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Management, Universiti Teknologi Mara, Shah Alam, Malaysia

ABSTRACT

This study contains two primary research aims. The first objective is to investigate the
structure, dimensions, and indicators of experience quality at glamping resorts.
Additionally, the study aims to analyze the interconnections between experience
quality, trust, satisfaction, engagement, and customer loyalty at glamping resorts in
Indonesia. This study combines the customer relationship quality and experience-
engagement models to answer the proposed objectives. The data for this study were
collected from several glamping resorts in East Java, Indonesia, with a total of 452
participants. The research was carried out in two phases. In the initial phase, the data
was analyzed using Exploratory Factor Analysis (EFA). The findings indicate that the
quality of the glamping experience is a multi-dimensional construct consisting of
service attributes, glamping attributes, and access quality. The study employed Partial
Least Square (PLS) to examine the correlations between variables in the second stage.
The results suggest that the quality of the glamping experience plays a significant role
in shaping consumer satisfaction, trust, and engagement. Furthermore, this study
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demonstrates that satisfaction, trust, and engagement mediate the effects of the quality
of glamping experiences on customer loyalty. Upon the completion of research
objectives, this study contributes to both theoretical and practical contributions.

Introduction

There has been a rise in the popularity of nature-based tourism and outdoor hospitality in recent years.
Nature-based tourism is regarded as a method of seeking respite from the fast-paced and chaotic met-
ropolitan lifestyle and instead relishing in the company of loved ones amidst a serene natural setting
while participating in soothing recreational pursuits. This signifies an increasing inclination among indi-
viduals to pursue genuine encounters that enable them to establish a connection with the natural world,
providing them with a means to alleviate stress and escape from their everyday schedules. This notion
embodies a profound desire to reconnect with nature, in search of serenity, exploration, and experiences
that nourish the soul, while also advocating for well-being through engagement with the natural world.
Recently, the growing inclination towards reconnecting with nature has resulted in glamping tourism
being a popular choice among customers. The emergence of glamping tourism is closely linked to the
expansion of glamping resorts. In response to the increasing demand from consumers for glamping
experiences, hotel and resort management is engaging in competition to establish lodgings that incor-
porate the glamping idea for their clientele. This has resulted in competition among managers of glamp-
ing resorts. In the realm of marketing, the crucial factor for a corporate organization to endure is the
establishment of a devoted customer base. Implementing strategies to foster loyalty has proven advan-
tageous for numerous firms. A loyal client is someone who intends to make repeat purchases and spread
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positive word-of-mouth about a product or service (Andreassen & Lindestad, 1998). Furthermore, devoted
clients generate higher earnings since the firm does not have to invest significant resources in attracting
new customers (Oliver, 2010). Likewise, the tourism industry has generally recognized the significance of
fostering loyalty. Suhartanto et al. (2020) proposed that establishing customer loyalty is crucial for bol-
stering sustained performance in this demanding context. Therefore, it is thought that glamping resort
management should foster and improve client loyalty.

Studies in the service marketing showed the importance of experience - engagement model in the
formation of customer loyalty. The concept of experience — engagement model argues that the interac-
tion between customer and service providers will generate emotional bonding, which finally creates the
intention to revisit or not. Studies, in services and hospitality domain explained that customers experi-
encing high-quality experiences will have high emotional bonding that will form an intention to revisit
and recommend the service provider to other customers (Chen & Rahman, 2018; A.S Hussein, 2018b;
Rather, 2020). While service and hospitality studies have explored the experience—engagement model in
various domains, scholars still have no agreement about the structure, dimensions, and indicators of
experience quality since this construct is recognized as a culture-base construct (Hussein, 2018b; Lemke
et al, 2011). Scholars (A. S Hussein & Hapsari, 2021; A.S Hussein, 2018b; H. C. Wu et al.,, 2019) argued
that experience quality will have different structure, dimensions and indicators based on the culture and
industry setting. Hence, there is a need to explore the structure, dimensions, and indicators of Indonesia’s
glamping resort experiential quality.

In addition to the form of experience quality construct, another research gap was found in the liter-
ature regarding the role of experience - engagement model in the formation of customer loyalty.
Scholars such as H.-C. Wu and Ai (2016) and A. S Hussein and Hapsari (2021) argued that experience
quality is a superior affective evaluation toward the interaction between service provider and customer
and customer engagement is the emotional bonding between these two actors (Hapsari et al., 2017).
However, in order to predict loyalty, these experience and engagement are not enough. Scholars (Oly
Ndubisi, 2007a; Rauyruen & Miller, 2007) suggested that in creating loyalty, customers will evaluate their
relationship with the service provider after experiencing particular experience. The results of this evalu-
ation will affect the loyalty of the customer. Hence, it is believed that the quality of the relationship
between the customer and service provider is important. Oly Ndubisi (2007b) contends that relationship
quality is an overall customer’s impression of the relationship established with the providers. Wu and
Cheng (2018) explain that relationship quality is a cognitive evaluation of consumer and provider inter-
actions. Previous studies have found the crucial effects of relationship quality on loyalty (Mullins et al.,
2014; Oly Ndubisi, 2007b; H.-C. Wu & Cheng, 2018).

Although previous studies have suggested the importance of the experience-engagement model and
relationship quality model in creating customer loyalty, there has been a lack of published studies that
have integrated these two concepts into a single comprehensive model in examining the creation of
glamping customer loyalty. Integrating these two concepts into a single comprehensive concept would
provide better insight into the formation of customer loyalty, especially in the context of glamping
tourism. This comprehensive model emphasizes the interplay between tourists and glamping tourism
providers in cultivating favorable perceptions, which then cultivate robust emotional connections.
Memorable and enjoyable experiences are achieved by the provision of high-quality service, customized
attention, and efficient communication throughout the visitors’ stay. These beneficial interactions con-
tribute to visitors developing a positive perception of the glamping site, resulting in them feeling cher-
ished and respected. Consequently, an emotional bond is formed, turning a mere visit into a significant
relationship. The establishment of this emotional connection is vital as it amplifies client allegiance,
promoting recurring visits and favorable word-of-mouth endorsements. In conclusion, the model shows
that glamping providers can achieve long-term success by giving importance to pleasant interactions
and emotional involvement, which leads to increased customer retention and advocacy. In addition,
integrating these two concepts into a single comprehensive model would increase the model’s predic-
tive power (Hussein, 2018a). This comprehensive approach offers a comprehensive knowledge of how
superior, captivating encounters result in robust, favorable relationships. As a result, it provides a more
distinct understanding of the process of creating and fostering client loyalty in the glamping industry.
This dual methodology not only improves our theoretical comprehension but also offers practical
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recommendations for glamping providers seeking to foster enduring loyalty and advocacy among their
consumers. By harnessing the advantages of both models, the all-encompassing framework can forecast
customer behavior with greater accuracy and pinpoint the crucial aspects that influence loyalty in the
glamping industry.

Based on the research background, this study aims to explore the structure, dimensions, and indi-
cators of glamping experiential quality. In addition, this study proposes a comprehensive conceptual
model to explain the formation of glamping customer loyalty by integrating the relationship quality
model and experience—engagement model. Upon the completion of the research objectives, this
study offers theoretical and practical contributions. For theoretical contribution, this study discovers
the structure, dimensions, and indicators of glamping experiential quality. This study also provides a
model describing the development of glamping customer loyalty. For practical contribution, this study
suggests tourism practitioners enhance customer loyalty, especially in the context of glamping
tourism.

Literature review
Customer loyalty

Customer loyalty is the main goal of the notion of relationship quality. For a business organization, hav-
ing loyal customers is a benefit. Loyal customers offer a tangible advantage for the business organization
(Andreassen & Lindestad, 1998). Specifically, loyal customers will be more likely to repurchase from the
same providers and also deliver the positive word of mouth to other people. Studies in service market-
ing showed that many scholars have discussed customer loyalty in various hospitality sectors (Alves
et al, 2019; Suhartanto et al., 2020; H.-C. Wu & Li, 2017). These studies argued that loyal customers will
voluntarily revisit the destination in the future and recommend the destination to other potential
customers.

Marketing literature suggests three approaches to loyalty. The first approach is behavioral loyalty.
Behavioral loyalty is a loyalty concept that considers a loyal customer based on the actual behavior.
Although behavioral loyalty measures loyalty based on the actual behavior, the measures are difficult to
do since purchasing is random and complex (Suhartanto et al., 2013). The second approach is attitudinal
loyalty or behavioral intention. The concept of behavioral intention believes that loyalty is based on an
individual’s intentions and beliefs (A. S Hussein & Hapsari, 2021). Service marketing and hospitality stud-
ies normally use the notion of behavioral intention to reflect customer loyalty. The last approach to
loyalty is composite loyalty. The composite loyalty concept explains that loyalty is the combination
between an individual’s attitude and actual behavior to be loyal. Based on these three approaches, this
study measures customer loyalty through the behavioral intention approach, as previous studies in tour-
ism and hospitality employ this concept to measure loyalty (A. S Hussein & Hapsari, 2021; H.-C. Wu, 2017;
H.-C. Wu & Cheng, 2018).

Experience - engagement model

Several studies have indicated the essential roles of the experience-engagement model in affecting cus-
tomer loyalty (Hussein et al., 2023; Mohd-Ramly & Omar, 2017; Rather, 2020). Previous studies explain
that high-quality interactions between providers and customers create emotional bonding, which leads
to loyalty.

As an important component of the Experience - Engagement Model, experience quality is the out-
come of a superior evaluation of customers’ and service providers’ direct contacts (H.-C. Wu et al., 2017).
There is no consensus among marketing professionals regarding the structure, dimensions, and indica-
tors of Experiential Quality, even though it plays a significant role in customer loyalty formation (A. S
Hussein & Hapsari, 2021; A.S Hussein, 2018a; H. C. Wu & Cheng, 2019). Since Experiential Quality is a
culture-based construct, its dimensions and indicators change depending on the industrial context
(Lemke et al,, 2011). An exploratory study must be done to determine the construct’s form, structure,
and dimensions to get a comprehensive knowledge of the nature of Glamping Experiential Quality,
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Hollebeek (2011) believes that customer engagement is a person’s psychological state based on an
interactive and creative customer experience with a particular brand. Since customer engagement is cus-
tomers’ emotional connection with particular businesses, customer engagement is an active activity
(Raditha Hapsari et al., 2020). The expert explained that consumer involvement consists of three crucial
factors. They are activation, cognition, and emotion (Raditha Hapsari et al., 2020; Islam et al., 2019).

Relationship quality

Managing a long-term relationship with customers is the goal of every marketer (Bhat et al., 2018; Oly
Ndubisi, 2007b). Marketing knowledge suggests relationship quality as the concept to enhance a
long-term relationship (Crosby et al., 1990; Farooqi, 2014). H.-C. Wu and Cheng (2018) contend that rela-
tionship quality is a cognitive evaluation of the interaction between the consumer and provider. In this
approach, the consumer would anticipate future provider performance based on the provider's past per-
formance in order to meet consumer expectations (Wong & Sohal, 2002). The more capable the service
provider meet consumer expectations, the longer relationship will be enhanced.

Several researchers have studied the link between relationship quality and customer loyalty.
Nevertheless, scholars continue to argue about the structure of this construct (Jin et al., 2013; Tseng,
2021). Scholars such as Jin et al. (2013) and Tseng (2021) indicated that relationship quality is a single
order construct while other scholars contend that it is a multi-dimensional construct (H.-C. Wu et al.,
2019; Wu & Cheng, 2018) with satisfaction and trust as the dimensions (Oly Ndubisi, 2007b). This study
examines relationship quality as a multidimensional construct in order to gain a deeper understanding
of its relevance in the context of glamping resort. Consequently, this study particularly examines the role
of customer trust and satisfaction as a proxy for relationship quality.

Hypothesis and model development

The conceptual model generated in this study is based on integrating the relationship quality model and
experience—engagement model. The next section will discuss the proposed hypotheses.

Studies in service marketing suggested that customer experiential quality is the important determi-
nant of customer engagement. The study of A. S Hussein and Hapsari (2021) found that customer’s
experience upon visiting heritage tourism destination significantly affects the engagement. Similar to this
study, the study in 5 stars hotel in Iran revealed the important of customer experience in creating cus-
tomer engagement (NasarAmini Jeloudarlou et al., 2022). Jiang et al. (2024) explained that the experi-
ence obtained by customers after visiting rural tourism destination significantly affects their engagement.
These studies suggested that the better quality of experience, the higher the engagement.

In addition to its impact on engagement, experiential quality also has a significant impact on cus-
tomer satisfaction. Customers obtaining positive experiences will be more satisfied than those who do
not. Lee et al. (2011) indicated that international customers’ experiences in Korea have a substantial
impact on their contentment. In addition to this study, Suhartanto et al. (2020) highlighted the critical
significance of experience in determining the satisfaction of customers visiting a creative tourism site.
Tourist satisfaction depends on outdoor tourism experience. Well-maintained infrastructure, immersive
activities, and clean natural landscapes boost visitor satisfaction (Mehmetoglu & Engen, 2011). Recent
studies have demonstrated that tourists are more satisfied and more likely to return and promote a
destination if their outdoor experiences exceed expectations (Prayag et al, 2017). Personalized and
unique experiences that connect tourists to environment and local culture enhance happiness and make
travel memorable (Ali et al., 2016). Thus, outdoor tourism must provide high-quality experiences to sat-
isfy tourists.

Marketing literature describes that customer experience significantly affects customer trust (Hussein
et al., 2023; Rajaobelina et al., 2018; H.-C. Wu, 2017). According to these studies, customers will trust a
service provider if they have a positive experience. The better the experiential quality is, the higher the
customer trust will be. While, several studies have determined the important of experiential quality in
creating customer trust, lack of published studies have investigated the relationship between this two
variable in the area of tourism industry (Wang et al.,, 2021; H.-C. Wu et al,, 2016). Hence, there is a need
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to investigate further the effect of customer experiential quality on customer trust, especially in the
domain of glamping tourism destination.

Based on these previous studies, glamping resort experiential quality is expected to be an important
antecedent of customer engagement, satisfaction, and trust. Thus:

H1: Glamping experiential quality has a significant positive effect in customer engagement
H2: Glamping experiential quality has a significant positive effect on customer satisfaction

H3: Glamping Experiential Quality has a significant positive effect on customer trust

Customer satisfaction is an important element of relationship quality. Previous studies have found a
significant effect of satisfaction on loyalty. Studies in the hospitality industry consistently emphasize the
significant impact of customer satisfaction on loyalty. Research conducted in several locations, such as
Georgia (Akhvlediani et al., 2023), Uttarakhand Garhwal (Bhatt et al., 2022) and Jakarta (Ogunnaike et al.,
2022), highlights the significant impact of customer satisfaction on promoting loyalty. These research
findings emphasize that satisfied customers are more inclined to demonstrate loyalty toward hotels,
resulting in enhanced effectiveness, increased earnings, and long-term economic success. Glamping tour-
ism relies on satisfied customers to build loyalty. Glamping tourists who enjoy their experience are more
likely to return and suggest the destination, increasing brand loyalty. Luxury amenities and unique out-
door experiences produce high satisfaction and emotional bonding with the place (Wang et al., 2020).
This emotional connection encourages return visits and favorable word-of-mouth recommendations,
which are crucial to loyalty in the competitive glamping market (Kim et al., 2012). Building a devoted
glamping tourism consumer base requires excellent customer satisfaction.

In addition to its effect on loyalty, earlier research has demonstrated that customer satisfaction has a
favorable and significant effect on visitor involvement. Huwae et al. (2020) demonstrated that Indonesian
customers’ beach satisfaction greatly affects their beach engagement. The effect of customer satisfaction
on customer engagement was also found by Rasoolimanesh et al. (2019) in their study at customer vis-
iting Kinabalu National Park. Based on these previous studies, it is predicted that customer satisfaction
has relationships with customer loyalty and customer engagement. Hence:

H4: Customer satisfaction has a significant positive effect on customer loyalty

H5: Customer satisfaction has a positive significant effect on customer engagement

In addition to satisfaction, trust is acknowledged as the important element of relationship quality
(Oly Ndubisi, 2007b; Rauyruen & Miller, 2007). As the dimension of relationship quality, marketing lit-
erature noted that trust plays an important role in loyalty creation. Previous research has shown that
customers who trust the service provider to deliver on its promises are more likely to stay loyal
(Hussein et al,, 2023; Marakanon & Panjakajornsak, 2017; Oly Ndubisi, 2007b). The positive significant
effect of customer trust on customer loyalty was also found in several studies in tourism and hospi-
tality domain. Jun and Hwa (2022) explore the impact of customer loyalty on hotel image and trust
in the hotel industry through the creation of shared value (CSV). This study concluded that hotel
companies can enhance customer loyalty by demonstrating their commitment to addressing economic,
social, and environmental issues within the local community. Similar to this study, the study toward
upscale hotels in UK showed that trust has a significant effect in loyalty (Assaker et al., 2020). Aside
from its effect on loyalty, trust has also been identified as an important factor in promoting engage-
ment. Scholars (Agyei et al., 2020; R. Hapsari et al., 2020; Kosiba et al., 2020) contended that the higher
customer trust, the higher customer engagement. While the literature has suggested the importance
of customer trust on customer engagement, a lack of published studies has discussed the relationship
between these variables in the context of the glamping resort. For that reason, there is a need to
explore the relationship between these variables in the domain of the hospitality industry, especially
in the glamping resort. Based on these previous studies:

H6: Customer trust has a significant positive effect on customer loyalty

H7: Customer trust has a significant positive effect on customer engagement.
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As an emotional bonding between customer and brand has a vital role in the formation of loyalty. A
study in the fashion business found that customer engagement significantly affects customer loyalty
(Islam & Rahman, 2016). This study showed that the higher customer engagement is, the higher cus-
tomer loyalty will be. Similar to Islam and Rahman’s study (Islam & Rahman, 2016), Hapsari et al. (2017)
found that airline passengers’ engagement significantly influences loyalty. In the tourism sector,
Rasoolimanesh et al. (2021) found that customer engagement plays an important role in creating cus-
tomer loyalty toward Kinabalu National Park.

H8: Customer engagement has a positive significant effect on customer loyalty

This study predicts that customer satisfaction, trust and engagement are the antecedents of cus-
tomer loyalty. The previous studies showed that three constructs significantly affect customer loy-
alty. As the predictors of customer loyalty, previous studies explained that good experiences will
increase customer satisfaction, trust and engagement. For that reason, it is possibly that customer
satisfaction, customer trust and customer engagement mediate the effect of experiential quality on
customer loyalty.

H9: Glamping experiential quality has an indirect effect on customer loyalty mediated by customer satisfaction
H10: Glamping experiential quality has an indirect effect on customer loyalty mediated by customer trust

H11: Glamping experiential quality has an indirect effect on customer loyalty mediated by customer engagement

Based on the literature review, the conceptual model proposed in this study as depicted by Figure 1.

Methods
Research design

This study is designed to be conducted in two stages to answer the proposed research objectives.
The first stage aims to explore the dimensions and indicators of glamping’s experiential quality. To
generate dimensions and indicators of experience quality, this study conducted three sessions of
focus group discussions (FGDs). Seven to nine participants participated in each FGD session. The FGDs
were conducted for a maximum of 90 minutes, led by a moderator and helped by a note-taker. The
FGDs participants were individuals aged more than 18years old who had visited glamping tourism
destinations at least once during the last 6 months. The results of FGDs were analyzed and formulated
into a questionnaire. The questionnaire was distributed to 250 respondents, and the results were
analyzed by exploratory factor analysis (EFA). The results of the EFA were confirmed with three tour-
ism and hospitality experts.

Customer
Satisfaction

Glamping
Experential
Quality

Customer
Engagement

Tourist
Loyalty

H9 : Glamping Experiential quality has an indirect effect on tourist loyalty mediated by customer satisfaction
H10 : Glamping Experiential quality has an indirect effect on tourist loyalty mediated by customer trust
H11 : Glamping Experiential quality has an indirect effect on tourist loyalty mediated by customer engagement

Figure 1. Conceptual model.
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The second stage’s objective was to validate the structure, dimensions, and indicators of glamping expe-
rience quality created in the first stage. In addition, during this second phase, the relationship between
glamping experience quality, customer satisfaction, customer trust, customer engagement, and customer
loyalty was examined. Data analysis was conducted using the partial least squares (PLS) technique.

Participants

For the first stage, the questionnaire was distributed to 250 respondents. However, only 207 respon-
dents returned the questionnaires, and after the screening, 200 questionnaires were completed and
might be analyzed. The response rate for these returned questionnaires was 80%. According to the
returned questionnaires, 66% of respondents are female; more than 50% have tertiary education; 72%
are aged between 18 and 30years; 46% work in the private sector; and 52% have an income below
IDR 5.000.000 per month.

In the second step, 250 questionnaires were distributed, but only 245 were returned. Only 237 of the
returned questionnaires were completed and could be analyzed. The second stage yielded a response
rate of 94.8%. The demographic profiles that emerged from the second stage are as follows: 66.2% are
female, roughly 56% have tertiary education, 71% are between the ages of 18 and 30, 50% work in the
private sector, and more than 51% earn more than IDR 5.000.000 each month. Table 1 shows the demo-
graphic profiles of the respondents.

The demographic composition of both sub-samples 1 and 2 is primarily comprised of individuals
between the ages of 18 and 30, who possess a university degree and are employed in the private sector.
These characteristics are in line with the inherent attributes of outdoor tourism, such as glamping. People
aged 18 to 30 are generally energetic and enthusiastic about exploring new activities in outdoor set-
tings. Moreover, the fact that the majority of respondents had a tertiary education background enhances
their awareness of alternative tourist trends and their appreciation for experiences that blend nature with
contemporary convenience.

The instruments used in this study have received ethical approval from The Research and Community
Service Agency - Faculty of Economics and Business Universitas Brawijaya (No. 00379/UN10.F0201/B/
PT/2024). In addition, all respondents who participated in this questionnaire survey had verbally con-
firmed their availability and consent. This survey does not request writing consent to ensure the ano-
nymity of respondents. Furthermore, verbal agreements are more common accepted than written
agreements, making verbal consent more culturally suitable from an Indonesian standpoint.

Table 1. Demography of respondents.

Sub Sample 1 Sub Sample 2
Variable n % n %
Gender Male 68 34.0 80 338
Female 132 66.0 157 66.2
Education High school 45 225 51 21.5
D3 20 10.0 25 10.5
S1 109 54.5 132 55.7
S2 23 11.5 26 11.0
S3 3 1.5 3 13
Age 18-30 144 72.0 169 713
31-40 40 20.0 49 20.7
41-50 1 5.5 13 5.5
51-60 2 1.0 2 0.8
> 60 3 1.5 4 1.7
Occupation Government employee 13 6.5 13 5.5
Private employee 92 46.0 111 46.8
Business person 45 22,5 54 22.8
Student 36 18.0 40 16.9
Not working 14 7.0 19 8.0
Income < IDR. 5.000.000 105 52.5 118 49.8
IDR 5.000.000 - IDR 10.000.000 53 26.5 67 283
> IDR 10.000.000 - IDR 15.000.000 20 10.0 25 10.5
> IDR 15.000.000 - IDR 20.000.000 9 45 12 5.1

> IDR 20.000.000 13 6.5 15 6.3
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Measurements

A convenience sampling method with a self-administered questionnaire was employed in this study. For
this study, the questionnaire was divided into two sections. The first section asked about the demogra-
phy of respondents and the second section asked about the constructs measured. Seven-point Likert
scales anchored from strongly disagree (1) to strongly agree (7) were used to measure the construct. The
indicators used were adapted from several studies. Customer Loyalty and Customer Satisfaction were
adapted from Suhartanto et al. (2020), Customer Trust was adapted from Liu et al. (2019), Customer
Engagement was adapted from Hapsari et al. (2017), and Glamping Experiential Quality was the results
of an exploratory study.

Pilot test

A pilot study was done to evaluate the accuracy and consistency of the instruments employed. Content
validity in this study was assessed through the participation of three experts in marketing tourism and
service marketing, along with three professionals in the tourism industry. The content validity assessment
results revealed unanimous agreement among experts that the instruments effectively measured the
targeted variables in a comprehensive manner. Furthermore, this study assessed not only the content
validity but also the construct validity and reliability. The validity test results indicated that all indicators
had loadings over 0.7, and Cronbach’s alpha was higher than 0.7. Thus, it can be inferred that all the
utilized instruments are both valid and reliable.

Data analysis

The data for the first study were analyzed using exploratory factor analysis (EFA). In the second study, the
results from the EFA estimation were integrated with additional constructs to be investigated using the
Partial Least Squares (PLS) technique with smartPLS 3.2. For the PLS analysis, three steps of the investiga-
tion were conducted. They are outer model evaluation, inner model evaluation, and hypothesis test.

For outer model evaluation, this study refers to convergent validity, discriminant validity, and reli-
ability. Convergent validity was reflected by the score of outer loading and the average variance
extracted (AVE). To be free from convergent validity problems, each construct must have an outer
loading of more than 0.7 and an AVE larger than 0.5 (Esposito Vinzi et al., 2010). However, outer load-
ings between 0.4 and 0.699 are acceptable as long as the AVE is greater than 0.5. For the outer load-
ing, less than 0.4 must be removed from the model. For this investigation, the Fornell-Larcker criterion
was employed to identify discriminant validity issues (Esposito Vinzi et al., 2010). To avoid discriminant
validity, the score of the square root of AVE from a concept must be greater than its correlation with
other constructs. Construct reliability was examined through a composite reliability score. Hair et al.
(2018). suggested that a construct must have composite reliability larger than 0.7. To confirm the
robustness of the suggested model, an inner model evaluation was undertaken in addition to an
outer model evaluation. This study included three indicators: coefficient of determination (R2), the
goodness of fit (GoF) index, and predictive relevance (Q2). According to Hair et al. (2018), there is no
specific cutoff value for R2. However, it is argued that the proposed model is more robust as R2
increases. Daryanto et al. (2010) suggested that the GoF Index be divided into three categories. GoF
small = 0.1, GoF medium = 0.25, and GpF large = 0.36. In order to have predictive power, a construct
must have predictive relevance (Q2) larger than 0 (Esposito Vinzi et al., 2010). The third step is hypoth-
esis test. To test the proposed hypotheses, this study set alpha in the level of 5% (t>1.96).

Results

This study addressed two objectives. The first objective aims to explore the dimensions and indicators of
glamping experiential quality, and the second objective is to determine the relationship among glamp-
ing experiential quality, customer satisfaction, customer trust, customer engagement, and customer in
the context of glamping tourism. The following sections discuss the results of this study.
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Study 1: Defining dimensions and indicators glamping experiential quality

Twenty-one indicators related to glamping experiential quality were generated as the results of FGDs.
The results of FGDs were analyzed and transformed into a list of questions. The questionnaire was dis-
tributed to the target participants and was analyzed by using Exploratory Factor Analysis (EFA). The find-
ings indicated that three dimensions were generated based on 21 indicators. These 21 indicators have
loading factors varying between 0.504 and 0.813. According to Hair et al. (2018), the factor loading score
between 0.5 and 0.7 are acceptable. The KMO and Bartlett’s Test showed 0.929 with a probability score
below 0.05. Table 2 demonstrated the results of EFA.

The results of the EFA were validated by three tourism and hospitality specialists. This validation
establishes three facets of glamping experiential quality: service attributes, glamping attributes, and
accessibility.

1. Service Attributes — service attributes are the services provided by a glamping tourism provider.
Service Attributes include both tangible and intangible aspects in addition to the attitude and capa-
bility of service providers to assist guests, regulations, and guidelines established by service provid-
ers, as well as the cleanliness, completeness, and comfort of the given facilities.

2. Glamping Attributes - Glamping attributes are common characteristics of glamping tourism, such
as décor, ambiance, parking, a beautiful site, and proximity to nature.

3. Accessibility — Accessibility refers to the components of access that make it easier for customers to
enjoy a glamping vacation, such as the convenience of reaching sites, access to services, the oppor-
tunity to engage with other customers, and access to facilities for engaging in activities offered.

Study 2: Determining the relationship between glamping experiential quality, customer
satisfaction, customer trust, customer engagement, and customer loyalty

Partial Least Squares (PLS) is used by this study to address the second research objective. Prior evaluating
the relationship between variables, the outer model and inner model are evaluated to confirm the reli-
ability of the measurements and the proposed model. This section will discuss the results of data analysis.

A. Outer model evaluation

An outer model evaluation was conducted to confirm the measurements used in this study. The outer
model evaluation indicated that the measurements used do not have convergent validity problems. For
this study, the outer loading for each item varies between 0.666 and 0.930. In addition, the scores of

Table 2. Exploratory factor analysis.

Service attribute Glamping attribute Accessibility

SA1 753

SA2 772

SA3 738

SA4 813

SA5 725

SA6 612

SA7 .689

SA8 514

SA9 678

SA10 676

GA1 .524

GA2 .547

GA3 .520

GA4 775

GA5 797

GA6 775

ACC1 527
ACC2 .542
ACC3 .835
ACC4 .505

ACC5 .504
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average variances extracted (AVE) range between 0.535 and 0.749. For discriminant validity evaluation,
the results of the Fornell-Larcker test indicated that the square root of the AVE of each construct is larger
than its correlation with other variables. These results imply no concern with discriminant validity.
Reliability was evaluated through the score of composite reliability. The scores of composite reliability for
this study are larger than 0.70. Based on the results of convergent validity, discriminant validity and
composite reliability, it is believed that the measurements used in this study are valid and reliable. Table
3 summarizes the results of the outer model evaluation.

B. Inner model evaluation

The structural model was evaluated using coefficient determination (RA2), predictive relevance (QA2), and
Goodness of Fit (GoF) Index. Based on the estimations, the value of RA2 varies between 0.65 and 0.74.
Since PLS is predictive, there is no minimum RA2 value required (Hair et al., 2018). It is suggested that the
higher RA2 score is, the better the structural model will be. According to Hair et al., for a construct to have
predictive potential, it must have a QA2 value. This study’s QA2 value for all constructions is more than 0
(QA2>0). Consequently, it may be inferred that all constructs possess the predictive ability. The GoF Index
is an evaluation metric for structural models. The statistical calculation indicates that the GoF value for this
investigation is 0.669%. This GoF rating falls between medium and large (Daryanto et al., 2010). Based on
the three assessment indicators for the inner model, it is possible to conclude that the suggested struc-
tural model is resilient and testable. Table 4 summarizes the inner model test results.

C. Second-order analysis
Following the findings of the second-order analysis, the dimensions of Glamping Experiential Quality
include service attribute (3=0.965; t=160.664), glamping attribute (3=0.865; t=31.802) and accessibility

Table 3. Outer model evaluation.

Outer Composite
Constructs loading AVE reliability TE ACC CcT CL cS SA GA
Customer engagement (CE) EGGT1 0.796 0.628 0.871 0.792
EGGT2 0.765
EGGT3 0.771
EGGT5 0.799
Accesibility (ACC) ACC1 0.766 0.535 0.821 0.677 0.731
ACC2 0.796
ACG3 0.705
ACC4 0.649
ACC5 0.589
Customer trust T 0.914 0.828 0.935 0.717 0.595 0.910
CT2 0.902
CT3 0.913
Customer loyalty (TL) CL1 0.897 0.733 0.916 0.755 0.690 0.778 0.856
CcL2 0.756
L3 0.901
CL4 0.862
Customer satisfaction (TS)  CS1 0.930 0.749 0.923 0.782 0.711 0.820 0.845 0.866
s3 0.863
sS4 0.878
Cs5 0.756
Service attribute (SA) SA1 0.851 0.654 0.950 0.682 0.714 0.786 0.775 0.771 0.809
SA2 0.847
SA3 0.835
SA4 0.881
SA5 0.666
SA6 0.736
SA7 0.805
SA8 0.783
SA9 0.840
SA10 0.824
Glamping attribute (GA) GA1 0.742 0.585 0.894 0.651 0.576 0.699 0.695 0.695 0.746 0.765
GA2 0.784
GA3 0.715
GA4 0.810
GA5 0.812

GA6 0.718
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(3=0.797; t=32.718). This study reveals that Glamping Experiential Quality is a multi-dimensional hierar-
chical construct. The form of the Glamping Experiential Quality construct is depicted in Figure 2.

D. Hypothesis test
In this study, eleven hypotheses, including direct and indirect effects, were investigated. The following
section explains the results of hypothesis testing.

Hypothesis 1 proposed the effect of glamping experiential quality on customer engagement. The sta-
tistical analysis found a significant effect of glamping experiential quality on customer engagement
(B=0.257; t=3.077). Thus, Hypothesis 1 is supported. In addition to its effect on customer engagement,
this study revealed the significant effect of glamping experiential quality on customer satisfaction (3=0.830;
t=34.826) as suggested by Hypothesis 2. Hypothesis 3 predicted that glamping experiential quality has a
positive significant effect on customer trust. The statistical estimation found that trust was significantly
affected by glamping experiential quality (3=0.799; t=27.816). Hence, Hypothesis 3 is supported. The
effect of customer satisfaction on loyalty was proposed by Hypothesis 4. The statistical test indicated that
customer satisfaction is the antecedent of customer loyalty (3=0.543; t=7.894) as suggested by Hypothesis
4. In addition to its effect on customer loyalty, this study found a significant positive effect of customer
satisfaction on customer engagement (3=0.520; t=6.194). It is accepting Hypothesis 5. The effects of cus-
tomer trust on customer loyalty and engagement were proposed by Hypothesis 6 and 7 respectively. The
hypothesis test showed that customer trust has a positive significant effect on customer loyalty (3=0.209;
t=7.894). However, customer trust has no significant effect on customer engagement (=0.077; t=0.895).
Thus, only Hypothesis 7 is supported. Hypothesis 8 predicted the effect of customer engagement on
customer loyalty. The estimation suggested that customer engagement has a positive significant effect on
customer loyalty (3=0.176; t=3.020). Hypothesis 8 is supported. Hypothesis 9, 10, and 11 suggested the
mediating roles of customer satisfaction, trust, and engagement, respectively. The mediating effect estima-
tion indicated that customer satisfaction ($=0.451; t=7.427), trust (3=0.167; t=3.765), and engagement
(B=0.046; t=2.028) significantly mediated the effect of Glamping Experiential Quality on Loyalty. Thus
Hypothesis 9, 10 and 11 are supported. Table 5 summarizes the hypotheses tests.

Table 4. Inner model evaluation.

Konstruk R2 Q2

Customer Engagement (TE) 0.658 0.376
Accesibility (ACC) NA 0.232
Customer Trust (CT) 0.632 0.617
Customer Loyalty (CL) 0.758 0.551
Customer Satisfaction (CS) 0.685 0.636
Service Attribute (SA) NA 0.570
Glamping Attribute (GA) NA 0.416

GoF = \JAVEXR? = ./0.657x0.682 =0.669

Service
Attributes

Glamping
Experiential
Quality

Glamping
Attributes

Accessibility

Figure 2. Second-order analysis.
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Discussion

This study aims to explain the formation of Indonesia glamping customer loyalty and to create a com-
prehensive model integrating experience — engagement model and relationship quality model. To obtain
a comprehensive result, this study also explore the structure and dimensions of glamping experiential
quality since there is no consensus among scholars about the structure, dimensions and indicators of
experience quality. Two consecutive studies were conducted to answer the research objective. The fol-
lowing sections discuss the results of the data analysis.

The first study aims to explore dimensions and indicators of glamping experiential quality. The results
of the exploratory study indicated that glamping experiential quality has three dimensions. They are
glamping attribute, service attribute, and accessibility. The glamping attribute dimension relates to the
whole glamping resort environment, including attractive décor and ambiance, proximity to nature and
natural beauty, and sufficient parking. Service attribute pertains to the services given by service provid-
ers, such as a staff that is always attentive and skilled at addressing the demands of visitors, the clean-
liness of the supplied facilities, and services that make traveling more comfortable for customers. The
Accessibility dimension pertains to the access of visitors to all facilities offered. The accessibility compo-
nent includes access to the area, access for guests to connect, access to other visitors, services, and
activities provided by glamping suppliers.

The findings from exploratory study were further analyzed in the study 2. In the second study,
second-order analysis was performed. The result of the second-order analysis confirmed that glamping
experiential quality is a multi-dimensional construct with glamping experiential quality as the higher-order
construct and the three dimensions are the first-order dimensions. After testing the structure, dimensions
and indicators of glamping experiential quality, the study 2 tested the relationships between this variable
with customer satisfaction, customer trust, customer engagement and customer loyalty.

The study 2 yielded some interesting results. This study discovered that glamping experiential quality
is essential to customer engagement. Customers obtaining high-quality experience will have a more
emotional bond with the glamping destination. This significant effect of glamping experiential quality on
engagement strengthens previous studies (A. S Hussein & Hapsari, 2021; Jiang et al, 2024; NasarAmini
Jeloudarlou et al.,, 2022) suggesting the important role in creating engagement. This study highlighted
the critical impact of glamping’s experiential quality in the construction of customer satisfaction, in addi-
tion to its effect on engagement. A traveler will be satisfied with a tourism destination when the expe-
riences obtained exceed his or her expectations. As a result, a high-quality experience at a glamping
resort will satisfy the traveler. This finding confirmed prior research that demonstrated the importance of
experience in forming satisfaction. The glamping-experience quality was also discovered to have a sig-
nificant impact on trust. A customer’s positive experience will lead them to believe that the glamping
site will deliver on its promises. The significant effect of glamping experiential quality on customer trust
support in previous studies exclaimed the importance of experience on trust formation (Hussein et al.,
2023; Rajaobelina et al., 2018; H.-C. Wu, 2017).

Another significant finding from this study is the relationship between customer satisfaction, loyalty,
and engagement. Customer satisfaction, according to the findings of this study, is a critical antecedent
of customer loyalty. When customers are satisfied with the glamping destination, they are more likely to
return and suggest it to other potential customers. This significant effect validated the previous studies

Table 5. Hypothesis test.

Hypothesis Path Coefficient t Sig Remark
H1 GEQ -> CE 0.257 3.077 0.002 Supported
H2 GEQ -> CS 0.830 34.826 0.000 Supported
H3 GEQ > CT 0.799 27.816 0.000 Supported
H4 S > CL 0.543 7.894 0.000 Supported
H5 CS > CE 0.520 6.194 0.000 Supported
Hé6 CT->CL 0.209 3.830 0.000 Supported
H7 CT -> CE 0.077 0.895 0.371 NS

H8 CE->CL 0.176 3.020 0.003 Supported
H9 GEQ -> CS > CL 0.451 7.427 0.000 Supported
H10 GEQ -> CT > CL 0.167 3.765 0.000 Supported

H11 GEQ -> CE > CL 0.046 2.028 0.043 Supported




COGENT BUSINESS & MANAGEMENT ’ 13

undertaken by Suhartanto et al. (2020) and Hapsari (2018) which also discovered the significance of
customer satisfaction in the establishment of customer loyalty. Apart from its effect on loyalty, customer
satisfaction was also suggested to have a significant effect on customer engagement. This result means,
customers who are satisfied with the glamping destination will have higher engagement with destina-
tion. This finding supported the study of Vo et al. (2020) discovered the role of customer satisfaction in
creating engagement.

Customer trust, in addition to customer satisfaction, has a positive significant effect on loyalty. The
greater the glamping customers’ trust in the destination, the greater their loyalty. While this study sug-
gested the significant role of trust on loyalty, this study did not find the significant effect of customer
trust on engagement. This insignificant effect may be because a customer’s trust in the destination’s
ability to provide what has been promised is insufficient for forming an emotional connection. Customers
must feel that their experience exceeded their expectations (Hussein et al., 2023) to have an engagement
with the destination.

Apart from satisfaction and trust, this study showed that customer engagement has a positive signif-
icant effect on customer loyalty. The higher the engagement between customer with the glamping des-
tination, the higher the intention of customer to revisit and recommend the destination to other
customers. The significant effect of customer engagement on loyalty validated previous studies (Chen &
Rahman, 2018; Hapsari et al., 2017; Rasoolimanesh et al,, 2021) discovered the important of engagement
on loyalty.

This study explores the indirect influence of Glamping Experiential Quality on Customer Loyalty to
provide a comprehensive understanding of the establishment of Glamping Customer Loyalty in Indonesia.
In this study, three mediating factors were scrutinized. Customer Satisfaction, Customer Trust, and
Customer Engagement are the three mediating factors. This study found that these three factors signifi-
cantly mediate the relationship between Glamping Experiential Quality and Customer Loyalty. These
results indicate that indirectly, the quality of the experience received by visitors will be transformed into
satisfaction, trust, and involvement, which will finally shape loyalty.

After addressing the proposed research objectives, this study makes theoretical and practical contri-
butions to tourism marketing. The subsequent section addresses both theoretical and practical
contributions.

The first theoretical contribution of this study is the identification and conceptualization of the
dimensions that make up Glamping Experiential Quality. The research findings from the exploratory
analysis indicate that Glamping Experiential Quality may be broken down into three separate but
interconnected dimensions: Service Attributes, Glamping Attributes, and Accessibility. Service Attributes
are the characteristics of the service offered to guests, which include customer service, the profession-
alism of the staff, and the overall service experience that enhances the comfort and contentment of
glamping tourists. The factor in question is of utmost importance as it directly influences the guests’
impression of value and their overall pleasure with the glamping experience. Glamping attributes per-
tain to the distinct characteristics and amenities of glamping accommodations, including luxurious
tents, exceptional lodging facilities, high levels of comfort, and the aesthetic charm of the surround-
ings. This dimension emphasizes the distinctive features of glamping that set it apart from conven-
tional camping and attract individuals who desire a combination of nature and opulence. Accessibility
encompasses the level of ease with which individuals may reach the glamping site, taking into account
factors such as the availability and quality of transportation choices, the closeness to essential attrac-
tions, and the overall convenience for visitors in accessing the location. The level of accessibility plays
a crucial role in assessing the practicality and appeal of a glamping venue for prospective tourists.

The study conducted a second-order analysis, which further confirms that Glamping Experiential Quality
is a multi-dimensional hierarchical construct. These dimensions are considered first-order constructs, con-
stituting the higher-order construct of Glamping Experiential Quality. The hierarchical approach proposes
that the total quality of the glamping experience is not determined by a single component, but rather
by the collective impact of these three essential dimensions. Every dimension plays a distinct role in shap-
ing the overall feeling of quality, highlighting the intricate and profound nature of the glamping experi-
ence. The study presents a thorough framework for evaluating and measuring the quality of the glamping
experience, which offers useful insights for scholars and practitioners in outdoor and luxury tourism.
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The second theoretical contribution of this study is the development of a comprehensive conceptual
model that elucidates the formation process of Glamping Customer Loyalty. This model is particularly
noteworthy because it integrates two influential frameworks: the experience-engagement model and the
relationship quality model. Both of these frameworks are acknowledged as critical determinants of cus-
tomer loyalty in various tourism contexts. The experience—engagement paradigm underscores the signif-
icance of customer experiences in fostering engagement with a destination. In the context of glamping,
this pertains to the interaction between the glamping provider and the consumer, where high-quality
experiences increase customer engagement. The customer’s active involvement and emotional invest-
ment in the glamping experience are reflected in engagement, a critical precursor to loyalty. On the
other hand, the relationship quality model emphasizes the character and strength of the relationship
between the service provider and the customer. Trust, contentment, and commitment are critical com-
ponents of this model, as they collectively enhance the quality of the customer-provider relationship.
Establishing a strong, positive relationship between the consumer and the destination in glamping can
result in a deeper emotional bond. This relationship is based on trust and satisfaction.

The conceptual framework proposed in this study provides a comprehensive understanding of the
formation of glamping customer loyalty by integrating these two models. The model elucidates how the
interactions between glamping providers and customers foster an internal state within the customer,
which is defined by positive emotions and a sense of connection to the destination. This emotional
connection is essential because it serves as the foundation for the customer’s loyalty, fostering positive
word-of-mouth, recurrent visits, and a long-term dedication to the glamping destination. The integration
of these models not only emphasizes the multifaceted nature of loyalty formation in glamping tourism
but also offers a concise and organized explanation of the dynamic process that progresses from initial
customer engagement to the establishment of loyalty. This comprehensive approach guarantees that all
critical components of the customer’s journey, including emotional attachment and experience, are taken
into account, providing valuable insights for researchers and practitioners striving to improve customer
loyalty in the expanding glamping industry.

The study’s final theoretical contribution explores the intermediary functions of customer satisfaction,
trust, and engagement in the connection between the experiential quality of glamping and customer
loyalty. This work is highly noteworthy because it emphasizes the intricate ways by which experiencing
quality impacts loyalty, going beyond direct consequences. The study’s results indicate that experiencing
quality directly influences loyalty and that customer pleasure, trust, and engagement play crucial roles
in mediating this connection. These elements contribute to the strength and depth of the loyalty devel-
oped, indicating that the connection between a high-quality glamping experience and customer loyalty
is not simple but includes a set of interwoven emotional and cognitive processes. This study offers a
detailed analysis of the intermediate roles played by glamping destinations to understand better how
they may strategically promote and maintain client loyalty. The goal is to ensure that the high-quality
experience these destinations provide leads to long-term consumer commitment.

The practical implications of understanding glamping resort are varied. Notably, this study found that
glamping experiential quality is based on a combination of factors, such as the type and level of ame-
nities provided, the ambience of the location, and how well-equipped it is to meet the current travelers’
needs. Other important considerations include the overall atmosphere created by staff or guides and
access to activities that can be enjoyed in nature. Ultimately, glamping experiences are judged on how
well they provide an immersive experience while allowing guests to enjoy their natural surroundings.
Hence understanding the motivations and preferences of customers when it comes to this type of tour-
ism product can help accommodation businesses better target their marketing efforts, create more
appealing packages and offers, and tailor experiences to meet the needs of different types of travelers.
Additionally, knowledge about glamping trends can inform policies related to local development in
customer-heavy areas, helping ensure that sustainable tourism practices are respected while still allowing
locals to capitalize on the economic opportunities created by these activities.

Encouraging customer engagement on glamping tourism can be done through various marketing
tactics. Companies should focus on creating an engaging website with vivid visuals and detailed infor-
mation about the experience. Additionally, offering immersive activities such as guided hikes or
adventure-based activities can help capture the attention of customers and encourage them to take part
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in the experience. Perhaps, businesses should strive to build relationships with other local attractions or
organizations that cater to travelers, helping create a larger network of resources available for guests.
Besides, enhancing customer trust on glamping tourism requires businesses to build a strong foundation
of credibility and reliability. This can be done through transparent communication with their customers,
highlighting any safety protocols that are in place, and pushing more effort to share reviews or testimo-
nials from past guests.

To enhance their services and offer better satisfaction, glamping tourism businesses should focus on
delivering high-quality experiences that meet customers’ expectations. This can be done by providing
detailed information about the experience, offering a variety of activities to suit different tastes, and
ensuring that staff or guides are knowledgeable and friendly. Additionally, glamping providers should
made detailed information about the glamping experience visible and easy-to access so that customers
know what to expect prior to their arrivals. Besides, offering incentives such as discounts or loyalty pro-
grams can help create a sense of trust between glamping businesses and their current customers.
Perhaps, engaging with guests before, during, and after their visit through various channels (e.g. social
media) helps foster lasting relationships.

Governments can support the glamping tourism business in a variety of ways. They can provide
incentives for businesses to invest in sustainable practices and create specific policies that ensure glamp-
ing travelers’ safety. Additionally, governments should encourage collaboration between local attractions
or organizations, helping create a larger network of resources available to customers. These may include
locally-sourced food and drinks, handmade souvenirs or art pieces created by local artists, and tours or
activities that offer insight into the area’s culture and history. Moreover, they should strive to promote
responsible travel through public awareness campaigns and working with businesses on strategies to
reduce environmental impacts. They could also urge glamping providers to incorporate cultural and his-
torical elements into their product packaging, such as utilizing indigenous plants in landscaping or using
native materials for building structures. Besides, they should strive to promote responsible travel by pro-
viding information about potential environmental impacts and working with businesses on strategies to
reduce them.

Limitation and future study

This study contains both theoretical and applied contributions. However, there are still certain limits that
might serve as the basis for further investigation. The first limitation of this study relates to the sampling
strategy employed. The convenience sampling approach in this study prevents the generalization of the
findings to other contexts and items. Consequently, future research can replicate models developed in
other locations with different respondent characteristics. The factors included in this study are a further
drawback. The variables considered in this study are confined to glamping experiential quality, customer
satisfaction, customer trust, and customer engagement, as the research aims to integrate customer rela-
tionship quality and experience-engagement models. Further study can incorporate variables such as
destination image and experience value to better understand the factors contributing to the establish-
ment of customer loyalty. The last restriction relates to the employed idea of loyalty. This study focuses
on the notion of attitudinal loyalty in measuring loyalty. Future studies might employ a composite loy-
alty or behavioral loyalty approach to achieve a thorough understanding.

Acknowledgement

This research was funded by Universitas Brawijaya through international research collaboration grant. Grant number:
5294.2/UN10.FO1/TU/2022

Authors contribution

Raditha Hapsari is responsible for coordinating all research activities. In this study, Raditha contributed to formulat-
ing the research gap and novelty. Raditha did an extensive literature review and also contributed to the analysis and
interpretation of research results and theoretical implications.



16 (&) R.HAPSARIETAL.

Ananda Sabil Hussein is responsible for conducting research and data analysis. Ananda contributed to design
the research framework, interpreting the research results, and writing the discussion of the research results.

Abdul Ghofar contributed to writing the discussion of research results and theoretical implications. Abdul Ghofar
also contributed to the research analysis and literature review.

Mohd Hafiz Hanafiah contributed to writing the research’s theoretical and practical implications. He also pro-
vided reviews and insights into the writing of research outputs.

Disclosure statement

No potential competing interest was reported by the authors.

Funding

This research received funding support from Universitas Brawijaya through the International Research Collaboration
research scheme (Grant number: 5294.2/UN10.F01/TU/2022). Brawijaya University will also fully support the financing
of the article processing charge (APC) for a publication.

About the authors

Dr. Raditha Hapsari is an Associate Professor at the Department of Management in the Faculty of Economics and Business
at Universitas Brawijaya in Malang, Indonesia. She earned a doctoral degree in marketing from Lincoln University in New
Zealand and currently directs the entrepreneurship program at the Faculty of Economics and Business. Dr. Raditha Hapsari
has authored various scholarly studies in esteemed journals, focusing on consumer behavior and marketing.

Professor Ananda Sabil Hussein holds the position of Professor of Marketing in the Department of Management at
the Faculty of Economics and Business, Universitas Brawijaya Malang, Indonesia. He obtained his Doctorate in
Marketing from the Faculty of Agribusiness and Commerce at Lincoln University in New Zealand. Professor Ananda
Sabil Hussein currently holds the position of the head of the Doctoral Program in Management Science at the
Faculty of Economics and Business, Universitas Brawijaya Jakarta campus. He is also the leader of the research group
focusing on tourism and the creative economy. Professor Ananda Sabil Hussein has authored numerous scholarly
works in esteemed journals, focusing on the fields of marketing, strategic marketing, and tourism marketing.

Dr. Abdul Ghofar holds the position of Associate Professor at the Department of Accounting in the Faculty of Economics
and Business, Universitas Brawijaya in Malang, Indonesia. He is presently the Dean of the Faculty of Economics and
Business at Universitas Brawijaya. Dr. Abdul Ghofar earned his Doctor of Business Administration degree from Victoria
University in Melbourne, Australia. He is currently engaged in the regular publication of publications in well-regarded
scientific journals, with a particular focus on the areas of business, accounting, and management.

Professor Mohd Hafiz Hanafiah is a Professor at the Faculty of Hotel & Tourism Management, Universiti Teknologi
MARA, Malaysia. He completed his Ph.D. in Hotel and Tourism Management from UiTM in 2016 and Master in
Economics from Universiti Malaya in 2008. He is an active author, authoring multiple research papers in tourism
and hospitality management, focusing on behavioral economics in tourism management and development area.
Email: hafizhanafiah@uitm.edu.my

ORCID

Raditha Hapsari http://orcid.org/0000-0003-3643-820X
Ananda Sabil Hussein http://orcid.org/0000-0002-4030-1073
Mohd Hafiz Hanafiah http://orcid.org/0000-0002-3378-7300

Data availability statement

The data supporting the findings of this study are available upon reasonable request from the corresponding author.
The data are not publicly available due to information that could compromise the privacy of research participants.

References

Agyei, J., Sun, S., Abrokwah, E., Penney, E. K., & Ofori-Boafo, R. (2020). Influence of trust on customer engagement: Empirical
evidence from the insurance industry in Ghana. Sage Open, 10(1), 1-18. https://doi.org/10.1177/2158244019899104


mailto:hafizhanafiah@uitm.edu.my﻿
https://doi.org/10.1177/2158244019899104

COGENT BUSINESS & MANAGEMENT ’ 17

Akhvlediani, M., Mushkudiani, Z., & Mikabadze, S. (2023). Marketing study of customer loyalty in Georgia and its
impact on hospitality business: Case of Imereti Region. European Journal of Marketing and Economics, 6(1), 86-92.
https://doi.org/10.2478/ejme-2023-0007

Ali, F, Hussain, K., & Ragavan, N. A. (2016). Memorable customer experience: Examining the effects of customers ex-
perience on memories and loyalty in Malaysian resort hotels. Procedia-Social and Behavioral Sciences, 222, 398-405.

Alves, H., Campon-Cerro, A. M., & Hernandez-Mogollén, J. M. (2019). Enhancing rural destinations’ loyalty through
relationship quality. Spanish Journal of Marketing — ESIC, 23(2), 185-204. https://doi.org/10.1108/SJME-09-2018-0041

Andreassen, T. W,, & Lindestad, B. (1998). Customer loyalty and complex services: The impact of corporate image on
quality, customer satisfaction and loyalty for customers with varying degrees of service expertise. International
Journal of Service Industry Management, 9(1), 7-23. https://doi.org/10.1108/09564239810199923

Assaker, G., O'Connor, P, & El-Haddad, R. (2020). Examining an integrated model of green image, perceived quality,
satisfaction, trust, and loyalty in upscale hotels. Journal of Hospitality Marketing & Management, 29(8), 934-955.
https://doi.org/10.1080/19368623.2020.1751371

Bhat, S. A, Darzi, M. A, & Parrey, S. H. (2018). Antecedents of customer loyalty in banking sector: A mediational
study. Vikalpa: The Journal for Decision Makers, 43(2), 92-105. https://doi.org/10.1177/0256090918774697

Bhatt, S., Dani, R, Girsa, D., Kuksal, R., Joshi, K., & Gupta, A. (2022 Uses of social media and computer technologies for
guest satisfaction and recommendation analysis using machine learning in hotels industries [Paper presentation]. 2022
7th International Conference on Computing, Communication and Security (ICCCS), 1-6. https://doi.org/10.1109/
ICCCS55188.2022.10079660

Chen, H., & Rahman, I. (2018). Cultural tourism: An analysis of engagement, cultural contact, memorable tourism
experience and destination loyalty. Tourism Management Perspectives, 26, 153-163. https://doi.org/10.1016/j.tmp.
2017.10.006

Crosby, L. A, Evans, K. R, & Cowles, D. (1990). Relationship quality in services selling: An interpersonal influence
perspective. Journal of Marketing, 54(3), 68-81. https://doi.org/10.1177/002224299005400306

Daryanto, A., de Ruyter, K., & Wetzels, M. (2010). Getting a discount or sharing the cost: The influence of regulatory
fit on consumer response to service pricing schemes. Journal of Service Research, 13(2), 153-167. https://doi.
org/10.1177/1094670509351566

Esposito Vinzi, V., Chin, W., Henseler, J, & Wang, H. (Eds.). (2010). How to write up and report PLS analyses. In
Handbook of partial least squares (p. 655). Springer.

Farooqi, S. R. (2014). The construct of relationship quality. Journal of Relationships Research, 5, 1-11. https://doi.
0rg/10.1017/jrr.2014.2

Hair, J. F, Jr, Black, W. C,, Babin, B. J., & Anderson, R. E. (2018). Multivariate data analysis (8th ed.). Cengage Learning.

Hapsari, R. (2018). Creating educational theme park visitor loyalty: The role of experience-based satisfaction, image
and value. Tourism and Hospitality Management, 24(2), 359-374. https://doi.org/10.20867/thm.24.2.7

Hapsari, R, Clemes, M., & Dean, D. (2017). The impact of service quality, customer engagement and selected mar-
keting constructs on airline passenger loyalty. International Journal of Quality and Service Sciences, 9(1), 21-40.
https://doi.org/10.1108/1JQSS-07-2016-0048

Hapsari, R., Hussein, A. S., & Handrito, R. P. (2020). Being fair to customers: A strategy in enhancing customer engage-
ment and loyalty in the indonesia mobile telecommunication industry. Services Marketing Quarterly, 41(1), 49-67.
https://doi.org/10.1080/15332969.2019.1707375

Hollebeek, L. (2011). Exploring customer brand engagement: definition and themes. Journal of Strategic Marketing,
19(7), 555-573. https://doi.org/10.1080/0965254X.2011.599493

Hussein, A. S. (2018a). Shopping Experience and Subjective Well-being. Journal of Indonesian Economy and Business, 33(3),
273-285.

Hussein, A. S. (2018b). Revisiting the importance of casual dining experience quality: An empirical study. International
Journal of Quality and Service Sciences, 10(3), 233-252. https://doi.org/10.1108/1JQSS-04-2017-0041

Hussein, A. S., & Hapsari, R. (2021). Heritage experiential quality and behavioural intention: Lessons from Indonesian
heritage hotel consumers. Journal of Heritage Tourism, 16(3), 317-336. https://doi.org/10.1080/1743873X.2020.1792474

Hussein, A. S., Sumiati, S., Hapsari, R, & Abu Bakar, J. (2023). Bank 4.0 experiential quality and customer loyalty: a
serial mediating role of customer trust and engagement. The TQM Journal, 35(7), 1706-1721. https://doi.org/10.1108/
TQM-11-2021-0344

Huwae, V. E., Noermijati, N., Rofiaty, R, & Husein, A. S. (2020). The mediating role of destination value, customer
satisfaction, and customer engagement on the relationship between destination image and customer loyalty in
Maluku, Indonesia. Leisure/Loisir, 44(4), 587-620. https://doi.org/10.1080/14927713.2020.1815563

Islam, J. U., Hollebeek, L. D., Rahman, Z., Khan, I, & Rasool, A. (2019). Customer engagement in the service context:
An empirical investigation of the construct, its antecedents and consequences. Journal of Retailing and Consumer
Services, 50, 277-285. https://doi.org/10.1016/j.jretconser.2019.05.018

Islam, J. U, & Rahman, Z. (2016). Examining the effects of brand love and brand image on customer engagement:
An empirical study of fashion apparel brands. Journal of Global Fashion Marketing, 7(1), 45-59. https://doi.org/10.1
080/20932685.2015.1110041

Jiang, Y., Zan, Y., & Balaji, M. S. (2024). Generation Z customers’ experience and delight in rural tourism: The mediat-
ing role of customer engagement. Anatolia, 35(2), 392-396. https://doi.org/10.1080/13032917.2022.2156901


https://doi.org/10.2478/ejme-2023-0007
https://doi.org/10.1108/SJME-09-2018-0041
https://doi.org/10.1108/09564239810199923
https://doi.org/10.1080/19368623.2020.1751371
https://doi.org/10.1177/0256090918774697
https://doi.org/10.1109/ICCCS55188.2022.10079660
https://doi.org/10.1109/ICCCS55188.2022.10079660
https://doi.org/10.1016/j.tmp.2017.10.006
https://doi.org/10.1016/j.tmp.2017.10.006
https://doi.org/10.1177/002224299005400306
https://doi.org/10.1177/1094670509351566
https://doi.org/10.1177/1094670509351566
https://doi.org/10.1017/jrr.2014.2
https://doi.org/10.1017/jrr.2014.2
https://doi.org/10.20867/thm.24.2.7
https://doi.org/10.1108/IJQSS-07-2016-0048
https://doi.org/10.1080/15332969.2019.1707375
https://doi.org/10.1080/0965254X.2011.599493
https://doi.org/10.1108/IJQSS-04-2017-0041
https://doi.org/10.1080/1743873X.2020.1792474
https://doi.org/10.1108/TQM-11-2021-0344
https://doi.org/10.1108/TQM-11-2021-0344
https://doi.org/10.1080/14927713.2020.1815563
https://doi.org/10.1016/j.jretconser.2019.05.018
https://doi.org/10.1080/20932685.2015.1110041
https://doi.org/10.1080/20932685.2015.1110041
https://doi.org/10.1080/13032917.2022.2156901

18 (&) R.HAPSARIETAL.

Jin, N, Goh, N. D., & B, Line. (2013). Experiential value, relationship quality, and customer loyalty in full-service
restaurants: The moderating role of gender. Journal of Hospitality Marketing & Management, 22(7), 679-700. https://
doi.org/10.1080/19368623.2013.723799

Jun, P.Y, & Hwa, H. S. (2022). ZE7| 0] SR7FAEE(CSY) 20 WHE 7|0|0[X|, ME[=7t NS =0 0|
K= G20 25t AT TT - A study on the effect of the customer loyalty on hotel image and the trust by creat-
ing shared value in hotel industry. O| il EZ1EIM A1, 48(0), 209-230. https://kiss.kstudy.com/Detail/Ar?key=3987989

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

Kosiba, J. P, Boateng, H., Okoe, A. F, & Hinson, R. (2020). Trust and customer engagement in the banking sector in
Ghana. The Service Industries Journal, 40(13-14), 960-973. https://doi.org/10.1080/02642069.2018.1520219

Lee, S., Jeon, S., & Kim, D. (2011). The impact of tour quality and customer satisfaction on customer loyalty: The case
of Chinese customers in Korea. Tourism Management, 32(5), 1115-1124. https://doi.org/10.1016/j.tourman.2010.09.016

Lemke, F, Clark, M., & Wilson, H. (2011). Customer experience quality: An exploration in business and consumer
contexts using repertory grid technique. Journal of the Academy of Marketing Science, 39(6), 846-869. https://doi.
org/10.1007/s11747-010-0219-0

Liu, J., Wang, C, Fang, S., & Zhang, T. (2019). Scale development for customer trust toward a tourism destination.
Tourism Management Perspectives, 31, 383-397. https://doi.org/10.1016/j.tmp.2019.07.001

Marakanon, L., & Panjakajornsak, V. (2017). Perceived quality, perceived risk and customer trust affecting customer
loyalty of environmentally friendly electronics products. Kasetsart Journal of Social Sciences, 38(1), 24-30. https://
doi.org/10.1016/j.kjss.2016.08.012

Mehmetoglu, M., & Engen, M. (2011). Pine and Gilmore's concept of experience economy and its dimensions: An
empirical examination in tourism. Journal of Quality Assurance in Hospitality & Tourism, 12(4), 237-255. https://doi.
org/10.1080/1528008X.2011.541847

Mohd-Ramly, S., & Omar, N. A. (2017). Exploring the influence of store attributes on customer experience and cus-
tomer engagement. International Journal of Retail & Distribution Management, 45(11), 1138-1158. https://doi.
org/10.1108/1JRDM-04-2016-0049

Mullins, R. R., Ahearne, M., Lam, S. K., Hall, Z. R., & Boichuk, J. P. (2014). Know your customer: How salesperson per-
ceptions of customer relationship quality form and influence account profitability. Journal of Marketing, 78(6),
38-58. https://doi.org/10.1509/jm.13.0300

NasarAmini Jeloudarlou, S., Aali, S., Faryabi, M., & Bafandeh Zendeh, A. (2022). The effect of servicescape on custom-
er engagement: The mediating role of customer experience. Journal of Quality Assurance in Hospitality & Tourism,
23(2), 318-344. https://doi.org/10.1080/1528008X.2020.1867696

Ogunnaike, O. O., Agada, S. A., Ighomereho, O. S., & Borishade, T. T. (2022). Social and cultural experiences with loy-
alty towards hotel services: The mediating role of customer satisfaction. Sustainability, 14(14), 8789. (https://doi.
0rg/10.3390/su14148789

Oliver, R. L. (2010). Satisfaction: A behavioural perspective on consumers (2nd ed.). M.E. Sharpe.

Oly Ndubisi, N. (2007a). Relationship marketing and customer loyalty. Marketing Intelligence & Planning, 25(1), 98-106.
https://doi.org/10.1108/02634500710722425

Oly Ndubisi, N. (2007b). Relationship quality antecedents: the Malaysian retail banking perspective. International
Journal of Quality & Reliability Management, 24(8), 829-845. https://doi.org/10.1108/02656710710817117

Prayag, G., Hosany, S., Muskat, B., & Del Chiappa, G. (2017). Understanding the relationships between tourists’ emo-
tional experiences, perceived overall image, satisfaction, and intention to recommend. Journal of Travel Research,
56(1), 41-54. https://doi.org/10.1177/0047287515620567

Rajaobelina, L., Brun, I, Prom Tep, S., & Arcand, M. (2018). Towards a better understanding of mobile banking: the
impact of customer experience on trust and commitment. Journal of Financial Services Marketing, 23(3-4), 141-152.
https://doi.org/10.1057/s41264-018-0051-z

Rasoolimanesh, S. M., Khoo-Lattimore, C,, Md Noor, S., Jaafar, M., & Konar, R. (2021). Customer engagement and
loyalty: Gender matters? Current Issues in Tourism, 24(6), 871-885. https://doi.org/10.1080/13683500.2020.1765321

Rasoolimanesh, S. M., Md Noor, S., Schuberth, F, & Jaafar, M. (2019). Investigating the effects of customer engagement on
satisfaction and loyalty. The Service Industries Journal, 39(7-8), 559-574. https://doi.org/10.1080/02642069.2019.1570152

Rather, R. A. (2020). Customer experience and engagement in tourism destinations: The experiential marketing per-
spective. Journal of Travel & Tourism Marketing, 37(1), 15-32. https://doi.org/10.1080/10548408.2019.1686101

Rauyruen, P, & Miller, K. E. (2007). Relationship quality as a predictor of B2B customer loyalty. Journal of Business
Research, 60(1), 21-31. https://doi.org/10.1016/j.jbusres.2005.11.006

Suhartanto, D., Brien, A., Primiana, I, Wibisono, N., & Triyuni, N. N. (2020). Customer loyalty in creative tourism: the
role of experience quality, value, satisfaction, and motivation. Current Issues in Tourism, 23(7), 867-879. https://doi.
org/10.1080/13683500.2019.1568400

Suhartanto, D., Clemes, M., & Dean, D. (2013). Analyzing the complex and dynamic nature of brand loyalty in the
hotel industry. Tourism Review International, 17(1), 47-61. https://doi.org/10.3727/154427213X13649094288106

Tseng, S.-M. (2021). Understanding the impact of the relationship quality on customer loyalty: the moderating effect
of online service recovery. International Journal of Quality and Service Sciences, 13(2), 300-320. https://doi.org/10.1108/
1JQSS-07-2020-0115


https://doi.org/10.1080/19368623.2013.723799
https://doi.org/10.1080/19368623.2013.723799
https://kiss.kstudy.com/Detail/Ar?key=3987989
https://doi.org/10.1177/0047287510385467
https://doi.org/10.1080/02642069.2018.1520219
https://doi.org/10.1016/j.tourman.2010.09.016
https://doi.org/10.1007/s11747-010-0219-0
https://doi.org/10.1007/s11747-010-0219-0
https://doi.org/10.1016/j.tmp.2019.07.001
https://doi.org/10.1016/j.kjss.2016.08.012
https://doi.org/10.1016/j.kjss.2016.08.012
https://doi.org/10.1080/1528008X.2011.541847
https://doi.org/10.1080/1528008X.2011.541847
https://doi.org/10.1108/IJRDM-04-2016-0049
https://doi.org/10.1108/IJRDM-04-2016-0049
https://doi.org/10.1509/jm.13.0300
https://doi.org/10.1080/1528008X.2020.1867696
https://doi.org/10.3390/su14148789
https://doi.org/10.3390/su14148789
https://doi.org/10.1108/02634500710722425
https://doi.org/10.1108/02656710710817117
https://doi.org/10.1177/0047287515620567
https://doi.org/10.1057/s41264-018-0051-z
https://doi.org/10.1080/13683500.2020.1765321
https://doi.org/10.1080/02642069.2019.1570152
https://doi.org/10.1080/10548408.2019.1686101
https://doi.org/10.1016/j.jbusres.2005.11.006
https://doi.org/10.1080/13683500.2019.1568400
https://doi.org/10.1080/13683500.2019.1568400
https://doi.org/10.3727/154427213X13649094288106
https://doi.org/10.1108/IJQSS-07-2020-0115
https://doi.org/10.1108/IJQSS-07-2020-0115

COGENT BUSINESS & MANAGEMENT ’ 19

Vo, N. T., Chovancovda, M., & Tri, H. T. (2020). The impact of E-service quality on the customer satisfaction and con-
sumer engagement behaviors toward luxury hotels. Journal of Quality Assurance in Hospitality & Tourism, 21(5),
499-523. https://doi.org/10.1080/1528008X.2019.1695701

Wang, S., Li, Y., & Wong, J. W. C. (2021). Exploring experiential quality in sport tourism events: The case of Macau
grand prix. Advances in Hospitality and Tourism Research, 9(1), 78-105. https://doi.org/10.30519/ahtr.821699

Wang, X, Li, J., Zhen, F, & Zhang, H. (2020). Factors influencing the formation of glamping tourists’ satisfaction and
loyalty: A structural equation modeling approach. Journal of Destination Marketing & Management, 16, 100409.

Wong, A., & Sohal, A. (2002). An examination of the relationship between trust, commitment and relationship qual-
ity. International Journal of Retail & Distribution Management, 30(1), 34-50. https://doi.org/10.1108/09590550210415248

Wu, H.-C. (2017). What drives experiential loyalty? A case study of Starbucks coffee chain in Taiwan. British Food
Journal, 119(3), 468-496. https://doi.org/10.1108/BFJ-08-2016-0349

Wu, H.-C,, & Ai, C-H. (2016). Synthesizing the effects of experiential quality, excitement, equity, experiential satisfac-
tion on experiential loyalty for the golf industry: The case of Hainan Island. Journal of Hospitality and Tourism
Management, 29, 41-59. https://doi.org/10.1016/j.jhtm.2016.05.005

Wu, H. C, & Cheng, C. C. (2019). An empirical analysis of green experiential loyalty: A case study. Journal of
International Food & Agribusiness Marketing, 31(1), 69-105. https://doi.org/10.1080/08974438.2018.1482484

Wu, H.-C, & Cheng, C.-C. (2018). Relationships between technology attachment, experiential relationship quality,
experiential risk and experiential sharing intentions in a smart hotel. Journal of Hospitality and Tourism Management,
37, 42-58. https://doi.org/10.1016/j.jhtm.2018.09.003

Wu, H.-C,, Cheng, C.-C, & Ai, C-H. (2017). A study of experiential quality, equity, happiness, rural image, experiential
satisfaction, and behavioral intentions for the rural tourism industry in China. International Journal of Hospitality &
Tourism Administration, 18(4), 393-428. https://doi.org/10.1080/15256480.2017.1289138

Wu, H.-C, Cheng, C.-C, Ai, C.-H., & Chen, G. (2019). Relationships between restaurant attachment, experiential rela-
tionship quality and experiential relationship intentions: The case of single friendly restaurants in Taiwan. Journal
of Hospitality and Tourism Management, 40, 50-66. https://doi.org/10.1016/j.jhtm.2019.06.002

Wu, H. C, Cheng, C. C, & Hussein, A. S. (2019). What drives experiential loyalty towards the banks? The case of
Islamic banks in Indonesia. International Journal of Bank Marketing, 37(2), 595-620. https://doi.org/10.1108/IJBM-04-
2018-0101

Wu, H.-C,, & Li, T. (2017). A study of experiential quality, perceived value, heritage image, experiential satisfaction,
and behavioral intentions for heritage customers. Journal of Hospitality & Tourism Research, 41(8), 904-944. https://
doi.org/10.1177/1096348014525638

Wu, H.-C, Li, T, & Li, M.-Y. (2016). A study of behavioral intentions, patient satisfaction, perceived value, patient trust
and experiential quality for medical customers. Journal of Quality Assurance in Hospitality & Tourism, 17(2), 114-150.
https://doi.org/10.1080/1528008X.2015.1042621


https://doi.org/10.1080/1528008X.2019.1695701
https://doi.org/10.30519/ahtr.821699
https://doi.org/10.1108/09590550210415248
https://doi.org/10.1108/BFJ-08-2016-0349
https://doi.org/10.1016/j.jhtm.2016.05.005
https://doi.org/10.1080/08974438.2018.1482484
https://doi.org/10.1016/j.jhtm.2018.09.003
https://doi.org/10.1080/15256480.2017.1289138
https://doi.org/10.1016/j.jhtm.2019.06.002
https://doi.org/10.1108/IJBM-04-2018-0101
https://doi.org/10.1108/IJBM-04-2018-0101
https://doi.org/10.1177/1096348014525638
https://doi.org/10.1177/1096348014525638
https://doi.org/10.1080/1528008X.2015.1042621

	From first visit to forever fans: crafting customer loyalty in glamping through experience quality and engagement
	ABSTRACT
	Introduction
	Literature review
	Customer loyalty
	Experience  engagement model
	Relationship quality


	Hypothesis and model development
	Methods
	Research design
	Participants
	Measurements
	Pilot test
	Data analysis

	Results
	Study 1: Defining dimensions and indicators glamping experiential quality
	Study 2: Determining the relationship between glamping experiential quality, customer satisfaction, customer trust, customer engagement, and customer loyalty
	A. Outer model evaluation
	B. Inner model evaluation
	C. Second-order analysis
	D. Hypothesis test


	Discussion
	Limitation and future study
	Acknowledgement
	Authors contribution
	Disclosure statement
	Funding
	About the authors
	ORCID
	Data availability statement
	References


