affect customer loyalty 0.65 25.35** Supported

Notes: *p < 0.05, **p < 0.01.

Figure 2. T he result of structural equation modeling.
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Positive emotions, such as being happy, warm, special, and satisfied, are evoked after the activities of 
boutique hotels have been experienced. Customers are likely to experience these emotions during their 
stay at hotels. For example, in entertainment experiences, customers feel happy when enjoying activities 
such as listening to music or leisurely reading at hotels (Ali et  al., 2014). In esthetic experiences, custom-
ers feel special when passively engaging with a sensual environment, the atmosphere, or the beauty of 
the hotels (Hosany & Witham, 2010; Thanh & Kirova, 2018). In escapist experiences, customers feel satis-
fied when they enjoy different experiences from their daily routines. In ME, customers feel warm because 
of things that customers receive, such as gaining a unique experience, outstanding and special service, 
and feelings of enjoyment during their stay at boutique hotels (Loureiro et  al., 2020).

ME affect positive emotions the most, followed by esthetic experience, escapist experience, and entertain-
ment experience. Interestingly, education experience does not significantly influence customers’ positive emo-
tions. In other words, learning new things or participating in knowledge-gaining activities while staying in a 
boutique hotel may not lead to positive emotions such as other kinds of experiences or other contexts. For 
example, in cruise and wine tourism, when consumers are in cruisers’ tourism, customers are interested in 
learning new things during their cruise trip (Hosany & Witham, 2010). This is likely because cruises offer a 
variety of educational activities (Rungroueng & Monpanthong, 2023), such as learning from the head chef and 
culinary team about creating world-class flavors for all on board, taking unique sea-based sushi-making 
classes, gaining expertise in diamond and gemstone purchasing, participating in dance lessons or acquiring 
skills in casino gaming. This is similar to wine tourism, which involves wine tasting and wine-making classes 
for consumers (Quadri-Felitti & Fiore, 2013). Another possible reason is that customers have longer durations 
of stay on a cruise/ship, which in contrast to the shorter stay in boutique hotels, which means cruises must 
provide customers with opportunities to engage in various activities to fill their time. Additionally, the main 
purpose of almost 90% of the sample in the present study was for vacation and relaxation, so gaining new 
knowledge may not be their goal of choosing to stay at boutique hotels. In addition, the current study high-
lights the value of contributing to the literature by applying S-O-R theory to the context of boutique hotels. 
In terms of hospitality and tourism settings, boutique hotels need more attention in other contexts, such as 
cruise and wine tourism. The results revealed that memorable, esthetic, escapist, and entertainment experi-
ences impacted customers’ positive emotions and loyalty. On the other hand, education experience had an 
insignificant effect, as did other components in boutique hotels. Interestingly, this finding supported and 
highlighted the unique nature of customer expectations and behaviors in boutique hotels, where customers 
tend to focus on relaxation and distinct ambiance rather than learning or acquiring new knowledge. The 
findings indicate that the value of the impact of different types of experiences on customer emotions is con-
text dependent. References to cruise and wine tourism illustrate the differences in serving customers who are 
staying longer, and a wider variety of educational activities enhance customer satisfaction (Hosany & Witham, 
2010; Quadri-Felitti & Fiore, 2013), whereas the boutique hotel concept focuses on relaxation and ME related 
to the short-term, immersive nature of their stay. Similarly, Radojevic et  al. (2018) presented the context of 
urban business hotels similar to the boutique hotel experience in terms of personal and esthetically pleasing 
environments, and the educational experience of urban hotels was found to be insignificant in driving cus-
tomer satisfaction. In contrast, Ali et  al. (2014) and Walls et  al. (2011) reported that guests focus on education 
experiences in resort hotels and luxury hotels. Therefore, the current study enhances this understanding by 
highlighting the importance of context in shaping the effectiveness of different experiential offerings, suggest-
ing that boutique hotels should focus more on enhancing ME and esthetic experiences rather than educa-
tional experiences to foster customer loyalty.

5.  Theoretical and practical implications

5.1.  Theoretical contributions

The present study makes four theoretical contributions to the literature. First, the current study answers 
the call for additional empirical studies to better understand consumer experiences in the boutique hotel 
sector (Kim et  al., 2006; Mcintosh & Siggs, 2005). In their study of customer satisfaction in the boutique 
hotel industry, Kim et  al. (2006) revealed that more empirical research is needed to understand the spe-
cific factors influencing customer experiences and satisfaction in the market of boutique hotels. In 
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addition, Mcintosh and Siggs (2005) called for future studies to explore how unique experiences and 
other components affect consumer behavior in boutique hotels.

The findings of the current study show that three of the 4Es of Pine and Gilmore (1999) model had 
a significant positive effect on customer loyalty. Additionally, a new experience, ME, which was added to 
the 4Es model, also had a significant positive effect on customer loyalty, followed by esthetic, escapist, 
and entertainment experiences. However, educational experience had an insignificant effect on positive 
emotions in boutique hotels. The current study revealed another component that is more important than 
educational experience: MEd, which generate the most significant effect on customer loyalty in the bou-
tique hotel context (Loureiro et  al., 2020). The 4Es model may need to capture more experiences to drive 
consumer behavior in boutique hotels. These findings provide an understanding, expand the 4Es model, 
and can impact further studies and implementation within the hospitality and other service sectors by 
encouraging the exploration of additional experience dimensions within specific and different contexts 
(Ali et  al., 2014; Hosany & Witham, 2010; Quadri-Felitti & Fiore, 2013; Thanh & Kirova, 2018).

Second, the current study contributes to the existing boutique hotel literature by investigating the relation-
ships among the 4Es along with ME, positive emotion, and consumer loyalty. The findings show that positive 
emotions played an important mediating role between these customer experiences and customer loyalty, 
here corresponding with previous studies in the healthcare sector (Altinay et  al., 2023) and restaurant sector 
(Yi & Jai, 2020). The findings highlight the importance of context influencing the experiential dimensions of 
consumer behavior (Kim et al., 2006; Mcintosh & Siggs, 2005). The results indicate that boutique hotel research 
findings may not apply to other hotels, thus encouraging more nuanced and context-specific research. This is 
a challenge for researchers to explore differently with consumers in diverse contexts, potentially leading to 
the development of new theoretical insights (Ali et  al., 2014; Radojevic et  al., 2018; Walls et  al., 2011).

Third, the findings present a path that is incongruent with prior research (namely, the path between 
educational experience and positive emotions, a path that has been studied in different contexts, such 
as the B&B hotel context (Oh et  al., 2007), marketing context (Schmitt & Zarantonello, 2013), wine tour-
ism context (Thanh & Kirova, 2018), and cruise tourism context (Hosany & Witham, 2010)). Fourth, the 
current study has confirmed the S-O-R theory in boutique hotels by investigating different variables from 
those used in previous studies, specifically ME and positive emotions. The current study demonstrated 
that external inputs, such as experiences with the physical environment in each dimension—such as 
joining, seeing, watching, playing, and listening—in which guests engage during their stay in a boutique 
hotel (the 4Es and ME) are considered stimuli. This, in turn, leads guests/consumers to experience posi-
tive emotions as an internal process within the individual organism, eventually causing them to react 
behaviorally (customer loyalty) (Jacoby, 2002). The research findings contribute to the theoretical impli-
cations through the flexibility and robustness of the S-O-R theory to elucidate consumer behavior in 
different contexts. The present study was expanded and adapted to include new stimuli as ME relevant 
to boutique hotels (Altinay et  al., 2023; Şahin & Kılıçlar, 2023; Saricam, 2023). Therefore, the current study 
increases the applicability and relevance of the findings in terms of theoretical and practical implications.

5.2.  Practical contributions

The practical contributions of the current study can be applied in the hospitality sector, especially in 
boutique hotels, to design and plan a variety of appealing experiences. The findings can be implemented 
at both the management and operational levels.

From a management perspective, the current study provides boutique hotel owners/management 
teams with a tool for assessing and understanding their customer experiences. A thorough understand-
ing of consumer experiences across the five dimensions (memorable, esthetic, escapist, entertainment, 
and educational experiences) supports them in segmenting and positioning their target customers as 
well as developing appropriate integrated marketing communication and promotional strategies (Hosany 
& Witham, 2010). In addition, hotel management can apply guest comments and data analytics to rec-
ognize which of the five experience components are essential for different and diverse customer seg-
ments. Furthermore, the hotel manager can establish marketing messages to highlight the hotel’s 
experience in attracting the target segments and creating the most value. Therefore, boutique hotel 
owners/managers need to develop a core mindset in each aspect. For example, to deliver an 
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entertainment experience, customers can arrange space for relaxation and entertainment activities such 
as listening to music, watching movies, reading books, and so forth. To deliver an Esthetic experience, 
the hotels can beautify areas, from lobby spaces and stairs to gardens or green areas. ME include design-
ing and decorating hotels and rooms with uniqueness, creating different themes and styles to make 
customers feel impressed, and having a once-in-a-lifetime experience when staying at the boutique hotel.

From an operational perspective, hotel staff need to have a service mindset and should receive training 
regularly to ensure that customers are provided services with warmth and special care, making customers 
feel like special guests when visiting the hotels. For example, in creating ME, the staff should impress cus-
tomers by using the guest’s name to make them feel important, ensure that the service exceeds their 
expectations, and provide prompt services. In creating an esthetic experience, staff should dress appropri-
ately and beautifully to leave a positive impression on guests. In creating an escapist experience, customers 
should find a peaceful and private atmosphere, making them feel fulfilled and allowing them to fully dis-
connect from their daily routines. In creating an entertainment experience, hotel staffs should perform 
enjoyable activities and actively participate with guests in those activities. For an educational experience, 
although it remains important, there may not be a need to emphasize this because boutique hotel guests 
might prioritize relaxation and rest over actively seeking to learn new things; this would follow the original 
concept of boutique hotels, which includes allowing guests to enjoy different designs and styles with 
uniqueness and themes or enjoy superior levels of services and amenities (Loureiro et  al., 2020).

6.  Limitations and future research

Although the current study expands our knowledge of the experiential concept of boutique hotels, it has 
several limitations. First, convenience sampling was used in the current study; thus, the sample might not 
be representative of the entire population, limiting the generalizability of the findings. Future research should 
apply a random sampling method and conduct surveys from a sample that represents the entire population 
visiting boutique hotels. Applying a random sampling technique can increase the reliability and validity of 
findings based on different samples, particularly in terms of demographics and geographic locations. Second, 
the sample was entirely Thai; therefore, future research should conduct surveys with foreign tourists to bet-
ter understand customer behavior and confirm the present study’s findings.

In addition, focusing on a diverse sample, including foreign tourists, can reveal how cultural differences 
impact experiential perspectives and preferences in boutique hotels. Third, the current study did not exam-
ine how gender or generation may impact responses differently. Therefore, in future studies, moderating 
variables (e.g. gender between males, females, and LGBTQ+ or generation between generations X, Y, and Z) 
should be tested; testing these variables can help sales and marketing in boutique hotels, generating strat-
egies and service offerings to meet the needs of diverse gender identities and generations. In particular, 
boutique hotels can understand different generations, promptly provide personalized services, and enhance 
guest satisfaction with diverse generations. Fourth, future research can compare boutique hotels with other 
types of hotels (e.g. luxury hotels, chain hotels, and budget hotels). This comparison can shed light on the 
uniqueness of boutique hotels and how they contribute to the hospitality industry. Finally, future research 
can integrate quantitative and qualitative methods for obtaining data, including in-depth interviews and 
focus groups. Using these approaches can provide richer, more context-specific insights into the guest expe-
riences in boutique hotels.

Acknowledgement

The authors would like to express their deepest gratitude to the Faculty of Business Administration and Accountancy, 
Khon Kaen University for financial support of this study under Grant number 009/2566 signed on 27 December 2022.

Authors’ contributions

Akkhaporn Kokkhangplu: Conceptualized and designed the study, analyzed and interpreted the data, provided 
resources, drafted the paper, and revised it critically for intellectual content. Piyaporn Auemsuvarn: Provided resources, 
analyzed and interpreted the data, drafted and wrote the paper, and revised it critically for intellectual content.



Cogent Business & Management 13

Disclosure statement

No potential conflict of interest was reported by the author(s).

Ethical approval

This study submitted ethics in Human under the entitled ‘Transformational model of a memorable experience for cus-
tomer loyalty in boutique resort hotels in Thailand’. (HE663078). This research was approved by the Khon Kaen University 
Ethics Committee for Human Research based on the Belmont Report and GCP in Social and Behavioral Research.

Informed consent statement

The customers responding to the questionnaire gave their written consent form to use their information. Therefore, 
the questionnaire is anonymous, and no personal data was collected.

Funding

This research received funding from the Faculty of Business Administration and Accountancy, Khon Kaen University 
for financial support under Grant number 009/2566 signed on 27 December 2022.

About the authors

Akkhaporn Kokkhangplu is a lecturer in Department of Hospitality and Event Management Faculty of Business 
Administration and Accountancy, Khon Kaen University, Thailand. His research interests include hospitality manage-
ment, tourism management, health and wellness industries, community-based tourism.

Piyaporn Auemsuvarn is a lecturer in the Department of Digital Entrepreneurship and Marketing Technology at Khon Kaen 
Business School, Khon Kaen University, Thailand. She received her Ph.D. degree in Business Administration (Marketing) 
from NIDA Business School, National Institute of Development Administration, Bangkok, Thailand. Her research interests 
center around brand and destination personality scales, branding and destination branding, consumer-brand relationships 
(CBR), particularly the relationship between consumers/tourists and their brands/destinations, and utilizing mixed-method 
research. You can contact her via email at piyaauem@kku.ac.th and piyaporn.auemsuvarn@gmail.com.

ORCID

Akkhaporn Kokkhangplu  http://orcid.org/0000-0002-1647-2198
Piyaporn Auemsuvarn  http://orcid.org/0000-0002-2176-2552

Data availability statement

The data support the findings of this study are available from the corresponding author.

References

Abowitz, D. A., & Toole, T. M. (2010). Mixed method research: Fundamental issues of design, validity, and reliability 
in construction research. Journal of Construction Engineering and Management, 136(1), 108–116. https://doi.
org/10.1061/(ASCE)CO.1943-7862.0000026

Ali, F., Hussain, K., & Ragavan, N. A. (2014). Memorable customer experience: Examining the effects of customers 
experience on memories and loyalty in Malaysian resort hotels. Procedia - Social and Behavioral Sciences, 144, 273–
279. https://doi.org/10.1016/j.sbspro.2014.07.296

Ali, R., Rahmat, I., Hussain, M., & Mirza, S. (2023). Impact of customer experience on loyalty and WOM: A mediation 
mechanism of positive emotions. International Journal of Social Science & Entrepreneurship, 3(1), 426–444. https://
doi.org/10.58661/ijsse.v3i1.93

Altinay, L., Alrawadieh, Z., Tulucu, F., & Arici, H. E. (2023). The effect of hospitableness on positive emotions, experi-
ence, and well-being of hospital patients. International Journal of Hospitality Management, 110, 103431. https://doi.
org/10.1016/j.ijhm.2023.103431

Birgit, L. P. (2019). Mechanism connecting environmental friendliness to service loyalty: The roleof positive customer emo-
tions and satisfaction. Services Marketing Quarterly, 40(2), 157–171. https://doi.org/10.1080/15332969.2019.1592862

mailto:piyaauem@kku.ac.th﻿
mailto:piyaporn.auemsuvarn@gmail.com﻿
https://doi.org/10.1061/(ASCE)CO.1943-7862.0000026
https://doi.org/10.1061/(ASCE)CO.1943-7862.0000026
https://doi.org/10.1016/j.sbspro.2014.07.296
https://doi.org/10.58661/ijsse.v3i1.93
https://doi.org/10.58661/ijsse.v3i1.93
https://doi.org/10.1016/j.ijhm.2023.103431
https://doi.org/10.1016/j.ijhm.2023.103431
https://doi.org/10.1080/15332969.2019.1592862


14 A. KOKKHANGPLU AND P. AUEMSUVARN

Bock, D. E., Mangus, S. M., & Folse, J. A. G. (2016). The road to customer loyalty paved with service customization. 
Journal of Business Research, 69(10), 3923–3932. https://doi.org/10.1016/j.jbusres.2016.06.002

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand experience: what is it? How is it measured? Does it affect 
loyalty? Journal of Marketing, 73(3), 52–68. https://doi.org/10.1509/jmkg.73.3.052

Casaló, L. V., Flavián, C., & Ibáñez-Sánchez, S. (2021). Be creative, my friend! Engaging users on Instagram by promot-
ing positive emotions. Journal of Business Research, 130, 416–425. https://doi.org/10.1016/j.jbusres.2020.02.014

Chang, S. Y., Tsaur, S. H., Yen, C. H., & Lai, H. R. (2020). Tour member fit and tour member–leader fit on group pack-
age tours: Influences on tourists’ positive emotions, rapport, and satisfaction. Journal of Hospitality and Tourism 
Management, 42, 235–243. https://doi.org/10.1016/j.jhtm.2020.01.016

Chen, C. F., & Phou, S. (2013). A closer look at destination: Image, personality, relationship and loyalty. Tourism 
Management, 36, 269–278. https://doi.org/10.1016/j.tourman.2012.11.015

Choi, H., & Kandampully, J. (2019). The effect of atmosphere on customer engagement in upscale hotels: An application 
of SOR paradigm. International Journal of Hospitality Management, 77, 40–50. https://doi.org/10.1016/j.ijhm.2018.06.012

Choi, H. C., Huang, S., Choi, H., & Chang, H. S. (2020). The effect of flight attendants’ physical attractiveness on sat-
isfaction, positive emotion, perceived value, and behavioral intention. Journal of Hospitality and Tourism 
Management, 44, 19–29. https://doi.org/10.1016/j.jhtm.2020.05.001

Doebel, S., & Frank, M. C. (2022). Broadening convenience samples to advance theoretical progress and reduce bias 
in developmental science. Preprint. PsyArXiv. Chicago. https://doi.org/10.31234/osf.io/s8zxm

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and measure-
ment error. Journal of Marketing Research, 18(1), 39–50. https://doi.org/10.1177/002224378101800104

Future Market Insights. (2023). Market research reports. https://www.futuremarketinsights.com/reports/boutique-hotel-
Sectoroutlook#:~:text=The%20Boutique%20Hotel%20Market%20is%20currently,US%24%2093.37%20Billion%20
in%202022

Gezhi, C., & Xiang, H. (2022). From good feelings to good behavior: Exploring the impacts of positive emotions on 
tourist environmentally responsible behavior. Journal of Hospitality and Tourism Management, 50, 1–9. https://doi.
org/10.1016/j.jhtm.2021.11.017

Ghaderi, Z., Dehghan Pour Farashah, M. H., Aslani, E., & Hemati, B. (2020). Managers’ perceptions of the adaptive 
reuse of heritage buildings as boutique hotels: insights from Iran. Journal of Heritage Tourism, 15(6), 696–708. 
https://doi.org/10.1080/1743873X.2020.1756834

Godovykh, M., & Tasci, A. D. (2020). Customer experience in tourism: A review of definitions, components, and mea-
surements. Tourism Management Perspectives, 35, 100694. https://doi.org/10.1016/j.tmp.2020.100694

Gracia, E., Bakker, A. B., & Grau, R. M. (2011). Positive emotions: The connection between customer quality evalua-
tions and loyalty. Cornell Hospitality Quarterly, 52(4), 458–465. https://doi.org/10.1177/1938965510395379

Hair, J., & Alamer, A. (2022). Partial Least Squares Structural Equation Modeling (PLS-SEM) in second language and 
education research: Guidelines using an applied example. Research Methods in Applied Linguistics, 1(3), 100027. 
https://doi.org/10.1016/j.rmal.2022.100027

Hair, J., Jr, Hair, Jr, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2021). A primer on partial least squares structural 
equation modeling (PLS-SEM). Sage Publications.

Hair, J. F., Jr, Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares structural equation modeling 
(PLS-SEM): An emerging tool in business research. European Business Review, 26(2), 106–121. https://doi.org/10.1108/
EBR-10-2013-0128

Henseler, J. (2020). Composite-based structural equation modeling: Analyzing latent and emergent variables. Guilford Publications.
Horng, J. S., & Hsu, H. (2021). Esthetic Dining Experience: The relations among aesthetic stimulation, pleasantness, 

memorable experience, and behavioral intentions. Journal of Hospitality Marketing & Management, 30(4), 419–437. 
https://doi.org/10.1080/19368623.2021.1859425

Hosany, S., & Witham, M. (2010). Dimensions of cruisers’ experiences, satisfaction, and intention to recommend. 
Journal of Travel Research, 49(3), 351–364. https://doi.org/10.1177/0047287509346859

Hossain, M. S., Sambasivan, M., Abuelhassan, A. E., & Khalifa, G. S. A. (2023). Factors influencing customer citizenship 
behaviour in the hospitality industry. Annals of Leisure Research, 26(1), 65–88. https://doi.org/10.1080/11745398.20
20.1850302

Huang, E. (2012). Online experiences and virtual goods purchase intention. Internet Research, 22(3), 252–274. https://
doi.org/10.1108/10662241211235644

Huang, Y. C., Backman, S. J., Backman, K. F., & Moore, D. (2013). Exploring user acceptance of 3D virtual worlds in 
travel and tourism marketing. Tourism Management, 36, 490–501. https://doi.org/10.1016/j.tourman.2012.09.009

Hung, W. L., Lee, Y. J., & Huang, P. H. (2016). Creative experiences, memorability and revisit intention in creative 
tourism. Current Issues in Tourism, 19(8), 763–770. https://doi.org/10.1080/13683500.2013.877422

Jacoby, J. (2002). Stimulus-organism-response reconsidered: An evolutionary step in modeling (consumer) behavior. 
Journal of Consumer Psychology, 12(1), 51–57. https://doi.org/10.1207/S15327663JCP1201_05

Jones, D. L., Day, J., & Quadri-Felitti, D. (2013). Emerging definitions of boutique and lifestyle hotels: A Delphi study. 
Journal of Travel & Tourism Marketing, 30(7), 715–731. https://doi.org/10.1080/10548408.2013.827549

Kim, J.-H. (2010). Development of a scale to measure memorable tourism experiences. European Journal of Tourism 
Research, 3(2), 123–126. https://doi.org/10.54055/ejtr.v3i2.54

https://doi.org/10.1016/j.jbusres.2016.06.002
https://doi.org/10.1509/jmkg.73.3.052
https://doi.org/10.1016/j.jbusres.2020.02.014
https://doi.org/10.1016/j.jhtm.2020.01.016
https://doi.org/10.1016/j.tourman.2012.11.015
https://doi.org/10.1016/j.ijhm.2018.06.012
https://doi.org/10.1016/j.jhtm.2020.05.001
https://doi.org/10.31234/osf.io/s8zxm
https://doi.org/10.1177/002224378101800104
https://www.futuremarketinsights.com/reports/boutique-hotel-Sectoroutlook#:∼:text=The%20Boutique%20Hotel%20Market%20is%20currently,US%24%2093.37%20Billion%20in%202022
https://www.futuremarketinsights.com/reports/boutique-hotel-Sectoroutlook#:∼:text=The%20Boutique%20Hotel%20Market%20is%20currently,US%24%2093.37%20Billion%20in%202022
https://www.futuremarketinsights.com/reports/boutique-hotel-Sectoroutlook#:∼:text=The%20Boutique%20Hotel%20Market%20is%20currently,US%24%2093.37%20Billion%20in%202022
https://doi.org/10.1016/j.jhtm.2021.11.017
https://doi.org/10.1016/j.jhtm.2021.11.017
https://doi.org/10.1080/1743873X.2020.1756834
https://doi.org/10.1016/j.tmp.2020.100694
https://doi.org/10.1177/1938965510395379
https://doi.org/10.1016/j.rmal.2022.100027
https://doi.org/10.1108/EBR-10-2013-0128
https://doi.org/10.1108/EBR-10-2013-0128
https://doi.org/10.1080/19368623.2021.1859425
https://doi.org/10.1177/0047287509346859
https://doi.org/10.1080/11745398.2020.1850302
https://doi.org/10.1080/11745398.2020.1850302
https://doi.org/10.1108/10662241211235644
https://doi.org/10.1108/10662241211235644
https://doi.org/10.1016/j.tourman.2012.09.009
https://doi.org/10.1080/13683500.2013.877422
https://doi.org/10.1207/S15327663JCP1201_05
https://doi.org/10.1080/10548408.2013.827549
https://doi.org/10.54055/ejtr.v3i2.54


Cogent Business & Management 15

Kim, J., & Lennon, S. J. (2013). Effects of reputation and website quality on online consumers’ emotion, perceived risk 
and purchase intention: Based on the stimulus-organism-response model. Journal of Research in Interactive 
Marketing, 7(1), 33–56. https://doi.org/10.1108/17505931311316734

Kim, W. G., Ma, X., & Kim, D. J. (2006). Determinants of Chinese hotel customers’e-satisfaction and purchase inten-
tions. Tourism Management, 27(5), 890–900. https://doi.org/10.1016/j.tourman.2005.05.010

Kim, J. H., Ritchie, J. B., & McCormick, B. (2012). Development of a scale to measure memorable tourism experiences. 
Journal of Travel Research, 51(1), 12–25. https://doi.org/10.1177/0047287510385467

Kline, R. B. (2023). Principles and practice of structural equation modeling. Guilford publications.
Kock, N., & Lynn, G, Texas A&M International University. (2012). Lateral collinearity and misleading results in 

variance-based SEM: An illustration and recommendations. Journal of the Association for Information Systems, 13(7), 
546–580. https://doi.org/10.17705/1jais.00302

Lee, W., & Chhabra, D. (2015). Heritage hotels and historic lodging: Perspectives on experiential marketing and sus-
tainable culture. Journal of Heritage Tourism, 10(2), 103–110. https://doi.org/10.1080/1743873X.2015.1051211

Loureiro, S. M. C., Rita, P., & Sarmento, E. M. (2020). What is the core essence of small city boutique hotels? International 
Journal of Culture, Tourism and Hospitality Research, 14(1), 44–62. https://doi.org/10.1108/IJCTHR-01-2019-0007

Mcintosh, A. J., & Siggs, A. (2005). An exploration of the experiential nature of boutique accommodation. Journal of 
Travel Research, 44(1), 74–81. https://doi.org/10.1177/0047287505276593

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology. MIT.
Melo, M., Goncalves, G., Monteiro, P., Coelho, H., Vasconcelos-Raposo, J., & Bessa, M. (2022). Do multisensory stimuli 

benefit the virtual reality experience? A systematic review. IEEE Transactions on Visualization and Computer Graphics, 
28(2), 1428–1442. https://doi.org/10.1109/TVCG.2020.3010088

Oh, H., Fiore, A. M., & Jeoung, M. (2007). Measuring experience economy concepts: Tourism applications. Journal of 
Travel Research, 46(2), 119–132. https://doi.org/10.1177/0047287507304039

Pine, B. J., & Gilmore, J. H. (1998). Welcome to the experience economy (Vol. 76, No. 4, pp. 97–105). Harvard Business 
Review Press.

Pine, B., & Gilmore, J. H. (1999). The experience economy. Harvard Business School Press.
Pourabedin, Z., Mahony, T., & Pryce, J. (2022). Towards developing a multisensory scale to capture attributes of heritage 

boutique hotels. In Community empowerment, sustainable cities, and transformative economies (pp. 355–375). Springer.
Quadri-Felitti, D. L., & Fiore, A. M. (2013). Destination loyalty: Effects of wine tourists’ experiences, memories, and 

satisfaction on intentions. Tourism and Hospitality Research, 13(1), 47–62. https://doi.org/10.1177/1467358413510017
Quadri-Felitti, D., Su, N., & Day, J. (2022). Consumer perspectives of boutique and lifestyle hotels: Is there a differ-

ence? Tourism and Hospitality Research, 22(3), 349–361. https://doi.org/10.1177/14673584211054605
Radojevic, T., Stanisic, N., Stanic, N., & Davidson, R. (2018). The effects of traveling for business on customer satisfac-

tion with hotel services. Tourism Management, 67, 326–341. https://doi.org/10.1016/j.tourman.2018.02.007
Rahimian, S., ShamiZanjani, M., Manian, A., & Esfidani, M. R. (2021). A framework of customer experience manage-

ment for hotel industry. International Journal of Contemporary Hospitality Management, 33(5), 1413–1436. https://
doi.org/10.1108/IJCHM-06-2020-0522

Rajadurai, I. J., Sivakumar, V. J., Balakrishnan, J., & Arul Doss, S. P. S. (2023). Exploring the role of experience intensi-
fication autobiographical memory and nostalgia in the relationship between experience and behavioural inten-
tion. Annals of Leisure Research, 26(1), 162–182. https://doi.org/10.1080/11745398.2021.1915167

Rismawati, R., & Sitepu, E. S, Politeknik Negeri Medan. (2021). The influence of service quality, destination image, and 
memorable experience on revisit intention with Intervening variables tourist satisfaction. International Journal of 
Applied Sciences in Tourism and Events, 5(1), 77–87. https://doi.org/10.31940/ijaste.v5i1.2097

Rungroueng, T., & Monpanthong, P. (2023). A confirmation of elemental factor toward perceived port quality. ABAC 
Journal, 43(4), 113–134. https://doi.org/10.59865/abacj.2023.56

Şahin, A., & Kılıçlar, A. (2023). The effect of tourists’ gastronomic experience on emotional and cognitive evaluation: 
An application of SOR paradigm. Journal of Hospitality and Tourism Insights, 6(2), 595–612. https://doi.org/10.1108/
JHTI-09-2021-0253

Saricam, C. (2023). Analyzing the influence of store atmospherics on younger generation in apparel retail market with an 
extended SOR model. Journal of Global Fashion Marketing, 14(2), 143–156. https://doi.org/10.1080/20932685.2022.2032794

Schmitt, B., & Zarantonello, L. (2013). Consumer experience and experiential marketing: A critical review. Review of 
Marketing Research, 10, 25–61.

Şeker, F., & Kamil, U. N. U. R. (2022). The experience economy analysis of distinct destinations. Journal of Multidisciplinary 
Academic Tourism, 7(2), 31–43. https://doi.org/10.31822/jomat.2022-7-2-31

Seligman, M. E., & Csikszentmihalyi, M. (2000). Positive psychology: An introduction (Vol. 55, No. 1, p. 5). American 
Psychological Association. https://doi.org/10.1037/0003-066X.55.1.5

Sitepu, E. S., Agus, R., Nasution, H. P., Khalid, N. R. B., Zainudin, A. H. B., & Hassan, J. B. (2020). The role of sustainable 
tourism development on tourist satisfaction and revisit intention [Paper presentation]. Prosiding International TVET 
Academic Research Conference.

Smith, L. (2020). Emotional heritage: Visitor engagement at museums and heritage sites. Routledge.
Song, J., & Qu, H. (2017). The mediating role of consumption emotions. International Journal of Hospitality Management, 

66, 66–76. https://doi.org/10.1016/j.ijhm.2017.06.015

https://doi.org/10.1108/17505931311316734
https://doi.org/10.1016/j.tourman.2005.05.010
https://doi.org/10.1177/0047287510385467
https://doi.org/10.17705/1jais.00302
https://doi.org/10.1080/1743873X.2015.1051211
https://doi.org/10.1108/IJCTHR-01-2019-0007
https://doi.org/10.1177/0047287505276593
https://doi.org/10.1109/TVCG.2020.3010088
https://doi.org/10.1177/0047287507304039
https://doi.org/10.1177/1467358413510017
https://doi.org/10.1177/14673584211054605
https://doi.org/10.1016/j.tourman.2018.02.007
https://doi.org/10.1108/IJCHM-06-2020-0522
https://doi.org/10.1108/IJCHM-06-2020-0522
https://doi.org/10.1080/11745398.2021.1915167
https://doi.org/10.31940/ijaste.v5i1.2097
https://doi.org/10.59865/abacj.2023.56
https://doi.org/10.1108/JHTI-09-2021-0253
https://doi.org/10.1108/JHTI-09-2021-0253
https://doi.org/10.1080/20932685.2022.2032794
https://doi.org/10.31822/jomat.2022-7-2-31
https://doi.org/10.1037/0003-066X.55.1.5
https://doi.org/10.1016/j.ijhm.2017.06.015


16 A. KOKKHANGPLU AND P. AUEMSUVARN

Sthapit, E., & Coudounaris, D. N. (2018). Memorable tourism experiences: Antecedents and outcomes. Scandinavian 
Journal of Hospitality and Tourism, 18(1), 72–94. https://doi.org/10.1080/15022250.2017.1287003

Supriyanto, A., Wiyono, B. B., & Burhanuddin, B. (2021). Effects of service quality and customer satisfaction on loyalty 
of bank customers. Cogent Business & Management, 8(1), 1937847. https://doi.org/10.1080/23311975.2021.1937847

Suryawan, T. G. A. W. K., Meryawan, I. W., Sumerta, K., & Idayanti, I. D. A. A. E. (2024). The mediating role of positive 
emotion in the nexus of marketing strategies and sustainable marine tourism: Study on coral reef conservation 
area at Mengiat Beach, Bali. Jurnal Indonesia Sosial Teknologi, 5(5), 2082–2097. https://doi.org/10.59141/jist.v5i5.1056

Thanh, T. V., & Kirova, V. (2018). Wine tourism experience: A netnography study. Journal of Business Research, 83, 
30–37. https://doi.org/10.1016/j.jbusres.2017.10.008

Tung, V. W. S., & Ritchie, J. B. (2011). Exploring the essence of memorable tourism experiences. Annals of Tourism 
Research, 38(4), 1367–1386. https://doi.org/10.1016/j.annals.2011.03.009

Van de Vijver, F. J., & Leung, K. (2000). Methodological issues in psychological research on culture. Journal of 
Cross-Cultural Psychology, 31(1), 33–51. https://doi.org/10.1177/0022022100031001004

Veloso, M., & Gomez-Suarez, M. (2023). Customer experience in the hotel industry: a systematic literature review and 
research agenda. International Journal of Contemporary Hospitality Management, 35(8), 3006–3028. https://doi.
org/10.1108/IJCHM-04-2022-0517

Wolter, J. S., Bock, D., Smith, J. S., & Cronin, J. J.Jr, (2017). Creating ultimate customer loyalty through loyalty convic-
tion and customer-company identification. Journal of Retailing, 93(4), 458–476. https://doi.org/10.1016/j.jre-
tai.2017.08.004

Xiang, K., Zhang, H., & Qiao, G. (2022). How to create interactive rituals: Key factors and strategic configurations for 
host-guest interaction in boutique hotels. Journal of Hospitality and Tourism Management, 52, 428–438. https://doi.
org/10.1016/j.jhtm.2022.08.002

Yi, S., & Jai, T. (2020). Impacts of consumers’ beliefs, desires and emotions on their impulse buying behavior: 
Application of an integrated model of belief-desire theory of emotion. Journal of Hospitality Marketing & 
Management, 29(6), 662–681. https://doi.org/10.1080/19368623.2020.1692267

Walls, A., Okumus, F., Wang, Y., & Kwun, D. J. W. (2011). Understanding the consumer experience: An exploratory 
study of luxury hotels. Journal of Hospitality Marketing & Management, 20(2), 166–197. https://doi.org/10.1080/193
68623.2011.536074

Zhu, L., Li, H., Wang, F. K., He, W., & Tian, Z. (2020). How online reviews affect purchase intention: a new model based 
on the stimulus-organism-response (S-O-R) framework. Aslib Journal of Information Management, 72(4), 463–488. 
https://doi.org/10.1108/AJIM-11-2019-0308

Zikmund, W. G., Babin, B. J., Carr, J. C., & Griffin, M. (2013). Business research methods. Cengage Learning.

Appendix 

Table A1.  Cross loading.
Items codes EDU ENT EST ESC ME PE CL

EDU2 0.87 0.48 0.44 0.43 0.60 0.55 0.43
EDU3 0.90 0.48 0.53 0.48 0.62 0.61 0.49
EDU4 0.92 0.50 0.44 0.48 0.59 0.60 0.39
ENT1 0.50 0.90 0.39 0.32 0.41 0.45 0.40
ENT2 0.55 0.94 0.37 0.38 0.46 0.47 0.36
ENT3 0.43 0.90 0.29 0.24 0.33 0.41 0.34
EST1 0.47 0.30 0.84 0.54 0.56 0.57 0.51
EST2 0.43 0.40 0.84 0.54 0.56 0.57 0.51
EST3 0.33 0.21 0.82 0.44 0.52 0.42 0.43
EST4 0.48 0.35 0.82 0.45 0.54 0.51 0.50
ESC1 0.31 0.24 0.45 0.79 0.56 0.57 0.57
ESC2 0.42 0.25 0.47 0.88 0.58 0.63 0.60
ESC3 0.56 0.38 0.59 0.87 0.59 0.71 0.59
ME1 0.49 0.35 0.49 0.46 0.78 0.51 0.49
ME2 0.48 0.31 0.50 0.57 0.82 0.59 0.55
ME3 0.58 0.39 0.57 0.62 0.86 0.63 0.59
ME4 0.57 0.36 0.53 0.48 0.76 0.59 0.47
ME5 0.63 0.40 0.61 0.65 0.89 0.69 0.64
PE1 0.51 0.32 0.54 0.65 0.60 0.82 0.62
PE2 0.57 0.53 0.47 0.60 0.57 0.83 0.62
PE3 0.44 0.36 0.44 0.50 0.48 0.77 0.50
CL1 0.47 0.36 0.57 0.62 0.69 0.75 0.90
CL2 0.44 0.34 0.42 0.60 0.52 0.67 0.89
CL3 0.37 0.37 0.58 0.61 0.56 0.62 0.86

https://doi.org/10.1080/15022250.2017.1287003
https://doi.org/10.1080/23311975.2021.1937847
https://doi.org/10.59141/jist.v5i5.1056
https://doi.org/10.1016/j.jbusres.2017.10.008
https://doi.org/10.1016/j.annals.2011.03.009
https://doi.org/10.1177/0022022100031001004
https://doi.org/10.1108/IJCHM-04-2022-0517
https://doi.org/10.1108/IJCHM-04-2022-0517
https://doi.org/10.1016/j.jretai.2017.08.004
https://doi.org/10.1016/j.jretai.2017.08.004
https://doi.org/10.1016/j.jhtm.2022.08.002
https://doi.org/10.1016/j.jhtm.2022.08.002
https://doi.org/10.1080/19368623.2020.1692267
https://doi.org/10.1080/19368623.2011.536074
https://doi.org/10.1080/19368623.2011.536074
https://doi.org/10.1108/AJIM-11-2019-0308

	Understanding customer experiences insights in boutique hotels: a case study from Thailand
	ABSTRACT
	1. Introduction
	2. Literature review and theoretical framework
	2.1. Stimulusorganismresponse (S-O-R) theory
	2.2. Customer experiences as stimuli
	2.3. Positive emotion as an organism
	2.4. Customer loyalty as a response

	3. Methodology
	3.1. Sample and data collection
	3.2. Measurement development
	3.3. Data analysis and results
	3.3.1. Sociodemographic profile
	3.3.2. Measurement model/outer model
	3.3.3. Path analysis/hypothesis testing/inner model


	4. Conclusion and discussion
	5. Theoretical and practical implications
	5.1. Theoretical contributions
	5.2. Practical contributions

	6. Limitations and future research
	Acknowledgement
	Authors contributions
	Disclosure statement
	Ethical approval
	Informed consent statement
	Funding
	About the authors
	ORCID
	Data availability statement
	References


