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Abstract: This study examined the Impact of restorative servicescape perceived by casino integrated resort visitors on place 

attachment and place loyalty, and the effect of place attachment in the relationship between restorative servicescape and place 

loyalty. Through this research, the aim is to explore ways to effectively create a service environment for casino businesses and 

to establish efficient place marketing strategies that can provide a differentiated and competitive advantage. First, a preliminary 

investigation was conducted to examine the concepts and characteristics of the study subjects, and a questionnaire based on 

these findings was used. To increase the validity of the questionnaire in this study and to select a sample with a high 

understanding of the concept of casino integrated resorts, face-to-face offline research was conducted targeting employees in 

the management sector of Paradise City Casino Integrated Resort in Yeongjongdo, Incheon. Among them, visitors who were 

over 20 years old and had visited overseas casino integrated resorts such as Macao, Philippines, Singapore, Vietnam, and Las 

Vegas within the past two years were selected as the sample. A total of 410 questionnaires were distributed and collected from 

July 3, 2020, to August 11, 2020. Out of the 410 collected questionnaires, only 374 valid questionnaires were used, excluding 

36 that showed inaccurate or insincere tendencies. Empirical analysis was conducted using SPSS 23.0, AMOS 23.0, structural 

equation modeling, and Sobel’s Z test. The study results revealed that the restorative servicescape perceived by casino 

integrated resort visitors significantly influenced both place attachment and place loyalty. Visitors’ place attachment had a 

positive and significant impact on place loyalty, and place attachment was found to serve as a partial mediator in the 

relationship between restorative servicescape and place loyalty. Based on the research findings, the academic and practical 

implications of this study were presented, along with the study’s limitations and suggestions for future research. 
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1. Introduction 

Casino integrated resorts refer to resorts that offer not only 

casinos but also a combination of hotels, convention centers, 

theme parks, performance halls, recreational facilities, 

restaurants, and shopping centers [31]. According to the 

Casino Tourism Association, the casino industry not only 

serves as a tourism industry for attracting foreign tourists and 

securing foreign currency but also has a significant 

employment creation effect [26]. To prevent the outflow of 

foreign currency by domestic citizens and increase fiscal 

revenue, countries are competitively constructing 

casino-inclusive integrated resorts and expanding casino 

extensions and support [23]. Global companies are also 

focusing on increasing competitiveness through large-scale 

investments, expansion, theming, and differentiation in 

places such as Macao, Singapore, the Philippines, and 

Vietnam [25]. Nearby Japan also passed the Integrated 

Resort (IR) bill in 2018 to promote the casino industry and 

revitalize the stagnant economy [45]. 

In response to such trends, casino companies operating 

casino integrated resorts must strive to not only improve the 
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quality of their services to compete with neighboring 

countries but also to develop optimal solutions for the casino 

integrated resort environment and attract visitors to secure a 

leading position in the international tourism market. Creating 

a service environment that delivers high-quality services in 

the third places such as theme parks, hotels, conventions, 

food and beverage, galleries, and performance halls, in 

addition to the physical attributes of the casino gaming 

facilities themselves, is considered an essential element for 

the success of casino integrated resorts. However, there is 

still a lack of research on the casino integrated resort service 

environment and the development and management of 

large-scale complex facilities in Korea. 

In recent domestic and international research, based on the 

conceptual foundation of Attention Restoration Theory (ART) 

and Bitner’s (1992) physical servicescape structure, theoretical 

discussions and verification studies are being conducted on the 

factor structure of 'restorative servicescape' such as the 

recoverable natural environment provided as a service 

environment in a specific place [79, 80]. It has been reported 

that commercial service environments in specific places can 

include restorative servicescape factors that help consumers 

recover from symptoms related to directed attention fatigue [78]. 

Considering the recent research trends in restorative 

servicescape related to specific commercial service 

environments, it is highly significant to study on how restorative 

servicescape, which is perceived as a recovery environment that 

helps recover symptoms related to visitors' fatigue or stress, 

affects visitors' place attachment and place loyalty in large 

commercial service environments such as casino integrated 

resorts. Due to the nature of the industry, visitors’ mental fatigue 

and stress are relatively high, making it crucial to examine how 

the benefits of restorative servicescape in the third places, such 

as casino floors, hotels, theme parks, F&B facilities, shopping 

malls, and golf courses, which visitors prefer and seek within 

casino integrated resorts, affect consumers who use these places. 

The direction of this research can predict visitors’ 

approach/avoidance decisions and consumption behavior, 

helping to restrain indiscriminate development and contribute 

to cost savings in the increasingly large-scale casino 

integrated resort development and operation, while also 

providing suitable environmental management strategies for 

efficient customer management outcomes. Therefore, this 

research is expected to be highly useful in the practical aspect 

of operating large-scale casino integrated resorts. 

In addition to the research on restorative servicescape, this 

study also aims to investigate the impact of place attachment 

in commercial service environments such as casino 

integrated resorts. Since visits can be temporary and one-time 

events, this research intends to expand the theoretical 

application of place attachment by incorporating it into 

commercial service environments rather than natural 

environments, which have been outside the scope of 

marketing research so far. Qualitative studies on place 

attachment-place loyalty suggest that when consumers form 

place attachment through recovery experiences in consumer 

spaces such as restaurants, nursing homes, cafes, university 

classrooms, libraries, banks, boarding houses, pensions, and 

clothing stores, they exhibit place loyalty in terms of repeated 

revisits and voluntary place-supporting behaviors [13]. 

This study aims to analyze the relationship between 

restorative servicescape perceived by visitors to casino 

integrated resorts, place attachment, and place loyalty. 

Additionally, it focuses on empirically clarifying the 

mediating effect of place attachment in this relationship. 

Through this research, the exploration of suitable restorative 

service environment strategies and efficient place marketing 

practices for large-scale casino integrated resorts is expected. 

2. Theoretical Background 

2.1. Restorative Servicescape 

The term ‘servicescape’ refers to the environment in which 

services are created and interactions occur between service 

providers and customers in the service sector [35]. It is a place 

where service providers offer services and products, or in 

other words, a place where service employees and customers 

participate to facilitate the service [32]. A new area of 

servicescape, ‘restorative servicescape’, is defined as the 

physical environment that includes the conditions of a 

restorative environment as perceived by visitors [2, 14, 15]. 

Early marketing researchers’ studies on servicescape generally 

focused on physical elements [79] and tended to regard the place 

as a simple geographic location where consumers interact [79, 

85]. They did not pay attention to the social or symbolic 

dimensions of the specific places that make up the service 

environment in which the service is provided [24]. Bitner (1992), 

who first introduced the term servicescape, revealed that physical 

servicescape elements, such as temperature, scent, and music [42, 

85], affect consumers’ approach and avoidance behaviors [68, 71, 

91]. Although Bitner’s research was significant, it overlooked the 

fact that the social and symbolic meanings of some commercial 

places [78] can be essential for customers’ health and individual 

well-being [79]. 

Rosenbaum (2009) introduced the term ‘restorative 

servicescape’ based on the attention restoration theory [61], 

which has been mainly explored in environmental and natural 

psychology. Rosenbaum (2009) provided evidence that 

restorative characteristics, previously studied in natural 

environments, could also be applied to the service 

environments of commercial spaces [2, 17, 79]. According to 

the attention restoration theory, a ‘restorative environment’ is 

not a specific physical environment but an environment 

perceived to be psychologically [1, 17, 27, 29, 41, 54, 61, 63, 

89, 92, 94]. People can naturally recover from ‘directed 

attention fatigue (DAF)’ through restorative environments 

that stimulate ‘involuntary attention’ without making any 

special effort [1, 40, 54, 61, 79]. In the context of restorative 

environments derived from attention restoration theory, the 

scope of servicescape can include restorative environmental 

elements that help consumers recover [79]. Restorative 

servicescape, which convey restorative meanings that can be 

enhanced depending on the environment, have the 
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characteristic of alleviating the negative aspects of directed 

attention fatigue (fatigue, stress, depression, ADHD, etc.) and 

helping consumers recover [79, 80]. Such restorative 

servicescape help develop attachment to places where people 

have restorative experiences and assist in regulating emotional 

balance [62, 79]. Moreover, restorative servicescape 

perceived as attached to restorable third places are 

significantly correlated with commercial and social support 

for places, place attachment, and customer health [79]. 

Restorative servicescape in elderly centers or cancer centers 

form deep bonding attachment relationships with people, 

alleviating negative symptoms related to fatigue, and enabling 

more tasks to be accomplished with fewer resources through 

social interaction [81, 82]. Therefore, restorative servicescape 

provided as service environments can interact with ‘physical 

environment’ factors, ‘social environment’ factors such as 

employee behavior, customer relationships, and density, and 

‘socio-symbolic environment’ factors related to specific 

places. These interactions influence the approach/avoidance 

decision-making of employees and customers, and can either 

enhance or limit their social interaction behaviors [80]. 

Recently, researchers in the servicescape field have argued 

that service environments that interact with humans, in 

addition to natural environments, can also function as 

restorative environments that reduce stress if they possess the 

four restorative characteristics of ‘being away’, ‘fascination’, 

‘coherence’, and ‘compatibility’ [14]. The first characteristic 

of a restorative servicescape, ‘being away’, provides people 

with a break from everyday worries or a temporary escape to 

another place [79], regardless of distance, giving people the 

feeling of being momentarily transported to another world 

[80]. The second characteristic, ‘fascination’, refers to the 

ability of an attractive service environment to capture a 

person’s attention [80], providing psychological pleasure and 

soft fascination [28, 61]. The third characteristic, ‘coherence’, 

is an overall emotion of perceiving spatial freedom and 

seamlessness in a restorative environment through a certain 

scale [39], to the extent that an environment can constitute a 

completely different world from the perspective of a person 

[79]. The fourth characteristic, ‘compatibility’, is the ability of 

an environment to provide a sense of belonging [79] or 

individual place congruence [68] to an individual [77, 80], 

reducing or eliminating a person’s directed attention and 

enabling them to perform their activities smoothly [79]. 

According to recent research, it has been reported that the 

restorative characteristics obtainable from nature can be 

replicated in the service environment of a intergrated resort, 

creating a restorative environment [14]. The restorative 

servicescape of hotels or resorts impacts the perceived value 

of customers through the mediating effect of restorative 

experiences [2], and the servicescape of resorts perceived as 

restorative environments is emphasized as a necessary 

condition for improving customer leisure satisfaction and 

revisit intentions [17]. 

2.2. Place Attachment 

Place attachment was first derived from ‘attachment’, an 

intimate emotional relationship formed with a caregiver or 

special social subject based on trust, as proposed by 

psychoanalyst Bowlby (1969) [11]. Environmental 

psychologists Stokols and Shumaker (1981) explained the 

concept of attachment as ‘sense of place’, providing a conceptual 

basis for place attachment that human perception of a specific 

place affects behavior [16]. Humanist geographer Tuan (1976) 

defined ‘attachment’ as a personal bond concerning geographical 

places and ‘place attachment’ as a bond that includes 

geographical piety (geopiety) and topophilia (place love), 

showing sympathy, respect, gratitude, and interest in a specific 

place, as well as attachment to family and hometown [22, 70, 90]. 

This place attachment can be understood as being formed 

through the interaction between place identity, which includes 

physical setting, human activity, and meaning, and the person, 

and is synonymous with ‘sense of place’ [9, 70, 76]. 

Since the 1980s, studies on ‘attachment’ as a ‘familiarity 

with physical places’ have begun in the field of tourism [38], 

[84]. In tourism studies, ‘place attachment’ refers to the 

emotional bond or connection, belonging, and psychological 

solidarity between a person and a special place [19]. Place 

attachment formed by assigning value through experiences in 

a specific place is reported to stem from persistent 

psychological attitudes and tendencies towards the specific 

place [48]. 

Among place attachment factors, ‘place dependence’ is the 

functional attachment of a place perceived by humans, 

evaluating whether a place or community is functionally 

suitable for specific tourism activities [30, 93]. ‘Place identity’ 

is an emotional attachment to a place, where individuals 

consider themselves part of the place emotionally and 

symbolically, valuing the place for emotional and symbolic 

reasons [33, 60, 93]. ‘Affective attachment’ refers to the 

emotions individuals feel towards a special place [53], an 

emotional bond shared with the place, and a sense of place 

emotion in the aspect of individuals’ bonding, either 

positively or negatively [25, 58, 59]. ‘Social attachment’ is the 

social affinity and bonding that reproduces stability and 

bonding within a specific group or community through 

positive relationships among individuals or groups [6]. 

In recent research, it has been confirmed that cognitive and 

emotional experiences have a positive impact on place 

attachment, and place identity among place attachment factors 

fully mediates the relationship between cognitive experience 

and word-of-mouth [75]. Additionally, it has been confirmed 

that among the brand experiences of a destination, emotional, 

behavioral, and intellectual experiences, excluding sensory 

experiences, influence place dependence. Furthermore, all 

sensory, emotional, behavioral, and intellectual experiences 

affect place identity. Place attachment has been found to 

influence destination loyalty, leading to revisits, positive 

word-of-mouth, and preferred choices [4]. Such place 

attachment is a precursor mediator of place loyalty, which can 

enhance visitors' involvement in specific leisure activities and 

induce continuous visits to the place [36], and a precursor 

variable of place loyalty that positively influences cognitive 

loyalty and emotional loyalty [20]. 
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2.3. Place Loyalty 

The conceptual basis for loyalty can be traced back to social 

psychologist Leon Festinger's (1957) ‘Theory of Cognitive 

Dissonance’ [34]. According to this theory, people tend to 

rationalize their decisions rather than admitting their mistakes 

in order to resolve cognitive dissonance. They adopt an 

attitude of blocking out information they don't want to 

perceive and accepting only what they want to perceive [67]. 

Therefore, ‘loyalty’ is a deep commitment to continuously 

repurchasing or reusing preferred products or services in the 

future, despite the fact that situational influences and 

marketing efforts can provoke switching behavior. It implies 

that people will repeatedly purchase the same brand or use the 

same service [73, 95]. Based on Oliver's (1999) research, 

Yuksel et al., (2010), Han Ji-hun (2011), and Choi 

Seong-beom et al., (2013) defined ‘place loyalty’ as a state of 

deep immersion with the intention to consistently visit one 

place, preferring it over others [36, 38, 95]. They applied 

Oliver's (1999) comprehensive concept of loyalty to the 

context of places in a step-by-step manner. The first stage of 

place loyalty is ‘cognitive loyalty’, which is an attitude 

towards the perceived value and perception of place 

experience through comparisons with other places [10]. The 

second stage of place loyalty is ‘affective loyalty’, which is an 

emotional response of consumers, such as subjective 

preferences and enjoyment based on place experiences [10]. 

The third stage of place loyalty is ‘conative loyalty’, which 

represents a more profound loyalty in terms of attachment to a 

place than affective loyalty [10]. Place loyalty is formed 

step-by-step in the service provider's efforts, related to other 

components, and has a structural stage where attitudes become 

loyal at each stage [38, 73, 95]. It has been found that each 

stage of loyalty influences the others [47, 95]. Therefore, 

people who perceive a high level of satisfaction in a specific 

place tend to have the intention to revisit the destination 

repeatedly [66] and continuously visit the same place, 

exhibiting a preference for it over other places [95]. 

Recent research has shown that tourists' cognitive loyalty to 

specific destination attributes affects both affective and 

conative loyalty. Notably, a stronger relationship has been 

established between affective loyalty and conative loyalty 

compared to the path between cognitive loyalty and conative 

loyalty [10, 95]. Additionally, it has been confirmed that place 

identity, a factor of place attachment, has a sequential positive 

impact on visitors' cognitive and affective loyalty [38], and it 

has been confirmed that a sequential as the level of place 

attachment to a destination increases, place loyalty also rises 

[38] and as the level of place attachment to a destination 

increases, place loyalty also rises [38]. 

3. Research Design 

3.1. Research Model and Hypotheses 

This study aims to investigate the relationship between the 

perceived restorative servicescape of casino integrated resort 

visitors and their place attachment and place loyalty, as well 

as the mediating effect of place attachment, as shown in 

Figure 1 research model. 

 

Figure 1. Research model. 

3.1.1. The Correlation Between Restorative Servicescape 

and Place Attachment 

Based on the studies on the relationship between 

‘restorative environmental perception’, which has a similar 

context to restorative servicescape, and place attachment, it 

can be hypothesized that restorative servicescape has a 

significant positive(+) influence on place attachment. Kim 

Jae-hyung and Choi Suk-hwan's (2018) study, which found 

that golfers' recovery effects from golf courses' natural 

environment increased their attachment to the golf course, 

supports the hypothesis that restorative servicescape in a 

commercial service environment will have a significant 

impact on place attachment. Additionally, Kim Beom-joon 

and Kim Jae-hyung's (2019) study confirmed that the natural 

fatigue recovery effect felt in the natural environment of golf 

courses increased the attachment to specific golf courses, 

supporting the hypothesis that the perceived restorative 

servicescape in a commercial service environment like casino 

integrated resorts will have a significant positive(+) influence 

on place attachment. Based on these previous studies, the 

following research hypothesis was set. 

<H1> Restorative servicescape will have a significant 

positive(+) influence on place attachment. 

3.1.2. The Correlation Between Place Attachment and 

Place Loyalty 

Previous research has reported that variables such as place 

attachment or place bonding can become an essential part of 

one's identity and evoke strong emotions that can influence a 

person's behavior, including loyalty [44, 50, 51, 57, 64, 65, 66, 

83, 95]. Place attachment is an important factor in predicting 

place loyalty intentions and can be a predictor of place loyalty 

behavior [95]. Raana (2020) confirmed that strong place 

attachment to the city among residents of Iran's Baharestan new 

town positively influenced civic participation and place loyalty. 

This finding demonstrates that place attachment, as a bond 

between people and places, can influence their intentions and 

behaviors related to the place. Moreover, these intentions and 

behaviors can play a decisive role in the vitality of life in the 

new town and its development [74]. Park Jun-beum and Choi 

Jae-wo (2018) found that both place dependence and place 

identity aspects of place attachment had a positive influence on 
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cognitive and affective loyalty factors in their analysis centered 

on Daecheon Beach in Boryeong City. La Sun-a (2018) 

suggested, through a qualitative study using narrative analysis, 

that when a commercial space is given a sense of place by the 

consumer, the consumer feels place attachment as they pass 

through that place, and they form place loyalty to the attached 

place, leading to revisits [12, 13]. Based on these previous 

studies, the following research hypothesis was set. 

<H2> Place attachment will have a significant positive(+) 

influence on place loyalty. 

3.1.3. Relationship Between Restorative Servicescape and 

Place Loyalty 

According to previous research, when consumers experience 

fascination, healing, enlightenment, rest, and fulfillment in a 

commercial space, they feel place attachment and demonstrate 

place loyalty through repeat visits or spontaneous 

place-supportive behaviors [13, 46]. Mody, Suess, and Dogru 

(2020) found that the perceived restorative servicescape in 

healthcare facilities with hotel-like features enhances patient 

happiness and has a positive influence on their behavioral 

intentions. They demonstrated that patients are more likely to 

experience recovery benefits in such facilities and are more 

willing to pay higher prices for these rooms. In Sun, Xiao-li and 

Kim, Young-hyun (2021)' study, It found that the restorative 

servicescape factors of being away, fascination, compatibility, 

and coherence among Chinese urban tourists had varying effects 

on perceived social value, emotional value, and monetary value 

but all had positive influences on loyalty [21]. Furthermore, the 

results of the analysis on the restorative servicescape and 

satisfaction and revisit intentions of pension guests are as 

follows: The factors of being away and coherence in the 

restorative servicescape influenced satisfaction, while only the 

fascination factor affected revisit intentions. It was also 

confirmed that the satisfaction of pension guests influenced by 

the restorative servicescape has a significant impact on their 

revisit intentions [15]. Based on the previous research, the 

following research hypotheses have been established. 

<H3> The restorative servicescape will have a significant 

positive(+) influence on place loyalty. 

<H4> Place attachment will mediate the relationship 

between the restorative servicescape and place loyalty. 

3.2. Survey Composition 

To conduct this study, the variables were operationally 

defined to suit the research purpose. 

‘Restorative servicescape’ is defined as a service 

environment with restorative characteristics that provide 

psychological assistance to people in the process of service 

production and consumption, based on the studies by Kwon 

Hyuk-jung (2018), Moon Chang-Ho (2014), Park 

Kyoung-heum and Kim Young-kyu (2019). The 

measurement of restorative servicescape was based on the 

RPRS (Revised Perceived Restorativeness Scale) by Hartig, 

Korpela, Evans, and Garling (1997a) and the 16-item RPRS 

proposed by Rosenbaum (2009), LIU CHANG (2019), Kwon 

Hyuk-jung (2018), Moon Chang-Ho (2014), and Park Min-ah 

(2016). The four sub-dimensions with a total of 16 items 

were measured using a Likert 5-point scale, including 3 items 

for ‘being away’, 4 items for ‘fascination’, 4 items for 

‘coherence’, and 5 items for ‘compatibility.’ 

‘Place attachment’ was defined as the cognitive, functional, 

and emotional bond between a person and a place formed 

through the interaction between people and places [10, 11, 25]. 

The measurement of place attachment was based on the 

research items of Raana (2020) and the studies of Kim 

Hyo-jung (2014), Yoon Hyun-Hee (2012), Choi Byung Sook 

and Kim Suk-Kyung (2011), and Han Ji-hun (2011). The scale 

consisted of a total of 20 items in 4 sub-dimensions, measured 

using a 5-point Likert scale. These included 4 items for ‘place 

dependence’, such as ‘I was able to satisfy my needs at this 

casino resort’, 7 items for ‘place identity’, 5 items for 

‘affective attachment, and 4 items for ‘social attachment.’ 

‘Place loyalty’ was defined as the intention to prefer a 

specific place over other places and visit it consistently [10, 

38]. The measurement of place loyalty was based on the 

survey items of Yuksel et al., (2010) for the Didim region [95], 

and the research of Kim Jin-kyung (2018), Kim Hyo-jung 

(2018), and Han Ji-hun (2011). The scale consisted of a total of 

9 items in 3 sub-dimensions, measured using a 5-point Likert 

scale. These included 4 items for ‘cognitive loyalty’, such as 

‘This casino resort provided excellent service quality 

compared to other tourist places I have visited’, 3 items for 

‘affective loyalty, and 2 items for ‘conative loyalty. 

3.3. Data Collection and Analysis Method 

Due to the environmental impact of COVID-19, this study 

could not survey visitors who have visited casino resorts at the 

current time. A preliminary survey of 50 copies was conducted 

from July 3rd to July 5th, 2020, targeting the general public. 

However, the survey faced difficulties in the concept delivery 

process due to low awareness of casino resorts, and most of the 

responses were incomplete, lacked consistency, and had low 

reliability; thus, they were not used in the analysis of this study. 

To increase the validity of the questionnaire and obtain a 

sample with a high understanding of the concept of casino 

resorts, a face-to-face offline survey was conducted with 

employees in the management department of Paradise City 

Casino Resort on Yeongjongdo in Incheon. Although they are 

employees, many casino management workers are experts with 

accurate knowledge of casino resorts and are also visitors to 

other casino resorts. Thus, they can be considered as a sample 

with a high understanding of the concept of casino resorts. 

Among them, visitors aged 20 and above who had visited 

overseas casino resorts in Macau, the Philippines, Singapore, 

Vietnam, and Las Vegas within the past two years were 

selected as samples. A total of 410 questionnaires were 

distributed and collected from July 3rd to August 11th, 2020. 

Out of the 410 collected questionnaires, 36 were excluded due 

to inaccurate or insincere tendencies, and only 374 valid 

questionnaires were used for the analysis. The empirical 

analysis was conducted using SPSS 23.0 (for Windows, NY, 

IBM Corporation) and AMOS 23.0. The structural equation 

modeling (SEM) was utilized to verify the hypotheses, and 
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Sobel's Z test was employed to examine the mediating effect of 

place attachment in the relationship between restorative 

servicescape and place loyalty. 

4. Empirical Analysis 

4.1. Demographic Characteristics of Respondents 

The demographic characteristics of the collected data are 

shown in Table 1. Out of the total 374 respondents who 

participated in the survey, 218 (58.3%) were males, 

outnumbering females. In terms of age, the majority were in 

their 30s with 186 respondents (49.7%), representing over 

half of the total sample. Regarding the highest level of 

education, 323 respondents (86.4%) held a bachelor's degree, 

accounting for over 80% of the sample. In terms of job 

position, 138 respondents (36.9%) were deputy managers, 

which was the largest group. The monthly average household 

income was highest for the 129 respondents (34.5%) earning 

between 3 million and less than 4 million won. The 

frequency of casino resort visits was highest for those who 

visited 2-3 times, with 128 respondents (34.2%). Further 

details are provided in the table below. 

Table 1. Demographic characteristics of study participants. 

Item N % Item N % 

Gender 

Male 218 58.3% 

Position 

Company employee * 63 16.8% 

Assistant manager 138 36.9% 

Female 156 41.7% 

section chief 80 21.4% 

Deputy director 78 20.9% 

manager or higher 15 4.0% 

Age 

20~30 35 9.4% 

Income 

less than 20 million won 3 0.8% 

31~40 186 49.7% 20~30 million won 88 23.5% 

41~50 132 35.3% 30~40 million won 129 34.5% 

Over 51 21 5.6% 
40~50 million won 102 27.3% 

Over 50 million won 52 13.9% 

Education 

High school 4 1.1% 

Number 

of visits 

1 65 17.4% 

College 31 8.3% 2~3 128 34.2% 

University 323 86.4% 4~5 103 27.5% 

Graduate school 16 4.3% Over 5 78 20.9% 

Table 2. Reliability for measurement factors analysis. 

factors N Cronbach’s α 

Restorative 

Servicescape 

being away 

01. Spending time in this CIR give me a good break from my day-to-day routine. 

3 .848 02. Being in this CIR, It is an escape experience from a difficult reality. 

03. Being in this CIR, I felt like I forgot everything else and left somewhere. 

fascination 

04. I would like to get to know this CIR better. 

4 .844 
05. This CIR’s setting has fascinating qualities. 

06. I would like to spend more time at the surroundings in this CIR. 

07. There is much to explore and discover at this CIR. 

coherence 

09. This CIR is a confusing place. 

3 .875 10. There is a great deal of distraction in this CIR. 

11. It is chaotic in this CIR. 

compatibility 

12. Being in this CIR suits my personality. 

5 .874 

13. This CIR is suitable for doing what I like. 

14. I have a sense that I belong to this CIR. 

15. I have a sense of oneness with this CIR’s setting. 

16. I could find ways to enjoy in this CIR like this. 

Place Attachment 

place dependence 

01. My needs can be met in this CIR, 

3 .835 03. In this CIR, I can do what I like. 

04. My demands for leisure and entertainment can be met in this CIR. 

place identity 

05. I am rooted to this CIR. 

6 .890 

07. I feel this CIR is a part of me. 

08. I think I am a local resident of this CIR. 

09. I defend this CIR when somebody criticizes it. 

10. The tolerant and integrative atmosphere in this CIR is in congruence with my 

personal values. 

11. Living in this CIR says a lot about who I am. 

Affective 

attachment 

12. I am proud of this CIR. 

4 .879 
13. If I have been away from this CIR for a long time, I will miss it. 

14. I like this CIR. 

15. I am happy to live in this CIR. 

social attachment 

17. There are strong ties among neighbors in my neighborhood in this CIR. 

4 .810 
18. I feel loyal to the people in this CIR. 

19. I usually speak with my neighbors about neighborhood problems in this CIR. 

20. I have good friends in this CIR. 
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factors N Cronbach’s α 

Place Loyalty 

cognitive loyalty 

01. this CIR provides me superior service quality as compared to other places I 

have been to. 

4 .848 02. No other destination performs better than this CIR. 

03. Overall quality of this CIR is the best as a tourism destination 

04. I believe this CIR provides more benefits than other places 

affective loyalty 
05. I love staying in this CIR. 

2 .842 
06. I feel better when I stay in this CIR. 

conative loyalty 
08. If I am given a chance, I intend to continue making my holiday in this CIR. 

2 .846 
09. I consider this CIR to be my first holiday choice. 

Total 40 
 

Note 1. CIR = casino integrated resort. 

Note 2. neighbors = The people involved in this CIR 

4.2. Reliability and Validity of Measurement Variables 

Table 2 presents the reliability analysis of the measurement 

factors for confirming the validity of the measurement tools. The 

measurement items used in this study were derived from 

sub-factors in previous studies, but to improve the model's 

fitness, some items were removed: item 8 in the recovery service 

scape factor extraction process (‘This CIR is too much going 

on.’), items 2 (‘No other town can compare to this CIR.’), 6 (‘I 

identify strongly with this CIR.’), and 16 (‘I am attached to this 

CIR.’) in the place attachment factor extraction process, and 

item 7 (‘I like this CIR more than other destinations.’) in the 

place loyalty factor extraction process. These items were 

removed because their factor loadings and communalities were 

below 0.4, which is considered to violate convergent validity 

and involve factor complexity [52]. Reliability measures the 

consistency of the results regarding a single concept through the 

validity verification of the measurement items. If Cronbach's α 

value of the measured variables is 0.5 or higher, and the 

individual item level is 0.9 or higher, the reliability is considered 

high, and generally, if it is 0.7 or higher, there is no problem 

with reliability [3]. In this study, the Cronbach's α values of the 

survey items were all 0.800 or higher, confirming that each 

measurement item consistently measured the underlying concept. 

Based on these results, the model was deemed to be at an 

acceptable level. 

Table 3 is the confirmatory factor analysis (CFA) for 

verifying the validity of the measurement tools. As a result of 

the convergent validity check, all construct reliabilities (CR) 

were 0.8 or higher, and all average variance extracted (AVE) 

values were 0.6 or higher, ensuring stable convergent validity 

and confirming that the factor structure of the proposed 

factors was reliable. The chi-square and Q values (= ��/df) 

of the model were ��=91.079 (df=49) and �� /df=1.859, 

respectively, which were suitable, and the ��/df value is 

generally considered satisfactory if it is 3 or lower. In this 

study, the goodness of fit index (GFI) was .964, the 

comparative fit index (CFI) was .989, and the Tucker-Lewis 

index (TLI) was .983, all showing very high fit values over 

0.9. The root mean residual (RMR) criterion is .050 or lower, 

but the result of this study was .012. The root mean square 

error of approximation (RMSEA) criterion is .070 to .080 or 

lower, and the result of this study was .048 (90% confidence 

interval=[.032~.063]), satisfying the accuracy of the estimate. 

Table 3. Result of the confirmatory factor analysis. 

Factor 
Coefficient Standard 

Error 

Critical 

Ratio (t) 

Measurement 

Error 

CR* 

(AVE**) Unstandardized Standardized 

Restorative 

Servicescape 

being away 1.000 .791 
  

.178 

.898 

(.688) 

fascination .975 .795 .058 16.719 .164 

coherence .780 .735 .087 8.966 .735 

compatibility 1.057 .883 .055 19.047 .094 

Place 

Attachment 

place dependence 1.000 .841 
  

.134 

.897 

(.695) 

place identity .751 .602 .060 12.438 .322 

affective attachment 1.036 .866 .049 21.007 .116 

social attachment .596 .503 .059 10.023 .339 

Place Loyalty 

cognitive loyalty 1.000 .782 
  

.191 
.916 

(.785) 
affective loyalty 1.167 .835 .067 17.496 .179 

conative loyalty 1.334 .859 .074 18.092 .191 

��=91.079, df=49, Q=1.859, GFI=.964, AGFI=.933, TLI=.983, CFI=.989, RMR=.012, RMSEA=.048 (90% C.I=[.032~.063]) 

Next, discriminant validity was tested in Table 4. 

According to Fornell and Larker (1981), discriminant validity 

is assumed when the average variance extracted (AVE) is 

greater than the square of the correlation coefficient. The 

result of checking whether the AVE is greater than the square 

of the correlation coefficient showed that ‘the minimum 

value of AVE (=.688) is greater than the maximum value of 

the squared correlation coefficient (=.794
2
=.630).’ This 

finding confirms that the convergent validity within the 

factors and the discriminant validity between factors in this 

study are statistically valid. 

Table 5 presents the verification of the hypotheses of this 

study through the structural analysis model. The structural 

model showed a very high degree of fit, with ��=86.682 
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(df=36), �� /df=2.408, Q(=�� /df) value below 3, GFI=.955, 

AGFI=.912, CFI=.976, and TLI=.961. RMR=.017, and 

RMSEA=.073 (90% confidence interval=[.057 ~.090]), 

satisfying the accuracy of estimation. As the goodness of fit of 

the research model was confirmed, the research hypotheses were 

statistically tested, and the results are presented in Figure 2. 

Table 4. Convergent validity and discriminant validity among variables. 

Factor Restorative Servicescape Place Attachment Place Loyalty 

Restorative Servicescape .688 
  

Place Attachment .477 .695 
 

Place Loyalty .552 .630 .785 

Note 1. **The correlation coefficient is significant at the 0.01 level (two-tailed), squared correlation coefficient value = r2, ∎: AVE value 

Table 5. Results of hypotheses testing. 

Hypothesis 
Coefficient Standard 

Error 
t p 

Standardized Unstandardized 

H1 Restorative Servicescape → Place Attachment .923 .972 .055 17.658** .000 

H2 Place Attachment → Place Loyalty .629 .611 .133 4.588** .000 

H3 Restorative Servicescape → Place Loyalty .319 .327 .135 2.425* .015 

��=86.682, df=36, Q=2.408, GFI=.955, AGFI=.912, TLI=.961, CFI=.976, RMR=.017, RMSEA=.073 (90% Confidence interval=[.057 -.090]) 

**p<.01, *p<.05. 

 

Figure 2. Results of the research model. 

4.3. Hypothesis Testing 

Table 6. Results of Total effect, direct effect and Indirect effect of path coefficients. 

Path Total effect Direct effect Indirect effect 

Restorative Servicescape → Place Attachment 
.923** .923** 

 
(.972) (.972) 

 

Place Attachment → Place Loyalty 
.629** .629** 

 
(.611) (.611) 

 

Restorative Servicescape → Place Loyalty 
.900** .319* .581** 

(.921) (.327) (.594) 

Note 1. The values in () are unstandardized coefficients. 

**p<.01, *p< .05 

Table 6 presents the decomposition results for the total 

path coefficients of this study. In Sobel's Z test, if the test 

statistic Z value is greater than 1.96 and less than 2.54, it is 

significant at the 0.05 level, and if the Z value is greater than 

2.54, it is significant at the 0.01 level. In this study, the 

indirect effect or mediating effect size of the relationship 
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between restorative servicescape and place loyalty through 

place attachment was calculated and the Sobel's Z test was 

performed to determine whether the indirect effect was 

significant. The result showed an absolute value of Z=4.446, 

which is greater than 2.54, confirming statistical significance 

at the 0.01 level Table 7. 

Table 7. Sobel’s Z test results for mediating effects. 

Path Indirect effect (Unstandardized coefficient) Sobel’s Z 

H4 Restorative Servicescape → Place Attachment → Place Loyalty .594 4.446** 

**p<.01, *p< .05 

5. Discussion 

The empirical analysis results of this study are as follows: 

First, as a result of verifying ‘[Hypothesis 1] The restorative 

servicescape perceived by casino integrated resort visitors will 

have a positive effect on place attachment’, the path 

‘restorative servicescape → place attachment’ (r=.923, p 

<0.01) was statistically significant at the 0.01 level, and [H1] 

was accepted. This indicates that the restorative servicescape 

of a casino integrated resort includes four recovery 

characteristics as environmental factors that help alleviate 

negative symptoms related to visitor fatigue. As visitors 

perceive a higher level of restorative stimuli in the restorative 

servicescape, their place attachment strengthens. Therefore, 

considering the restorative servicescape, which includes a 

psychologically distinct environment, an attractive service 

environment, and a relaxed and harmonious environment that 

matches the visitor's purpose, is a necessary condition for 

enhancing the cognitive response of the visitor's recovery 

environment perception and developing the emotional 

response of place attachment. 

Second, as a result of verifying ‘[Hypothesis 2] Place 

attachment of casino integrated resort visitors will have a 

positive effect on place loyalty’, the path ‘place attachment → 

place loyalty’ (r =.629, p <0.01) was statistically significant at 

the 0.01 level, and [H2] was accepted. Place attachment has a 

strong interrelationship with the place loyalty of casino 

integrated resort visitors, increases the comfort and safety of 

visitors to the place, promotes the tendency to stay for a long 

time [56], and acts as a precursor to place loyalty that induces 

continuous visits. Therefore, as the level of place attachment 

increases, the effect of increasing place loyalty to the casino 

integrated resort is confirmed, and considering the positive 

bond with the place, place attachment is a necessary condition 

for enhancing the cognitive response of visitors' internal 

emotions and developing a positive response in place loyalty. 

Third, as a result of verifying ‘[Hypothesis 3] The 

restorative servicescape perceived by casino integrated resort 

visitors will have a positive effect on place loyalty’, the path 

‘restorative servicescape → place loyalty’ (r =.319, p <0.05) 

was statistically significant at the 0.05 level, and [H3] was 

accepted. Therefore, the restorative servicescape perceived by 

visitors to the casino integrated resort interacts with physical, 

social, and socio-symbolic service environment factors, 

influencing the visitor's approach/avoidance decisions, and in 

particular, has a strong positive effect on place loyalty factors 

such as willingness to pay, intention to revisit, intention to 

recommend, and prioritized selection. 

Fourth, as a result of verifying the direct effects of this 

study, both the ‘restorative servicescape → place attachment’ 

and ‘place attachment → place loyalty’ paths were statistically 

significant, and the indirect effect of the ‘restorative 

servicescape → place attachment → place loyalty’ path was 

also statistically significant. When conducting the Sobel's Z 

test to see if this indirect effect is significant, it was confirmed 

that place attachment is statistically significant as a mediator 

in the relationship between restorative servicescape and place 

loyalty (|Z|=4.446, p<0.01). Therefore, [Hypothesis 4] stating 

‘place attachment of casino integrated resort visitors will 

mediate the relationship between restorative servicescape and 

place loyalty’ was accepted. As a result of the study, it was 

confirmed that both direct and indirect paths were statistically 

significant, and place attachment partially mediates the 

relationship between restorative servicescape and place 

loyalty. Therefore, similar to the natural environment, the 

restorative servicescape in a commercial service environment 

can ultimately reach place loyalty through the emotional 

response of place attachment. It was clarified that place 

attachment is an important antecedent variable and a mediator 

that can enhance place loyalty, improving visitor's revisit 

intentions, recommendations, willingness to pay, and 

supportive behavior. 

6. Conclusion 

The implications of this study are as follows: 

First, This study demonstrated that if a casino integrated 

resort, as a commercial service environment, possesses the 

conditions of a recoverable environment being away, 

fascination, coherence, and compatibility, it can create a 

service environment with a restorative dimension that 

positively influences visitors' place attachment and place 

loyalty. the restorative servicescape factors of being away, 

fascination, coherence, and compatibility can help create a 

differentiated image for visitors to a casino integrated resort 

compared to other resorts, leading to positive emotions such as 

place attachment. This, in turn, results in increased place 

loyalty through revisits or willingness to pay, ultimately 

providing efficient assistance to the casino's business 

performance. Therefore, casino integrated resort companies 

should create a harmonious service environment that matches 

visitors' purposes and intentions during the development and 

operation stages of various spaces such as casinos, hotels, 

restaurants, cafes, theme parks, conference facilities, and 

shopping malls. This will allow visitors to be naturally drawn 



 International Journal of Hospitality & Tourism Management 2023; 7(1): 24-36 33 

 

to the space without any extra effort or attention. 

Second, this study contributed to expanding the theoretical 

application of place attachment by empirically analyzing it in 

a commercial service environment, which could be temporary 

or one-time visits, differentiating it from previous researchers 

who applied place attachment only to natural environments. In 

other words, it was clarified that place attachment is an 

antecedent variable that has a significant positive effect on 

place loyalty in the commercial service environment of a 

casino integrated resort and a variable mediating the positive 

relationship between restorative service scape and place 

loyalty. Therefore, during the development and operation 

stages of casino integrated resorts, companies should also 

implement place marketing strategies that enhance visitors' 

place attachment, enabling them to feel positive emotions in 

terms of emotional bonds and connections shared with the 

unique place of the casino integrated resort. Proactively 

reflecting place attachment in creating a differentiated 

landmark within the service environment can influence 

visitors' preferences, ultimately contribute to the efficient 

management and success of the casino integrated resort. 
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