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ABSTRACT 

 

Civil society requires the provision of distinctive public places for informal public gatherings 

in order to nurture human associations and relationships. Such spaces are often described as 

‘third places’. Growing evidence has shown that the third places have significant impacts on 

their vicinity and can contribute to urban regeneration. Third places can not only provide the 

public gathering places for relaxation and socialisation but also influence individual 

behavioural intentions at different geographical scales. The current study focused on a third 

place, namely the Imagination Station, located in the Tūranga Library in the city centre of 

Christchurch, New Zealand and investigated the relationships between perceived servicescapes 

and behavioural intentions at different geographical scales, mediated by place attachment. 

Following a review of the literature on place attachment, perceived physical and social 

servicescapes, and behavioural intentions across different geographical scales, this study 

established a theoretical framework based on the Stimulus-Organism-Response paradigm. 

From 406 valid questionnaires completed by the adult visitors of the Imagination Station, the 

results indicated that both perceived physical and social servicescapes of third places could 

influence the individual’s behavioural intentions at different geographical scales via the 

mediating role of place attachment. Specifically, perceived physical servicescapes in non-

manipulable object spaces can positively and indirectly influence behavioural intentions across 

different geographical scales through the mediating role of place attachment. Physical 

appearance of perceived social servicescape in non-manipulable object spaces can positively 

and indirectly influence purchase intention in non-manipulable object spaces and desire to stay, 

mediating by place attachment. Place attachment also had a direct and negative effect on revisit 

intention in environmental spaces. This study has theoretical implications by extending the 

literature related to place attachment, perceived servicescapes, third places, and urban 

regeneration, as well as practical implications for individual, organisational, and destination 

resilience especially in post-disaster areas. Limitations and future research avenues are also 

detailed. 

 

Key words: place attachment, third place, servicescape, behavioural intention, urban services. 
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1 INTRODUCTION 

1.1 Introduction 

Place is one of the most fundamental concepts in the social sciences (N. C. Chen et al., 2021). 

“Place is not only a fact to be explained in the broader frame of space, but it is also a reality to 

be clarified and understood from the perspective of the people who have given it meaning” 

(Tuan, 1977, p. 387). Great civilizations, like great cities, require the growth and refinement of 

distinctive public places for informal public gathering to nurture human associations and 

bonding (Oldenburg, 1999). Oldenburg (1999, 2001) conceptualised the notion of a “third 

place”, a setting beyond home and work (the “first” and “second” places respectively), in which 

people relax in good company and do so on a regular basis and satisfy their needs for sociability 

and relaxation. He also claimed that third places are important for civil society, democracy, 

civic engagement, and establishing place attachment. In the context of cities, third places, such 

as cafés, libraries, or public spaces, become as much a part of the urban landscape as of the 

people’s daily life and they come to dominate the image of the city (Oldenburg, 1999). Third 

places offering a broader range of leisure and cultural activities in the city centre could assist 

in positioning the city centre as the commercial and social hub of the city-region and extending 

the visitor’s staying (Thomas & Rosemary, 2000). Moreover, there is growing evidence that 

third places have benefits to urban regeneration. For example, Luo et al. (2016) identified 

cultural creative districts as third places, which offer high-quality social encounters with a 

suitable mix of physical, cultural, and entertainment amenities to reinforce urban regeneration 

strategies. Similarly, Amore and Hall (2016) in a study of city centre redevelopment in 

Christchurch, New Zealand, claimed that the process of urban regeneration in a context of post-

disaster recovery mainly focuses on rebuilding the leisure-oriented third places as “anchor” or 

“flagship” projects, such as libraries, shopping malls, convention centres, art galleries, 

museums, stadia, and design or cultural precincts/quarters.  Such measures are often tied to the 

goal of gathering people in the city, as part of urban redevelopment strategies and emphasise 

how people-place relationships could influence individual behaviours at various geographical 

scales.   

The people-place relationship referred to as place attachment, has been widely investigated in 

several disciplines, including environmental psychology, sociology, human geography, and 

leisure studies (e.g., N. C. Chen et al., 2021; Lewicka, 2011; Low & Altman, 1992; Manzo & 

Devine-Wright, 2020; Milligan, 1998; Trentelman, 2009). As the third places in a city 
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contribute to the city image and affect citizens daily life, it is critical to understand people’s 

attitudes and behaviours at third places and their vicinity (Lewicka, 2010; Scannell & Gifford, 

2017; Ujang & Zakariya, 2015). However, limited research to date has been conducted on the 

impacts of place attachment at different geographical scales and more specifically in third 

places. This study thus aimed to investigate people’s place attachment toward a third place and 

its impacts on behavioural intentions across different geographical scales and poses the 

question: Could attachment to a third place influence individual behaviours across different 

geographical scales?  

1.2 Research Background 

Many studies have investigated place attachment to third places (e.g., Brocato, 2006; Kyle, 

Mowen, et al., 2004; Xu & Gursoy, 2020). Place attachment is a multidimensional concept, 

involving cognitive, affective, and conative component (Chen et al., 2014a; N. C. Chen et al., 

2021; Chen & Šegota, 2015; Kyle et al., 2005). Place attachment is an attitude developed from 

the interactions between people and place (Chen et al., 2014a; N. C. Chen et al., 2021; Gieryn, 

2000; Kyle et al., 2005; Milligan, 1998). In the place attachment literature, several dimensions 

have been developed to examine the extent of an individual attaching to a place in the context 

of third places, including place identity, place dependence, affective attachment, and social 

bonding (e.g., Brocato, 2006; Kyle et al., 2005; Kyle, Mowen, et al., 2004). With these 

dimensions, the research can thus investigate the question as how do people develop their 

attachment to third places? 

The current study demonstrates a model of place attachment based on the Stimulus-Organism-

Response paradigm proposed by Mehrabian and Russell (1974) which is widely used in place 

attachment studies (e.g., Brocato, 2006; Line et al., 2018b; Xu & Gursoy, 2020). Within this 

theoretical background, place attachment refers to the “organism”, and it is induced by the 

“stimulus” and results in the “response”. For stimuli, this study employed the concepts of 

perceived physical and social servicescapes, as many third places in city context satisfy 

people’s needs by offering urban services in service settings (Oldenburg, 1999). Similar to 

place attachment, servicescapes are also regarded as multidimensional concepts and could be 

examined with several dimensions (Hall, 2008).  

Perceived physical servicescape refers to the physical surroundings that may facilitate the 

achievement of organisational and marketing goals (Bitner, 1992), which can be examined via 

the dimensions of design, equipment, and ambience in third place (Wakefield & Blodgett, 
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1999). Perceived social servicescape refers to the other social entities in a consumption 

environment and includes the dimensions of perceived similarity, physical appearance, and 

suitable behaviours (Line & Hanks, 2019). By examining the perceived physical and social 

servicescapes, the current study analyses the physical and social environments in a third place 

and examine the relationships with place attachment. It thus answers the question as to how 

would the evaluation/perception of physical and social environments of third places by visitors 

affect their place attachment? 

Previous research has investigated people’s behavioural intentions anteceded by place 

attachment in third places, including purchase intention (e.g., Hanks et al., 2020), revisit 

intention (e.g., Song et al., 2017), and desire to stay (e.g., Anton & Lawrence, 2014; Chen & 

Dwyer, 2018), although few studies to date have examined these factors across different 

geographical scales. However, the geographical scale of place significantly impacts the 

psychology of space, including perception, thinking, memory, and behaviour (Freundschuh, 

2000; Montello, 1993) and influences the contents of mental representations and experience of 

a place (Scannell & Gifford, 2017). Therefore, the current study suggests that the effects of 

place attachment to third places on behavioural intentions could vary at different geographical 

scales. According to the geographical scales of meaningful places and their characteristics 

proposed by Scannell and Gifford (2017), the current study investigated three behavioural 

intentions across different geographical spaces. Specifically, purchase intention refers to 

consumption activities and is more likely to occur in non-manipulable object spaces which are 

conducive to activities, privacy, personal growth, and freedom (Babin et al., 1994; Scannell & 

Gifford, 2017). People prefer to revisit a place which involves positive emotions, comfort, 

entertainment, and connectedness to nature (Brown et al., 2016), which are identified as 

environmental spaces (Scannell & Gifford, 2017). In terms of desire to stay, research has found 

that a sense of belonging and physical comfort motivate people to stay closer and longer in 

meaningful places (Z. Chen et al., 2021; Trell et al., 2012), which are identified as geographical 

spaces (Scannell & Gifford, 2017). The current study investigated these behavioural intentions 

at different geographical scales and their relationships with place attachment. By doing this, 

this study thus reveals the answer of the question that “how would visitors’ place attachment 

of a third place affect  behavioural intentions at different geographical scales?”. 

1.3 Research Objectives 

The influence of place attachment on behavioural intentions has not previously been 

investigated across various geographical scales, therefore this study aimed to bridge the gap 
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between place attachment and behavioural intentions across different geographical scales in 

third places. The following research objectives are identified in order to address the research 

questions mentioned above and demonstrate the model of place attachment.  

1. To test a reliable and valid measurement of place attachment in third places. 

2. To examine the role customer evaluations of servicescape factors as stimuli 

contributing to place attachment in third places. 

3. To investigate the distinguishing effects of place attachment on behavioural intentions 

across different geographical scales. 

1.4 Research Methodology 

To achieve the objective set above, a theoretical framework was developed based on the 

literature outlining hypotheses relating to the seven main constructs in the current study, 

including place attachment, perceived physical servicescape, perceived social servicescape, 

purchase intention, revisit intention, and desire to stay. This study employed a quantitative 

method by conducting a visitor survey and using structural equation modelling to test the 

theoretical framework. The study site was the Imagination Station, Christchurch, New Zealand, 

which is a charity organisation providing public LEGO activities and paid services related to 

LEGO. It is located in Tūranga Library - Christchurch’s New Central Library in the city centre 

of Christchurch. According to the geographical scales, the Imagination Station was regarded 

as a non-manipulable space, Tūranga Library was an environmental space, and Christchurch 

central city was a geographical space (see also Figure 3.1). The data collected from the study 

site was analysed with independent samples t-test and one-way ANOVA for descriptive 

statistics, Confirmatory Factor Analysis (CFA) to test the validity and Structural Equation 

Modelling (SEM) to identify the relationships hypothesised. 

1.5 Thesis Outline 

This study is organised as follows. Chapter Two  presents a review of relevant literature and 

the development of a theoretical framework of place attachment including relationships among 

the stimuli and responses of the attachment. Chapter Three presents the research 

methodological approach based on research purposes and clarifies research approach, research 

method, and data collection. Chapter Four offers the results of empirical testing of the 

hypothesised relationships illustrated in the proposed model. Chapter Five concludes with a 

discussion of the results. Chapter Six presents managerial and theoretical implications, 

limitations and future directions for research. 
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1.6 Chapter Summary 

In this chapter, Section 1.1 provides the research interests and identifies the research gap; 

Section 1.2 introduces the concepts involved in the current study and proposes the research 

questions; Section 1.3 illustrates the research objects based on the research questions; Section 

1.4 details the methodology; Section 1.5 discusses the implications of this study with the 

potential theoretical and practical contributions; and the final section (Section 1.6) provides the 

outline of this thesis. Third places are important contributors to urban and human wellbeing. It 

is hoped that this study could provide insights into place attachment in third places and 

contribute to the extant literature on the relationships among place attachment, servicescapes, 

and behavioural intentions, while also providing new insights for urban service providers, like 

the Imagination Station and Tūranga Library. It is hoped that this thesis makes such a 

contribution. The next chapter would review the related literature to address the research 

problem and thereafter propose the theoretical framework. 
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2 LITERATURE REVIEW 

2.1 Introduction 

The preceding chapter has briefly introduced the research background and the primary interests 

of the thesis in relation to the effects of place attachment toward third places on individual 

behavioural intentions across different geographical scales. This chapter provides a detailed 

literature review that underpins the current study to address this research problem and proposes 

the theoretical framework.  

This chapter contains four sections. Section 2.2 discusses the concept of place attachment in 

detail, including the definition and scales of place, third places, attachment theory, place 

attachment within different perspectives, recent studies in third places, and dimensionalities 

for examining this construct. It also drives the first related research question as “how do people 

develop their attachment third places?”. The theoretical framework of the current study is 

based on the Stimulus-Organism-Response paradigm. Section 2.3 provides an overview of the 

theoretical model of the Stimulus-Organism-Response paradigm and examines the stimulus of 

place attachment in third places and behavioural responses after people have formed a place 

attachment. Section 2.4 identifies two stimuli of place attachment in third places (i.e., perceived 

physical servicescape, perceived social servicescape), and refers to the second research 

question about the stimulus of place attachment as to “how would the evaluation/perception of 

physical and social environments of third places by visitors affect their place attachment?”. 

This section details the two stimuli with respects to definitions, dimensions, and relationships 

to place attachment. The final substantive part of this chapter (Section 2.5) reviews three 

behavioural intentions influenced by place attachment of third places in previous studies, 

including purchase intention, revisit intention, and desire to stay. They are further specified in 

different geographical scales, which contributes to the final research question as to “how would 

visitors’ place attachment of third places affect their behavioural intentions at different 

geographical scales?”. 

2.2 Place Attachment  

2.2.1 Place 

In early seminal place studies, Tuan (1977) defined place as a centre of meaning or field of 

care based on human experience, social relationships, emotions, and thoughts, distinguishing 

between “place” and “undistinguished space”. The meanings of places include inherent 

(aesthetic) meanings, instrumental (goal-directed) meanings, cultural (symbolic) meanings, 
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and individual (expressive) meanings (Brown & Raymond, 2007; Williams & Patterson, 1996). 

The most straightforward and common definition of place is “a meaningful location” with three 

fundamental aspects: location, locale, and sense of place (Agnew, 1987; Cresswell, 2015, p. 

12). The concept of location refers to the notion of “where”; the locale means the material 

setting for people to conduct their lives; sense of place indicates the subjective and emotional 

attachment people have to place (Cresswell, 2015).  

Canter (1991) claimed that places could be conceptualised as an integrated system comprising 

three attitude domains and including cognitive, affective, and conative components proposed 

by Fishbein (1967). These components help to explain how the meanings of place are framed. 

For example, Cresswell (2015, p. 18) claimed that “place is not just a thing in the world but a 

way of understanding the world”, highlighting the cognitive component. Low and Altman 

(1992, p. 5) have defined “place” as “the environmental settings to which people are 

emotionally and culturally attached” (p. 5), emphasising the affective component. Relph (1976) 

defined place in terms of the physical setting, human activities, and human social and 

psychological processes that are rooted in a setting and stressed the importance of experiencing, 

creating, and maintaining significant places, which refer to the conative component. Reflecting 

these concerns, Stedman (2002) has called for a social psychological approach to examine a 

place with beliefs, attitudes, identity, and behaviour. 

Tuan (1977) suggested studying place through individuals’ environmental experiences in 

physical and social environments. The physical environment subsumes a wide array of 

objective place varying from small objects, homes and neighbourhoods, to areas encompassing 

cities and regions (Low & Altman, 1992), while the social environment focuses on the social 

actors (other individuals) and the interpersonal relationships developed within the 

environmental context (Brocato, 2006; Hidalgo & Hernandez, 2001).   

2.2.2 Geographical Scale of Place 

People give meanings to places across different scales ranging from the home to the street and 

then to the wider community and place of residence (N. C. Chen et al., 2021). Previous studies 

claimed that geographical scale of place significantly impacts the psychology of space, 

including perception, thinking, memory, and behaviour (Freundschuh, 2000; Montello, 1993) 

and influences the contents of mental representations and experience of a place (Scannell & 

Gifford, 2017). Previous studies have identified the scale of residential places, including house 

(apartment, building), neighbourhood, and city (city district) (Hidalgo & Hernandez, 2001; 
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Lewicka, 2010). However, this scale only considers the residential places, while people also 

interact with non-residential places, such as workplace, public places for informal gathering, 

and tourist destinations. Freundschuh and Egenhofer (1997) have proposed a more general 

geographical scale of spatial representation to categorise place considering the size upon the 

spatial experience, the manipulability (i.e., can be held, turned, or moved), and locomotion 

required to perceive it. They synthesised places into six typologies, including “manipulable 

object space” (objects smaller than the human body), “non-manipulable object space” (objects 

larger than the human body and typically smaller than house-size spaces), “environmental 

space” (inside-of-house spaces, neighbourhoods, and city-size spaces), “geographical space” 

(larger than city-size spaces, states, countries, and the universe), “panoramic space” (views in 

a room, an auditorium, a field, and from a scenic overlook), and “map space” (spatial 

information in a manageable form).   

Based on the geographical scale proposed by Freundschuh and Egenhofer (1997), Scannell and 

Gifford (2017) found that people are more likely to regard three types of places as meaningful 

places, including non-manipulable object space, environmental space, and geographic space 

(Figure 2.1). First, non-manipulable object space “comprises objects that are non-manipulable, 

typically larger than the human body and smaller than a house, and require locomotion to view 

all parts of the object” (Freundschuh, 2000, p. 129). It is usually easier to control, change, and 

escape from the influence of others in small environments, which could be beneficial to some 

independent work, personal growth, privacy, and freedom (Scannell & Gifford, 2017). This 

type of space refers to a part of space in a building. Second, environmental space “requires 

locomotion to experience them, and are learned piecemeal over time, such as inside of building 

spaces, to neighbourhoods and city size spaces” (Freundschuh, 2000, p. 129). Environmental 

spaces are larger than non-manipulable object spaces, and they can only be experienced via 

locomotion through space (Montello, 1993). This type of space usually involves positive 

emotions, comfort, entertainment, and connectedness to nature (Scannell & Gifford, 2017). 

Third, geographic space refers to “very large spaces, such as cities, states, countries and the 

universe, that due to practical limitations, cannot be perceived in their entirety via locomotion” 

(Freundschuh, 2000, p. 129). This type of space needs to be experienced via symbolic 

representations, such as maps or models, rather than be apprehended directly through 

locomotion (Montello, 1993). The geographic space commonly provides belonging, and 

physical comfort plays a more significant role at this scale than the other two (Scannell & 

Gifford, 2017).  
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Figure 2.1 Geographical scale of meaningful places. 

 

The geographical scale is categorised by the physical environment of places. As both the social 

and physical environments are evaluated (Tuan, 1977), the social environments across different 

geographical scales should be considered as well.  For example, Hidalgo and Hernandez (2001) 

employed the question of “I would be sorry if the people who I appreciate in the place moved 

out” to evaluate people’s affective bond with the social environment of the residential places. 

According to the definitions of each geographical scale, house, neighbourhood, and city refer 

the non-manipulable object space, the environmental space, and the geographic space 

respectively. Hidalgo and Hernandez (2001) found that the strongest bond people developed is 

in the house, followed by the city, and the neighbourhood. Their study implies that the social 

environments of residential places could be evaluated and compared by the same scale. 

However, the social environment in non-residential places varies from the geographical scales. 

In non-manipulable object spaces, particularly in service and retail settings, the social 

environment could be evaluated by the presence of the employees and other customers, who 

can have a profound impact on customer experiences directly through interpersonal encounters 

or indirectly by being part of the environment (Brocato et al., 2012; Line & Hanks, 2020; 

Martin, 1996; Rosenbaum et al., 2007). The social environment in non-manipulable object 

spaces are more likely to influence visitor’s experience at an individual level, while it might 
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also affect visitors at a group or macro level in environmental spaces. For instance, people 

could meet their acquaintances and socialise with others from diverse background via the 

various facilities in a library, and the social environment they co-created could attract more 

people for coming (Lin et al., 2015). Some national parks are regarded as cultural landscapes, 

inhabited and co-managed by local people, and they create the social environment for the 

national parks, representing “the cultural identity of affiliated indigenous national along with 

other political, economic and environmental values of national parks as symbolic landscapes 

and conservation or tourism icons” (Zeppel, 2009, p. 259). The social environment in 

geographic space seems to have relatively long-term impacts on places, compared with the 

non-manipulable object spaces and environmental spaces. In terms of a city or a city district as 

a geographic space, local residents continuously (re)develop or (re)image their city (districts) 

with various social activities which include new cultural icons and attractions, which symbolise 

and communicate the city to non-residents, with perceptions of place also affecting tourist 

travel behaviours (N. C. Chen et al., 2021; Mansilla & Milano, 2019).  

2.2.3 Third Places 

Cities require distinctive public places for informal public gathering and community building 

(Oldenburg, 2009, p. 48). A great public place could be identified by four attributes from a 

planning perspective: 1) Access & Linages refer to a place’s connections to its surroundings; 

2) Comfort & Image include perceptions about safety, cleanliness, and the availability of places; 

3) Uses & Activities are the basic building blocks, providing the reasons for people to visit 

places. 4) Sociability is related to the interactions between visitors in the place, which could 

foster attachment to their community and to the place (N. C. Chen et al., 2021). If public places 

cannot satisfy their users via the four attributes, it may lead to a deficient informal public life, 

which could impair society’s ability to nurture human associations and bonding (Lin et al., 

2015). To address this problem, Oldenburg (1999, p. 16) developed the concept of third place, 

which is defined as “a generic designation for a great variety of public places that host the 

regular, voluntary, informal, and happily anticipated gatherings of individuals beyond the 

realms of home and work”. Different from home as the “first place” and work (or school) as 

the “second place”, third places serve “people’s needs for sociability and relaxation in the 

intervals before, between, and after their mandatory appearances elsewhere (Oldenburg, 2009, 

p. 48).  

Oldenburg (1999, pp. 20-42) claimed that third places have eight characteristics. First, third 

places exist on neutral ground, referring to the places that people can come and go as they 
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please, in which the guests could feel at home and comfortable, and none of them is required 

to be the host. Second, the third place is a leveler as an inclusive place. It serves to level its 

visitors to a condition of social equality without formal criteria of membership and exclusion. 

Third, the main activity of the third places is conversation, and the joys of associations in third 

places are maintained in pleasurable and entertaining conversation. Fourth, accessibility and 

accommodation are crucial in third places, emphasising the ease of visitation with the matter 

of both time and location. Fifth, the third place is dominated by the regulars. They can give the 

place its character and attract fellow customers. Sixth, the third place is typically plain with a 

low profile, which can be regarded as the “protective colouration” of the third place. It can 

discourage pretention among its guests and serve as an ordinary part of a daily routine. Seventh, 

third places encourage a playful mood. “Here joy and acceptance reign over anxiety and 

alienation” (Oldenburg, 1999, p. 38). Eighth, a third place can be seen as a home away from 

home, as it provides psychological comfort and support for its visitors like a good home. All 

the characteristics of third places seem to be universal and essential to a vital “informal public 

life” (Oldenburg, 1999, p. 42). In sum, the characteristics of neutral ground and accessibility 

and accommodation are consistent with the attribute of Access & Linages; a playful mood and 

a home away from home fit the requirements of Comfort & Image; a leveler and a low profile 

are related to the attribute of Uses & Activities; conversation and the regulars indicate the 

Sociability in third places. As the key attributes of public places could contribute to sense of 

place the development of place attachment (N. C. Chen et al., 2021), the third places with the 

eight characteristics could fosters the visitor’s place attachment as well. 

• Third places of urban services 

The geographic expansion of cities and their growing diversity of quarters, or distinct 

neighbourhoods, necessitated the attention of third places in urban service context (Oldenburg, 

1999, p. 17). “An urban service is one which serves the public interest by accomplishing one 

or more of the following purposes: preserving life (police, fire, sanitation, public health), 

liberty (police courts, prosecutors) and property (zoning, planning, taxing); and promoting 

public enlightenment (schools, libraries), happiness (parks and recreation), domestic 

tranquillity (housing and environmental protection) and the general welfare are (streets and 

transportation, social services). It is provided by one or more of the sectors in the economy 

through government regulation, co-production, or direct provision” (Baer, 1985, pp. 884, 886). 

The definition emphasises the purposes of the service delivered from the user’s perspective. In 

consumer marketing, consumers motivate to utilise services according to both the utilitarian 
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and hedonic values provided (Babin et al., 1994; Holbrook & Hirschman, 1982). In the context 

of urban services, utilitarian value refers to tangible aspects to fulfil certain functional needs, 

such as convenience transportation in the city; hedonic value is more subjective and symbolic, 

related to an emotional desire, such as leisure and recreation activities (Budruk & Lee, 2016). 

However, rapidly increasing urban populations have also posed challenges for improving urban 

services (Rahman et al., 2016). Increasingly urban services providers improve their services by 

providing utilitarian and hedonic values simultaneously (Kesari & Atulkar, 2016).  

Third places of urban services, such as public libraries (e.g., Wood, 2021), urban parks (e.g., 

Bedimo-Rung et al., 2005), museums (e.g., Cantillon & Baker, 2018), urban waterfronts (e.g., 

Mandal & Das, 2016), festivals/event venues (e.g., Jacke, 2009), commercial services (e.g., 

Hanks et al., 2020), and specialised precincts (e.g., Esmaeilpoorarabi et al., 2018), provide a 

variety of individual, community, and societal benefits. For individuals, these places and 

services provided may contribute to positive outcomes in terms of physical, mental, and overall 

wellbeing (Pitas et al., 2021). For community, these places could provide physical location for 

individuals to meet and interact, and to form social interactions in the community (Bedimo-

Rung et al., 2005). For society, third places can help foster and shape community cohesion, 

economic development, and social capital (Cabras & Mount, 2017).  

2.2.4 Attachment Theory 

Attachment is an “emotion-laden target-specific bond” between a person and a specific object 

(Bowlby, 1969). Attachment theory emphasises two ideas: 1) “attachment as grounded in a 

motivational-behavioural control system”; 2) “the construction of complementary internal 

working models of attachment figures and of the self through which the history of specific 

attachment relationships is integrated into the personality structure” (Bretherton, 1985, p. 3). 

Moreover, attachment theory is linked mainly with attachment behaviour (Giuliani, 2003), 

resulting in “a person attaining or maintaining proximity to some other clearly identified 

individual who is conceived as better able to cope with the world” (Bowlby, 2005, p. 29). 

Brocato (2006) claimed that attachment theory covers a broad domain of application, including 

bonds to persons, places, and things. In recent studies, attachment theory has been employed 

in many domains, including places (e.g., Chen & Dwyer, 2018; N. C. Chen et al., 2021; Kyle 

et al., 2003), interpersonal relationships (e.g., Hazan & Shaver, 1994), brands (e.g., Park et al., 

2010), homes/neighbourhoods (e.g., Hidalgo & Hernandez, 2001), social environment (e.g., 

Milligan, 1998), community attachment (e.g., Soller et al., 2018), and team attachment (e.g., 

Takamatsu, 2021). 
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2.2.5 Place Attachment 

The notion of place attachment subsumes a number of analogous ideas, such as topophilia, 

place identity, insideness, genres of place, rootedness, environmental embeddedness, and 

community sentiments and identity (Low & Altman, 1992). These terms have theoretical and 

methodological overlap, even though the meaning of each term is subtly different from each 

other (Lewicka, 2011), which has led to difficulties in the development of this field of research, 

although there is a growing consensus in the use of the term “place attachment” in recent studies 

(N. C. Chen et al., 2021). The widely accepted definition of place attachment is related to the 

phenomena of human-place bonding (e.g., Kyle et al., 2005; Low & Altman, 1992). “The word 

‘attachment’ emphasises affection, and the word ‘place’ focuses on the environmental settings 

to which people are emotionally and culturally attached” (Low & Altman, 1992, p. 5). They 

regarded place attachment as an integrating concept that involves patterns of places (vary in 

scale, specificity, and tangibility), attachments (affect, cognition, and practice), different actors 

(individuals, groups, and cultures), different social relationships (individuals, groups, and 

cultures), and different temporal aspects (linear, cyclical) (Low & Altman, 1992). Kyle et al. 

(2005, p. 155) claimed that place attachment involves “an interplay of affect and emotions, 

knowledge and beliefs, and behaviours and actions”. Similarly, Scannell and Gifford (2010) 

defined the psychological process dimensions of place attachment with affect, cognition, and 

behaviour. Therefore, place attachment could be regarded as an attitude toward a particular 

destination (Jorgensen & Stedman, 2001), involving cognitive, affective, and conative 

components (Kyle et al., 2005). 

Different disciplines and fields of study can have different approaches to place attachment 

(Chen et al., 2014a; Trentelman, 2009). The studies in environmental psychology seek “to 

situate the individual in a macroscale, ecological context. It views the individual both as 

embedded in the environment and as actively defining and giving shape to it” (Williams & 

Patterson, 1996, p. 509). Place attachment literature in this stream ascribes place as a passive 

backdrop for the attachment relationship (Morgan, 2010). Environmental psychologists usually 

regard place attachment as an outcome of people’s evaluation and attitudes to a particular place 

based on their knowledge of this place and presume the emotions toward the place to be positive 

(Chen et al., 2014a; Trentelman, 2009). A typical definition of place attachment in this stream 

is “a positive connection or bond between a person and a particular place” (Williams & Vaske, 

2003, p. 831). By contrast, more place-oriented sociological work includes adaptations of 

symbolic interactionism and social constructionism (Trentelman, 2009). Place attachment 
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research in sociology emphasises the social interactions within the environment (Gieryn, 2000) 

and the symbolic meanings of place influence social interactions (Greider & Garkovich, 1994). 

Based on symbolic interactionism, Milligan (1998, p. 2) claimed that place attachment is 

“formed by an individual to a physical site that has been given meaning through interaction”. 

In other words, “place attachment often emerges as people get to know the place and endow it 

with value” (Kyle et al., 2005, p. 155). Within the sociology perspective, place attachment 

includes interconnections between biological, environmental, psychological, and sociocultural 

processes (Low & Altman, 1992) and can reflect “an individual’s psychological change in the 

relationship with a particular place” (Chen et al., 2014a, p. 324) and change over time (Hay, 

1998; Morgan, 2010). 

• Place attachment in third places of urban services 

Many studies in place attachment have examined in third places of urban services (Table 2.1), 

including public libraries, urban parks, museums, urban waterfronts, festivals/event venues, 

commercial services, and specialised precincts. Among these studies, scholars investigated 

individual attachment toward third places through various dimensions. This study further 

reviews the dimensionality of place attachment and generate a relative comprehensive 

dimension group to investigate the research question Q1: How do people develop their 

attachment third places? 
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Table 2.1 Examples of place attachment research in third places of urban services. 

Context Specific Place Dimensions References 

Public Library 
National Library of Public Information in Taiwan  Place identity, place dependence, social bonding Hsu (2015) 

Melbourne Library  Sense of belonging, place attachment Derr and Rhodes (2010) 

Park 

Seitseminen, Linnansaari, Repovesi National Parks in 

Southern Finland  
Place identity, place dependence, social bonding Neuvonen et al. (2010) 

Sun Cheon Bay Ecological Park in Jeollanam, Korea Place identity, place dependence Lee et al. (2013) 

Chattahoochee National Forest and Cleveland Metroparks, 

Ohio 

Place identity, place dependence, social bonding, 

affective attachment 
Kyle, Mowen, et al. (2004) 

Eight urban parks in Manhattan Beach, California Place identity, place dependence, social bonding Plunkett et al. (2019) 

Museums 

Silesian Museum Görlitz, Germany Place identity Eckersley (2017) 

Hong Kong Museum of History Place identity Dimache et al. (2017) 

Museum of the History of Polish Jews in Warsaw Place identity, place memory Lewicka (2008) 

Urban 

waterfront 

Hudson River Valley, New York, USA Place identity, place dependence Schuster et al. (2011) 

the Maine Island Trail  Place identity, place dependence Ednie et al. (2010) 

Kangar Waterfront in Malaysia  Place identity, place dependence, sense of belonging Bakar et al. (2016) 

Festivals / 

Events venues 

A Roman heritage festival in Italy  Place identity, place dependence Scarpi et al. (2019) 

The annual Osun Osogbo cultural and religious festival in 

Nigeria 
Place identity, place dependence Aleshinloye et al. (2020) 

Sport venues 
Place identity, place dependence, place affect, place 

symbolism 
Brown et al. (2016) 

Commercial 

Services 

The short-term accommodation rental (SAR) industry Place identity, place dependence, place affect Xu and Gursoy (2020) 

Commercial social support: Sammy’s, a Chicago suburban 

diner, USA 

Place dependency, place commitment, place identity, 

place lifestyle 
Rosenbaum et al. (2007) 

Restaurants in the United States Place dependence, place commitment Line et al. (2018a) 

Restaurants in the United States Place identity, place dependence, place commitment Line et al. (2018b) 

Rovaniemi, Finland Place identity, place dependence Sthapit et al. (2017) 

Restaurants 
Place identity, place dependence, social bonding, 

affective attachment 
Brocato (2006) 

Specialised 

Precincts 

Public leisure service 
Affective attachment, place dependence, place identity, 

social bonding, value congruence 
Kyle et al. (2006) 

The main shopping streets in the city centre of Kuala 

Lumpur, Malaysia 
Place identity, place dependence Ujang (2012) 

Shopping stores Place identity, place dependence, social bonding Johnson et al. (2015) 

Urban recreation space: Parkhead in the East End of 

Glasgow 
Collective memory, social bonding, emotional responses Madgin et al. (2016) 
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2.2.6 Dimensions of Place Attachment 

Place attachment is a multidimensional concept, involving cognitive, affective, and conative 

components (Chen et al., 2014b; Kyle et al., 2005). Recent studies have examined place 

attachment toward the places of urban services through various dimensions, as illustrated in 

Table 2.1. Each dimension is defined and reviewed in detail in this section. 

Place Identity. As the broadest and most established dimension of place attachment (Brocato, 

2006), place identity is regarded as a cognitive sub-structure of self-identity (Proshansky et al., 

1983). Proshansky (1978, p. 155) defined place identity as “those dimensions of self that define 

the individual’s personal identity in relation to the physical environment by means of a complex 

pattern of conscious and unconscious ideas, beliefs, preferences, feelings, values, goals and 

behavioural tendencies and skills relevant to this environment”. Proshansky et al. (1983) also 

ascribed three significant dimensions of place identity, including cognitive-descriptive for 

images and memories of places; affective-evaluative for expectations, feelings, and preferences 

of places; settings and object requirements for beliefs and ideas. Proshansky et al. (1983) also 

investigated place identity with five functions for influencing people’s cognitive system to the 

physical world and contributing to the integration of their self-identity. These five functions 

include two diagnostic functions (recognition function and meaning function), two problem-

solving functions (expressive-requirement function and mediating change function), and a 

mediating change function. Recognition function “provides the environmental past against 

which any immediate physical setting can be judged” (Proshansky et al., 1983, p. 66), and it 

serves as a comparative tool for identifying changing environments (Brocato, 2006). Meaning 

function refers to “an ever-present background system of meanings of spaces and places which 

enables the person not only to recognize a setting but to understand its intended purposes and 

activities in relation to its design and other substantive properties” (Proshansky et al., 1983, p. 

67), emphasising the purpose of a place with its components. Expressive-requirement function 

considers individual tastes and preferences of a place and represents “what spaces and places 

actually require insofar as their primary purposes are concerned” (Proshansky et al., 1983, p. 

69). Mediating change function reduces “discrepancies between a person's place-identity and 

the characteristics of an immediate physical setting”, which invoke relevant cognitions in the 

individual and further influence individual behaviours (Proshansky et al., 1983, p. 70). Anxiety 

and defence function “serve to define, maintain, and protect the self-identity of a person” 

(Proshansky et al., 1983, p. 73).  
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In contrast, Twigger-Ross and Uzzell (1996) suggested that place identity is formed with four 

principles which guide action. Continuity is defined as “continuity over time and situation 

between past and present self-concepts”; Self-esteem is defined as “a positive evaluation of 

oneself or the group with which one identifies”, referring to a person’s feeling of worth or 

social value; Self-efficacy is defined as “an individual’s belief in their capabilities to meet 

situational demands”; distinctiveness summarises “a lifestyle and establishes that person as 

having a specific type of relationship with his/her home environment, which is clearly distinct 

from any other type of relationship” (Twigger-Ross & Uzzell, 1996, pp. 207-208). Regarding 

the third places, for example, Line et al. (2018b) investigated place attachment in the restaurant 

context and claimed that place identity refers to the idea that customers hold the idea that the 

place is congruent with their self-image and that they fit in there.  

Place Dependence. This dimension is equated with the conative component, which has been 

defined as the functionality and specificity of a particular place (Kyle et al., 2005; Williams et 

al., 1992). For functionality, a place can satisfy individuals’ needs and goals, which could 

reflect “the importance of a place in providing features and conditions that support specific 

goals or desired activities” (Williams & Vaske, 2003, p. 831). For specificity, this place could 

support individuals’ goals better than other alternative settings (Stokols & Shumaker, 1981). 

The notion of place dependence emphasises the relative “strengths” of a place by considering 

“how well a setting serves goal obtainment given an existing range of alternatives (how does 

this setting compare to others for what I like to do?)” (Jorgensen & Stedman, 2001, p. 234). 

Place dependence encourages people to evaluate a place against alternatives from a 

transactional view according to how well the place meets visitors’ functional needs (Backlund 

& Williams, 2004), and to compare the quality of the current place and relative alternatives 

(Vaske & Kobrin, 2001). Therefore, place dependence can be regarded as an outcome of the 

cognitive justification process according to comparisons and evaluations (Chen & Dwyer, 

2018). This dimension reflects the substitutability and compatibility of the spatial settings 

(Chen et al., 2014) and emphasises the overall necessity attached to a spatial setting rather than 

the suitability of setting attributes (Stokols & Shumaker, 1981). In third places, for instance, 

Rosenbaum et al. (2007) investigated place dependence in a restaurant by examining the 

restaurant’s ability to satisfy the consumer’s desire for food or beverage. López-Mosquera and 

Sánchez (2013) indicated that place dependence is enhanced by providing multiple services in 

an urban park, including sports and recreation, environmental education, and nature 

observation.  
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Affective Attachment. This dimension is regarded as an affective component and is 

conceptualised as an affective link that individuals develop by building their sentiments about 

a place and endowing meaning on it (Tuan, 1977). Affective attachment highlights the 

emotional bond with particular settings (Jorgensen & Stedman, 2001), as it is stimulated by 

emotional benefits, trust and attractiveness (Tsai, 2012). Specifically, geographic spaces can 

become endowed with emotional significance based on human experiences, and thus become 

transformed into “places” (Giuliani, 2003).  

People’s emotional bond with a place was combined with measures of place identity in some 

early studies of place attachment (e.g., Moore & Graefe, 1994; Williams & Vaske, 2003), rather 

than treated as a separate dimension. However, recent studies argue that affective attachment 

includes emotional contents, and goes beyond cognition, preference, or judgment, and is 

differentiated from place identity (Kyle et al., 2004b; Yuksel et al., 2010).  

Many scholars have employed both quantitative and qualitative methods to demonstrate the 

salience of affective attachment (e.g., Brocato, 2006; Eckersley, 2017; Halpenny, 2006; Manzo 

& de Carvalho, 2020; Xu & Gursoy, 2020). Milligan (1998) and Eisenhauer et al. (2000) found 

that emotional attachments were prevalent and emerged from interaction with the environment 

within the interactionist perspective. In third places, Brown et al. (2016, p. 162) claimed that 

the architecture and design of a sports venue could influence spectators’ emotional response, 

such as “high levels of pleasure, sensory stimulation and arousal”, which can enhance affective 

attachment to the sports venue. Similarly, Derr and Rhodes (2010, p. 93) indicated that if young 

people do not feel welcome in libraries when they are prevented from behaving in harmless 

age-appropriate ways, such as wanting to sit together in small groups or sharing a chair and a 

public computer to place online games, a sense of belonging and place attachment were 

undermined. Lin and Lockwood (2014) conducted a study of Recherche Bay and Tasman 

National Park in Australia and suggested that affective attachment was primarily based on 

social experiences, particularly of a family nature, with sensory sources for such place 

attachment also evident. 

Social Bonding. Many scholars have emphasised individual’s social bonds influencing place 

attachment (e.g., Hidalgo & Hernandez, 2001; Kyle et al., 2005; Low & Altman, 1992).  

“Places are repositories and contexts within which interpersonal, community and cultural 

relationships occur, and it is to those social relationships, community, and cultural relationships 

occur, and it is to those social relationships, not just place qua place, to which people are 
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attached” (Low & Altman, 1992, p. 7). According to the attitudinal components, social bonding 

is regarded as a conative dimension or an affective dimension in this study. As a conative 

dimension, scholars claimed that a place could provide the context for individuals to establish 

and maintain interpersonal relationships, sharing experiences within this setting (Kyle, Mowen, 

et al., 2004). For example, Mesch and Manor (1998) studied place attachment in a city with its 

residents and found that the number and strength of social interactions fostered in the city 

significantly influence place attachment. Similarly, Hidalgo and Hernandez (2001) observed 

that social attachments were stronger than physical attachments within the contexts of houses, 

neighbourhoods, and cities. For instance, people can foster place attachment toward their 

neighbourhoods because they can establish social contacts with their neighbours, who are 

strangers initially. They can also maintain interpersonal relationships in the neighbourhood in 

the future. By contrast, some scholars defined social bonding as an affective dimension of place 

attachment (e.g., Chen & Dwyer, 2018; Chen & Šegota, 2015; Dwyer et al., 2019).  

Kyle and Chick (2007) employed a symbolic interactionist framework to investigate 

informants’ place meanings and observed that specific place experiences shared with family 

and close friends have the most significant impact on place attachment. Lin and Lockwood 

(2014) claimed that social experiences, such as a family nature, evidently influence place 

attachment in an affective way. Therefore, in sum, conative social bonding focuses on 

behavioural outcomes of establishing and maintaining social relationships that do not exist 

before their visitation of the place, while affective social bonding emphasises the shared 

experiences with the existing social contacts, especially close relationships like family. The 

current study considers social bonding as the combination of conative and affective dimension 

of place attachment, because people in third places can establish and maintain new social 

contacts and can share experiences with existing interpersonal relationships as well. For 

instance, Lin et al. (2015) regarded the Jurong Regional Library in Singapore as a third place. 

They indicated that people from diverse backgrounds could gather under the same roof and 

used the library space where they were able to break out of the boundaries of their social circles 

to interact with others, referring to conative social bonding. At the same time, visitors could 

introduce the library to their friends and invite them to meet and socialise with them in the 

social place of the library, referring to affective social bonding.  

Other Dimensions. Previous studies have developed many other dimensions to evaluate place 

attachment. Chen et al. (2014a) have proposed two interaction-based dimensions of place 

attachment, including place memory based on a short-term interaction process and place 
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expectation based on long-term expectation between an individual and a place. These two 

dimensions can mitigate the influence of stay length at a place on place attachment, so they are 

more appropriate for discussing tourist or potential tourist issues within a tourism context, as 

well as indicating a dynamic nature of place attachment (Chen et al., 2014a). Hammitt et al. 

(2006) conceptualised three additional dimensions of place attachment in the recreation context. 

Place familiarity involves “pleasant memories, attribute and cognitive meanings, and 

environmental images that result from acquaintances and remembrances associated with 

recreation places”; place belongingness is defined as “a feeling of affiliation with place, a social 

bond where people feel as though they are connected and hold ‘membership’ with an 

environment”; place rootedness is defined as “a strong and focused bond that in its essence 

means being completely at home—that is, unreflectively secure and comfortable in a particular 

location” (Hammitt et al., 2009, p. 61). The dimension of place lifestyle was proposed by 

Rosenbaum et al. (2007, p. 48), suggesting that “people are attached to a place because it is 

enmeshed in their lives and daily routines”. Kyle et al. (2006, p. 85) developed value 

congruence as a conative dimension, other than place identity, to examine “the congruence 

between individual values and goals and the service provider’s mission”, indicating agency 

trust. Similarly, Rosenbaum et al. (2007) extended the concept of organisational commitment 

to place commitment. Brown et al. (2016) adopted place symbolism to highlight the role of 

sports events and venues in reposition or “re-image” places as tourist destinations. Bakar et al. 

(2016, p. 35) proposed natural bonding as “environmental identity, emotional affinity towards 

nature, and connectedness to nature”, emphasising the importance of human connections with 

the natural environments.  

These dimensions are not incorporated in this study for several reasons. First, many of these 

dimensions have significant overlapping with the key dimensions of place attachment, e.g., 

place symbolism can invoke affective attachment or place identity (Lewicka, 2008); place 

belongingness is similar to social bonding, emphasising people are connected and hold 

“memberships” with an environment (Hammitt et al., 2006); place rootedness and place 

lifestyle refer to the feelings of security and comfort in a particular location as though home 

(Hammitt et al., 2006; Rosenbaum et al., 2007), these affects overlap with affective attachment. 

Second, although value congruence and place commitment were employed as the dimensions 

of place attachment in their studies (Kyle et al., 2006; Rosenbaum et al., 2007), many scholars 

considered commitment to the place as a generic construct similar to place attachment, 

indicating the people-place relationships (e.g., Jorgensen & Stedman, 2001; Lalli, 1992; 
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Scannell & Gifford, 2010; Udir Mišič & Podnar, 2019) and leading to specific behaviours to 

an organisation (Ashforth & Mael, 1989) or a residential place (Zenker & Petersen, 2014). 

Therefore, the researcher argues that the two constructs related to commitment cannot be 

regarded as the components of place attachment in this study. Third, certain dimensions overlap 

with the emphasised servicescape concepts in the proposed model of this study, e.g., place 

memory and place familiarity reflect people’s previous interactions with the social and physical 

aspects of places, which these interactions are intended to be investigated via the servicescape 

evaluation scope. Fourth, not all third places include some part of the non-human natural 

environment, therefore natural bonding is not relevant in this context.  

The current study therefore regards place attachment as the association between people and 

places that have been given meaning through attitudinal components and evaluations (Chen et 

al., 2014a). Place attachment in this study is examined by place identity as a cognitive 

component, place dependence as a conative component, affective attachment as an affective 

component, and social bonding as the combination of the conative and affective component 

(Figure 2.2). They could thus comprehensively understand individuals’ place attachment in 

third places. 

Figure 2.2 The attitudinal components of place attachment. 
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2.3 Theoretical Background 

The theoretical model of this study is based on the Stimulus-Organism-Response paradigm (S-

O-R paradigm) proposed by Mehrabian and Russell (1974). It suggests that the environmental 

stimulus could provoke an individual’s internal state (organism) and subsequently drives an 

individual’s behaviours or behavioural intentions (response). In general, stimulus (S) refers to 

the external factors that affect customers’ internal states (Sherman et al., 1997); organism (O) 

is defined as “internal processes and structures intervening between stimuli external to the 

person and the final actions, reactions, or responses emitted” (Bagozzi, 1986, p. 46); response 

(R) is the individual’s ultimate choices and respond based on such choices (Mehrabian & 

Russell, 1974). The S-O-R model has been widely used in previous studies on place attachment 

(Table 2.2). From the table, some scholars identified place attachment as an organism (e.g., 

Brocato, 2006; Tsai et al., 2020), while others defined it as a response (e.g., Jiang et al., 2017; 

Sun et al., 2021). To further examine the differences, the reconceptualization of the S-O-R 

paradigm in modelling consumer behaviour from Jacoby (2002) is thus reviewed. 
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Table 2.2 The application of the S-O-R paradigm in previous place attachment studies. 

Context Stimulus Organism Response References 

Hedonic service 

environment  

Design factors, ambient 

factors, employee factors 

Place attachment, service 

quality, satisfaction 

Patronage intentions Brocato (2006) 

Restaurants in the United 

States  

Physical servicescape, social 

servicescape 

Place attachment, company 

identification 

Word of mouth Line et al. (2018a) 

Restaurants in the United 

States 

Social Servicescape: 

Perceived Similarity 

Place attachment Attitude to offer, willingness 

to donate 

Line et al. (2018b) 

Mount Sanqingshan 

National Park, China 

Outstanding universal value, 

service quality 

Place attachment Heritage conservation 

intention 

Nian et al. (2019) 

The short-term 

accommodation rental 

industry 

Physical servicescape, social 

servicescape 

Place attachment Intention to recommend Xu and Gursoy (2020) 

Hotels in Taiwan Experiential quality Place attachment, nostalgia Behaviour intention Tsai et al. (2020) 

The Parisian Macao Hotel Ambient cues, social cues Pleasant arousal Place attachment Sun et al. (2020), Sun et al. 

(2021) 

Nature-based tourism 

destinations in Australia 

Destination image Existential authenticity Place attachment Jiang et al. (2017) 

Batam Island, Indonesia Infrastructure environment, 

atmosphere environment, 

cultural environment 

Place attachment Revisit intentions Isa et al. (2019) 

Xiamen, China (City) Destination reputation Place attachment Tourist satisfaction, search 

for alternative destinations 

L. Su et al. (2018) 

Xi’an, China (City) Photograph quality, 

photograph quantity 

Place attachment, 

autobiographical memory, 

positive emotion 

Revisit intention Zhang et al. (2020) 

Yaxi town, China Destination brand 

experience 

Existential authenticity Place attachment Shang et al. (2020) 

Malaysia Cultural values, destination 

source credibility 

Destination imagine, 

destination attachment 

Destination satisfaction, 

revisit intention 

Kani et al. (2017) 
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Jacoby (2002, p. 54) developed the S-O-R paradigm with seven sectors of the psychological 

system, which is indicated in Figure 2.3. Encountered environment (Sector 1) includes all 

things that could be understood as external stimuli – namely products, brands, packages, store 

environments, and countless of other impinging factors. Automatic processing (Sector 2) refers 

to the stimuli that surface within the organism, which is often activated by changes in the 

individual’s physiological or biochemical systems, such as antidepressant and “street” drugs 

that alter beliefs and behaviours. Nontrace stimulus-response events (Sector 5) includes 

stimulus-response connections that are automatic and leave no psychological trace of their 

occurrences, such as reflex behaviours or chemically induced changes in behaviour. 

Consciousness (Sector 4) represents the confluences of stimulus, organism, and response factors, 

which indicates the “consciousness of the moment, or our awareness of being aware”  (Jacoby, 

2002, p. 54), such as active motives, moods, perceptions, cognitions. Consciousness emphasises 

that people do not process incoming stimuli sequentially. When people receive and process 

stimulus inputs, they are concurrently responding to those and other inputs. Experiential 

storehouse (Sector 3), located in the realm of organism, refers to the individuals’ emotive and 

cognitive systems (e.g., knowledge, beliefs, feelings). Internal responses (Sector 6) contain the 

internal outcomes from consciousness that are not directly visible to an outsider, such as attitudes, 

intentions, satisfaction. External responses (Sector 7) represents externally detectable responses, 

including nonverbal responses, verbal responses, and behavioural responses.  

Figure 2.3 Stimulus-Organism-Response paradigm. 

 
Note: Sectors of the psychological system: 1 = Encountered Environment; 2 = Automatic Processing; 3 = Experiential 

Storehouse; 4 = Consciousness; 5 = Nontrace Stimulus-Response Events; 6 = Internal Responses; 7 = External Responses. 
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Moreover, place attachment contains cognitive, affective, and conative dimensions. The 

cognitive dimension (i.e., place identity) refers to the stimulus, affective dimensions (i.e., 

affective attachment, social bonding) refer to the emotions in organism realm, and conative 

dimensions (i.e., place dependence, asocial bonding) are related to responses realm. Within the 

S-O-R paradigm proposed by Jacoby (2002), place attachment could be defined as 

consciousness (Sector 4) as the attitude, which locates in the intersection of stimulus, organism, 

and response realms. Therefore, it is reasonable that previous studies examined it as both 

organism and response. 

The current study aims to examine seven constructs in Figure 2.4. Within the perspective of 

Jacoby (2002), place attachment is regarded as consciousness. Perceived physical servicescape 

(encountered environment) and perceived social servicescape (encountered environment) are 

regarded as the stimuli of place attachment. The behavioural intentions of purchase intention, 

revisit intention, desire to stay are examined as the internal responses of place attachment. The 

relationships among these constructs are reviewed in the following sections. 

Figure 2.4 Theoretical framework with constructs. 

 

2.4 Stimulus 

Tuan (1977) suggested that places are meaning centres based on experiences. In the context of 

the third place, “the levelling, primacy of conversation, certainty of meeting friends, looseness 

of structure, and eternal reign of the imp of fun all combine to set the stage for experiences 

unlikely to be found elsewhere” (Oldenburg, 1999, p. 43). Both tangible and intangible features 
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are essential determinants in affecting customers’ total consumption experience (Kotler, 1973). 

The customers would evaluate the tangible and intangible attributes at the service settings, and 

this process results in the formation of “perceived servicescape”. “The word ‘scape’ refers to a 

view or a scene as well as to realist and abstract representations of a view” (Hall, 2008, p. 236). 

Marketing research on servicescape is heavily influenced by research on place and the built 

environment in architecture, environmental psychology, geography, and planning (Hall, 2008). 

Therefore, the current study employs perceived physical servicescape and perceived social 

servicescape to examine the customers’ evaluations/perceptions of the physical and social 

environments of third places. They are considered as encountered environments (Sector 1) in 

the S-O-R paradigm of Jacoby (2002) and as stimuli of place attachment. By investigating the 

constructs of perceived physical servicescape and perceived social servicescape, this study can 

illustrate the research question: Q2: How would the evaluation/perception of physical and 

social environments of third places by visitors affect their place attachment? 

2.4.1 Perceived Physical Servicescape 

The term “servicescape” is coined to investigate “the ability of the physical surroundings to 

facilitate achievement of (internal) organisational as well as (external) marketing goals” (Bitner, 

1992, p. 57). She emphasised the impact of physical settings in the servicescape. The current 

study named it as “perceived physical servicescape” to distinguish from “perceived social 

servicescape”. Within Bitner’s perspective, both customers and employees are the actors of 

servicescape, who often experience the organisation’s physical facility, even though the 

importance of physical setting depends on the nature of the job and the nature of the 

consumption experience. Bitner (1992) conceptualised the servicescape concept within the 

perspective of environmental psychology. Similar to the S-O-R paradigm, she suggested that 

both customers and employees perceive objective environmental factors and respond 

cognitively, emotionally, and physiologically to the environment. These internal responses to 

the environment then affect the behaviour of individual customers and employees.  

Previous studies have proposed various sub-dimensions to evaluate physical servicescape 

(Table 2.3). According to the sub-dimensions of perceived physical servicescape proposed in 

the table, two important aspects of perceived physical servicescape could be classified for 

functionality and aesthetics. The functionality factors are significant because they affect the 

physical comfort of the customers, while the aesthetics factors are important because they 

influence the ambience of the servicescape and customers emotional feelings, especially in 

leisure service settings (Wakefield & Blodgett, 1994).  
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Table 2.3 The dimensionality of perceived physical servicescape. 

Physical Servicescape Dimensions Service Sector References 

Ambience conditions; Space and function; Sign, symbols and artefacts Service organisation (conceptual) Bitner (1992); Rosenbaum and 

Massiah (2011) 

Cultural arts and creative 

workshops for tourists 

Al Halbusi et al. (2020) 

Layout accessibility; Facility aesthetics; Seating comfort; Electric equipment & displays Leisure Wakefield and Blodgett (1996) 

Layout navigation; Cleanliness; Seating comfort; Interior décor; Ambience Casino Lucas (2003) 

Visual cues; Auditory cues; Olfactory cues Hospitality Lin (2004) 

Facility aesthetics; Layout; Electric equipment; Seating comfort; Ambient Conditions Restaurant Kim and Moon (2009) 

Facility aesthetics; Lighting; Ambience; Layout; Dining equipment Restaurant Ryu et al. (2010) 

Ambient conditions; Spatial layout; Functionality; Signs, symbols, artifacts; Cleanliness Convention and exhibition centres Siu et al. (2012) 

Substantive staging (background, functional); Communicative staging (employee behaviour, 

employee image, cultural atmospherics) 

Theme parks Dong and Siu (2013) 

Theme restaurants Meng and Choi (2018) 

Hotel Ye et al. (2021) 

Ambience and interior décor; Navigation; Employees; Catering, cloak room, and sanitary 

facilities; Seating and view; Other customers 

Public theatres Jobst and Boerner (2015) 

Facility attractiveness; Ambient conditions; Seating comfort; Layout Restaurant Line and Hanks (2020); Line et al. 

(2018a) 

Lighting condition; Acoustics; Neatness and hygiene; Interior layout; Decoration, architecture 

and entrance design; Entrance design; Amenity; Signage; Wayfinding 

Hospital Lai and Chong (2019) 

Interior décor; Kitchen amenities; Kitchen cleanliness; Room view; Residential density; 

Spaciousness; House manual ease-of-use; House manual informativeness; Bath Comfort; 

Ease-of-finding; Complex environment; Transportation infrastructure accessibility 

Short-term accommodation rental 

industry 

Xu and Gursoy (2020, 2021) 
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The classic definition of servicescape in marketing literature is more likely to influence users’ 

evaluation of the physical settings of service provision during moderate to extended periods of 

time (Wakefield & Blodgett, 1994), while the service quality research focuses mainly upon 

service encounters of relatively short duration (Parasuraman et al., 1988; Wakefield & Blodgett, 

1999). In considering the different stay length of environment users in the third places 

providing urban services, the current study thus merges the two streams of research to 

investigate physical servicescape (i.e., environmental psychology and service quality) and 

employs a more comprehensive model with the tangible aspects of design, equipment, and 

ambience. Wakefield and Blodgett (1999) developed this model by combining the evaluation 

of servicescape in environmental psychology proposed by Bitner (1992) and the SERVQUAL 

dimensions designed by Baker (1986) in service quality research. 

Design. This dimension represents the service facility’s layout or architecture, including 

functional (practical) and aesthetic (visually pleasing) components of the environment, which 

could exist at the forefront of a consumer’s awareness (Bitner, 1992; Ko & Pastore, 2005). This 

sub-dimension includes outside appearance, interior design, layout, and seat. According to the 

studies of Wakefield and Blodgett (1996). Outside appearance and interior design refer to 

facility aesthetics, contributing to the attractiveness of the service site. Customers are likely to 

evaluate the attractiveness of the exterior when they approach the service sites and observe the 

interior when they stay there. The evaluating processes are conscious and subconscious. An 

arranged layout ensures the ancillary services areas more accessible, and thus the environment-

users are easy to enter and exit. Seating comfort is a particularly salient issue for customers 

participating in some activities with extended time.   

Equipment. Equipment is related to the functionality of the physical servicescape (Bitner, 

1992). Wakefield and Blodgett (1999) evaluated the equipment with terms like “high-quality”, 

“excellent”, and “modern-looking”. The description of “high quality” emphasises that the 

equipment is good in use. The word “excellent” highlights the pleasurable time with using the 

equipment. The word “modern-looking” is extracted from the tangibles item in the 

SERVQUAL scale to evaluate if the equipment looks advanced before using it. 

Ambience. Wakefield and Blodgett (1999) interpret ambience with three factors, including 

cleanliness, temperature, and employees’ appearance. First, cleanliness is an essential part of 

the servicescape, including pre-event preparation and ongoing clean-up. Second, the 

temperature factor from the ambient conditions proposed by Bitner (1992) was extracted to 
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examine if the environment users are comfortable physiologically in the servicescape. Third, 

neat-appearing employees are consistent with the tangibility dimension of SERVQUAL scale 

to investigate the employees who provide the service. 

• The relationship between perceived physical servicescape and place attachment 

Recent studies have identified perceived physical servicescape as an antecedent of place 

attachment. For instance, Xu and Gursoy (2020) investigated the short-term accommodation 

rental industry and found that the perceived physical servicescape exerts significant impacts on 

place attachment. Hall (2008) proposed that customers evaluated the servicescape as part of 

the processes of understanding a locale’s place meaning or identity in a program of central city 

revitalisation in Christchurch, New Zealand. Similarly, Line et al. (2018a) concluded that the 

physical elements of the servicescape could influence individuals’ cognitions and perceptions 

about the place or service provider, as well as the emotional responses from customers, leading 

to place attachment in the context of restaurants. Even though they employed different items 

to examine perceived physical servicescape, as they vary from the contexts of study sites, the 

positive influence of perceived physical servicescape on place attachment in third places is 

clearly supported by existing literature. In addition, perceived physical servicescape has its 

generic framework for evaluation, based on the correlated aspects of design, equipment, and 

ambience. This study thus establishes the hypothesis that: 

H1: Perceived physical servicescape positively influences place attachment. 

2.4.2 Perceived Social Servicescape 

Bitner (1992) suggested that the social interactions among employees and customers within 

physical servicescape can induce internal responses and behaviours. However, Tombs and 

McColl-Kennedy (2003) claimed that the presence of other customers in the service 

environment could also influence the individual customer because of the inseparability of 

production and consumption. Many recent studies have extended the servicescape context to 

include the social environment referred to as the social servicescape, taking social interactions 

of the service environment into account and regarding it as a form of environmental stimulus 

(e.g., Line et al., 2018b; Rosenbaum & Massiah, 2011; Tombs & McColl-Kennedy, 2003).  

The perceived social servicescape has been defined in several different ways. Tombs and 

McColl-Kennedy (2003, p. 459) conceptualised perceived social servicescape as having five 

key elements: (1) purchase occasion (context); (2) social density (physical elements); (3) 

displayed emotion of others (social elements); (4) customer’s affective responses (internal 
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responses); and (5) customer’s cognitive responses (either as the intention of behaviour or 

actual behaviours). They suggested that the purchase occasion would influence the social 

density and the expressed emotions of the other customers. Then the customers’ susceptibility 

to emotional contagion and awareness of the emotions of others would be influenced in turn. 

Rosenbaum and Massiah (2011) expanded the perceived servicescape, comprising physical, 

social, socially symbolic, and natural environmental dimensions. The social dimension in their 

study could be regarded as the social servicescape with four stimuli: employees, customers, 

social density, and displayed emotions of others, as developed from the earlier work of 

Rosenbaum et al. (2007). More recently, Line and Hanks (2019, p. 753) defined perceived 

social servicescape as “a reflection of the other social entities in a consumption environment 

in terms of their appearance, their behaviour and the extent to which they are perceived to be 

socially similar to the person experiencing the phenomenon”. They evaluated perceived social 

servicescape with three dimensions: perceived similarity, physical appearance, and suitable 

behaviour, according to a framework developed by Brocato et al. (2012). In comparing the 

three perspectives, the conceptualisation of perceived social servicescape proposed by Line and 

Hanks (2019) possesses advantages. The three distinguishing dimensions (i.e., perceived 

similarity, physical appearance, and suitable behaviour) can examine the social interactions of 

employee-customer, customer-customer, and employee-employee. Specifically, the people 

who perform actions within physical and social servicescape vary from the types of service 

organisations. For example, both customer and employee can evaluate interpersonal services; 

only the customer can evaluate servicescape in self-service; only employees experience 

physical servicescape in remote service (Bitner, 1992). As a host is not necessary for third 

places (Oldenburg, 1999), this study emphasises the social interactions among customers and 

regards the employee as one of the aspects in perceived physical servicescape. Therefore, the 

current study employed the conceptualisation of perceived social servicescape from the 

perspectives of Line and Hanks (2019). The three distinguishing dimensions are reviewed 

below. 

Perceived Similarity. Perceived similarity, also referred to as “customer homogeneity” (Line 

et al., 2018b, p. 103), is defined as “the extent to which an individual customer (i.e., the rater) 

felt that they were similar to and could identify (i.e., the attributes) with other customers (i.e., 

the object) in the service environment” (Brocato et al., 2012, p. 386). This facet is consistent 

with social identity theory, which suggests that “consumers prefer to surround themselves with 

others who have similar characteristics” (Brocato et al., 2012, p. 386). The adage, “birds of a 
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feather flock together,” also reflects the idea that people prefer to engage socially with similar 

others (McPherson et al., 2001). Therefore, the perceived demographic and psychographic 

similarity to other customers can influence the customer’s attitudes within the perceived social 

servicescape (Hanks et al., 2017; Line & Hanks, 2019; Line et al., 2018b).  

Physical Appearance. Physical appearance is defined as “the physical characteristics and 

overall look (i.e., the attributes) of other customers in the service environment (i.e., the object) 

as perceived by individual customers (i.e., the rater)” (Brocato et al., 2012, p. 386). They 

claimed that the observable physical appearance of other customers could influence consumer 

perceptions in both commercial space and non-commercial settings. This factor is supported 

by inference theory (Huber & McCann, 1982), which implies that the appearance of existing 

customers in a service organisation offer important cues to the focal customers (Brocato et al., 

2012). Similarly, the theory of affordances suggests that the focal customers could perceive the 

physical appearance of customers, and such a perception conveys information directly to them 

(Brocato et al., 2012; Gibson, 1986).  

Suitable Behaviour. Suitable behaviour is defined as “the extent to which an individual 

customer (i.e., the rater) felt that other customers (i.e., the object) in the service environment 

behaved appropriately (i.e., the attributes) given the consumption context” (Brocato et al., 2012, 

p. 387). They found that other customers’ behaviours profoundly impact service evaluations, 

supported by role theory and behaviour setting theory. Role theory suggests that the behaviours 

people learnt are determined by the positions they hold in society (i.e., roles or organised 

actions in a given setting) (Brocato et al., 2012; Goffman, 2005). Similarly, behaviour setting 

theory indicates people’s behaviours are determined by a self-regulating social system or social 

norms (Brocato et al., 2012; Gärling, 1998).  

• The relationship between perceived social servicescape and place attachment 

Recent studies have identified the relationship between perceived social servicescape and place 

attachment in third places. For example, Hanks and Line (2018) indicated that social aspects 

of the servicescape, including behaviours, appearance, and perceived similarity of other 

customers, would exert a profound influence on individuals’ attitude toward restaurants. 

Specifically, they claimed that perceived social servicescape, especially customer homogeneity, 

influences place attachment through organisation identification, because other customers in 

social environment represent cues of the organisation and subsequently affect place attachment 

mostly at the cognitive level. Xu and Gursoy (2020) found that suitable behaviour of perceived 
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social servicescape influences place attachment mostly at the affective level in the short-term 

accommodation rental industry. Similarly, Sun et al. (2021) investigated the relationship 

 between perceived social servicescape and place attachment with positive emotions (pleasant 

arousal) in the hotel context, highlighting affective attachment. Emphasising the conative level, 

Johnstone (2012) argued that the modern servicescape is not just a place for commercial 

exchange, it also allows people to socialise and provides a sense of connection, familiarity, and 

social rapport in retail environment. In addition, a defined by Bitner (1992) the perceived 

physical servicescape has a generic framework for evaluation, based on the correlated aspects 

of design, equipment, and ambience. However, perceived similarity, physical appearance and 

suitable behaviours indicate three different types of social servicescape. In addition, the current 

study argues that perceived similarity, physical appearance, and suitable behaviours would 

have different impacts on customer experience, indicate three different types of perceived 

social servicescape. For example, Ittamalla and Srinivas Kumar (2019) found that only 

perceived similarity of other customers had a positive effect on customer’s emotion on public 

transportation, while physical appearance and suitable behaviour did not influence their 

emotions. Xu and Gursoy (2020) found that suitable behaviour and perceived similarity could 

significantly and positively influence place identity, while physical appearances could not in 

the short-term accommodation rental industry; similarly, only suitable behaviour could 

influence affective attachment, and only perceived similarity had an effect on place dependence. 

Therefore, this study examined the relationships between place attachment and three 

dimensions of social servicescape directly, rather than employing the second-order construct 

of social servicescape. This study thus establishes the hypothesis that: 

H2a: Perceived similarity of perceived social servicescape positively influences place attachment. 

H2b: Physical appearance of perceived social servicescape positively influences place 

attachment. 

H2c: Perceived suitable behaviour of perceived social servicescape positively influences place 

attachment. 

2.5 Responses 

Intention is developed from psychology and defined as “a person’s location on a subjective 

probability dimension involving a relation between himself and some action”, and behavioural 

intention thus refers to people’s subjective probability that they will perform some behaviour 

(Fishbein & Ajzen, 1975, p. 288). According to the S-O-R paradigm proposed by Jacoby 

(2002), the current study thus regards behavioural intentions as internal response. They can be 
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categorised as favourable or unfavourable behavioural intentions (Sthapit et al., 2017). Recent 

studies have identified that place attachment positively influences some favourable behavioural 

intentions in third places, including purchase intention (e.g., Hanks et al., 2020), revisit 

intention (e.g., Song et al., 2017), and desire to stay (e.g., Anton & Lawrence, 2014). Similarly, 

Scannell and Gifford (2010) claim that people express attachment through proximity-

maintaining behaviours and reconstruction behaviours. Proximity-maintaining behaviours 

refer to maintain closeness to the place, such as revisit intention (Riemer, 2000) and desire to 

stay (Hay, 1998); and reconstruction behaviours suggest that people support the place with 

some personal investment (i.e., time and money) (Scannell & Gifford, 2010), such as purchase 

intention (George & George, 2004). The current study examines three behavioural intentions 

as the responses of place attachment, including purchase intention, revisit intention, and desire 

to stay.  

• Behavioural intentions at different geographical scales 

People show different degrees of place attachment within various spatial ranges (i.e., house, 

neighbourhood, and city) (Hidalgo & Hernandez, 2001), which further contributes to different 

patterns of behavioural items (i.e., moving, leaving, and engaging in the place) (Lewicka, 2010). 

These studies examined the relationship between place attachment and its outcoming 

behavioural intentions at the same geographical scales. Although place attachment studies 

usually examine people’s behavioural intentions within the same place they attach to, the 

current study would like to argue that place attachment could influence behavioural intentions 

at a larger geographical scale. Specifically, Scannell and Gifford (2017) indicated that 

individuals were more likely to interpret “place” to be larger and non-manipulable when place 

attachment is formed from smaller objects embedded in place, and the patterns or features 

involved in the larger place could influence individual behavioural intentions  (Lewicka, 2010). 

For example, Neuvonen et al. (2014) investigated visitors’ place attachment and revisit 

intention toward a national park in Southern Finland and its vicinity. They found that some 

factors in the place vicinity, like relatives or a recreational home in the region, could influence 

the visitor’s revisit intention to the surrounding regions of the national park. Considering these 

factors, peoples’ behaviours over a larger geographical scale (i.e., travel to revisit a place) could 

be enhanced by place attachment. Similarly, Thomas and Rosemary (2000) found that when 

people visited a place in the city centre with a specific purpose, they could engage in more 

activities other than their initial visit purpose, as various attractive services also located in the 

city centre, such as visiting cafes, shopping, and theatre and concert performance. Therefore, 
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this study assumes that when people formed enhanced attachment to the specific place in the 

city centre, their behavioural intentions might further alter with the other activities provided at 

a larger geographical scale. It reflects the third research question in this study: Q3: How would 

visitors’ place attachment of third places affect  their behavioural intentions at different 

geographical scales? The current study thus aims to examine behavioural intentions (i.e., 

purchase intention, revisit intention, desire to stay) at different geographical scales and their 

relationships with place attachment. 

2.5.1 Purchase Intention in Non-Manipulable Object Spaces 

Purchase intention was first advocated by Fishbein and Ajzen (1975) and referred to the 

intention of customers to buy certain products or services. The researcher found that recent 

studies have examined the relationship between place attachment and purchase intention in 

various contexts. For instance, Brown et al. (2016) found that people who have higher 

involvement in sports events might have an enhanced level of attachment toward a venue, 

resulting in making purchases by frequently attending games and renewing season tickets for 

sports events. Xu and Zhang (2016) indicated that place attachment positively influences 

destination loyalty in a tourism context, and higher tourist destination loyalty would increase 

the consumer’s purchase intention of destination services and products. Florek (2011) claimed 

that the permanent residents in cities usually manifest their dissatisfaction and low level of 

attachment through limited purchase of urban services and local products; George and George 

(2004) investigated the positive relationship between past purchases and repurchase intention 

in tourism context and regarded place attachment as the mediator. These studies all identified 

the direct or indirect positive effects of place attachment on purchase intention. According to 

the Theory of Planned Behaviour, behavioural intentions is determined by individual attitudes 

toward the products or services (Ajzen, 1991; Fishbein & Ajzen, 1975). With regard to place 

attachment as an attitude in this study, purchase intention could be examined as an internal 

response of place attachment in third places. 

Purchasing behaviour (consumption activities) can provide both utilitarian and hedonic 

outcomes: “a utilitarian outcome resulting from some type of conscious pursuit of an intended 

consequence, an outcome related more to spontaneous hedonic responses captures a basic 

duality of rewards for much human behaviour” (Babin et al., 1994, p. 645). From this 

perspective, the place where occurs purchase activities could be classified as “non-manipulable 

object spaces” which are “conducive to activities, privacy, personal growth, and freedom” 

(Scannell & Gifford, 2017, p. 266). Therefore, this study establishes the hypothesis that: 
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H3: Place attachment positively influences purchase intention in “non-manipulable object 

spaces”. 

2.5.2 Revisit Intention in Environmental Spaces 

Much of the work on revisit intention originated from customer retention and loyalty marketing 

based on Social Exchange Theory (Hamid & Mohamad, 2020), aiming to examine visitors’ 

willingness to engage in repeat visitation of the same environment or place (Isa et al., 2019). 

Revisit intention has been investigated in the studies of place attachment in third places, 

including restaurants (Mohamed et al., 2021), parks (Neuvonen et al., 2010), festivals (Lee et 

al., 2012), sports events (W. Su et al., 2018), tourism destinations (Isa et al., 2019; Song et al., 

2017). However, the effect of place attachment on revisit intention remains controversial (Han 

et al., 2019).  

Some studies found that place attachment directly predicts revisit intention. For instance, 

Neuvonen et al. (2010) found that a positive place attachment could increase the intentions of 

respondents to revisit the region of the national park. Brown et al. (2016) claimed that venue 

attachment could positively influence revisit intention in sports events. Isa et al. (2019) 

indicated that place attachment positively supported revisit intention, and social bonding was 

the most significant dimension of place attachment in revisit intentions for the tourists of Batam 

Island, Indonesia. Han et al. (2019) claimed that place attachment has an indirect effect on 

revisit intention through the antecedents of the Theory of Planned Behaviour (i.e., attitude, 

subjective norm, and perceived behavioural control). By contrast, other studies employed place 

attachment as a mediator to investigate the relationships between revisit intention and some 

other variables, such as satisfaction (W. Su et al., 2018), destination image (Song et al., 2017). 

Moreover, Lee et al. (2012) regarded place attachment as a mediator in the relationship between 

festival satisfaction and destination loyalty and employed revisit intention as one of the 

variables of destination loyalty. They also tested the relationship between the dimensions of 

place attachment (i.e., place identity/social bonding, place dependence) and reported that place 

identity and social bonding positively influenced revisit intentions toward the place where hold 

agricultural festivals annually, but place dependence showed a negative effect on place 

attachment. Based on the theoretical background of S-O-R paradigm, this study defines place 

attachment as an attitude of organism, which further induces behavioural responses of revisit 

intention directly.  
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The area of place that people intend to revisit might be different from that to which they become 

attached to (e.g., Lee et al., 2012; Neuvonen et al., 2010). Brown et al. (2016, p. 169) found 

that people attending the 2012 London Olympic Games have formed a place attachment toward 

the sports venues, and they would like to revisit the host city after the sports events because the 

city offers a “new face” after hosting the Olympic Games. Similarly, Neuvonen et al. (2010) 

indicated that people with enhanced place attachment toward the national park have a strong 

willingness to revisit the park and its surrounding region because they may have social ties to 

the region. Therefore, the researcher argues that when people attach to a place with specific 

activities, they are more likely to revisit the surrounding region because the region may involve 

“positive emotions, comfort, entertainment, and connectedness to nature”, which Scannell and 

Gifford (2017, p. 266) define as “environmental spaces”. Within this perspective, the current 

study thus establishes the hypothesis that: 

H4: Place attachment positively influences revisit intention in “environmental spaces”. 

2.5.3 Desire to Stay in Geographic Spaces 

Desire to stay is regarded as a component of approach behaviour and a response variable in 

environmental psychology (Wakefield & Baker, 1998), and refers to the desire of visitors to 

remain on-site (Watanabe et al., 2013). Recent studies have examined desire to stay in third 

places with some other variables, including satisfaction with physical servicescape (Wakefield 

& Blodgett, 1996); customer satisfaction in casinos (Lam et al., 2011; Lucas, 2003); the event 

operation of a tournament (i.e., affection to player, game of golf, course setting, hospitality and 

service management) (Watanabe et al., 2013); pleasure (Wakefield et al., 1996); and some 

variables in the context of a shopping mall (i.e., mall tenant variety, mall physical environment, 

involvement with shipping, excitement of mall) (Wakefield & Baker, 1998). However, few 

empirical studies to date have examined place attachment as a predictor of desire to stay. 

Hidalgo and Hernandez (2001, p. 274) identified “the tendency of the individual to maintain 

closeness to a specific place” as the main characteristic of place attachment. Therefore, desire 

to stay at the destination could be regarded as a behavioural intention, contributing to the 

emotional closeness felt toward the place (Randolph, 2005). Anton and Lawrence (2014) 

claimed that the increased level of place attachment might lower individual risk perception and 

thus influence their desire to stay in the place they attached to, even though the place is not safe 

anymore. Therefore, the current study hypothesises that place attachment could positively 

influence individual desire to stay. 
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Emphasising the place that people desire to stay, Shumaker and Taylor (1983) developed 

rootedness as a dimension of attachment associated with length of residence, ownership of 

home, and expectations to stay in the same residence. Hay (1998, p. 24) claimed that people 

might “feel more like an insider” after involving in the place and choosing to stay or return 

there, and that the insideness is particularly obvious in ancestral and cultural senses of place. 

Therefore, the current study concludes that individuals may want to stay in the place that 

provides a sense of belonging. Socio-territorial belonging and place attachment are interrelated 

at the community level (Pollini, 2005). Trell et al. (2012) claimed that a sense of belonging 

could contribute to engagement, participation, and social cohesion, motivating people to stay 

closer and longer in their meaningful places. In addition, people might express a stronger desire 

to stay in a comfortable place. For instance, Z. Chen et al. (2021, p. 5) found that the rationale 

for midlife residents to stay in Raglan, New Zealand, was associated with “a quaint and layback 

coastal lifestyle”. Considering the belongingness and physical comfort, they are commonly 

provided by geographic spaces (Scannell & Gifford, 2017). Therefore, the current study 

examines desire to stay in geographic spaces and establishes the hypothesis that: 

H5: Place attachment positively influences desire to stay in “geographic spaces”. 

2.6 Chapter Summary 

This chapter provides a review of relevant literature for the proposed study and identifies the 

three research questions. Based on the S-O-R paradigm, the current study regards place 

attachment in third places as the organism; physical servicescape and social servicescape as 

stimuli of place attachment; purchase intention, revisit intention, and desire to stay as responses 

of place attachment. In addition, the three behavioural intentions could be reflected at different 

geographical scales, which are larger than the place people emotionally attached themselves to. 

The hypotheses of this study are proposed by reviewing the relationships among these constructs. 

As for the dimensionalities of the constructs, place attachment has four dimensions: place identity, 

place dependence, affective attachment, social bonding; perceived physical servicescape has 

three dimensions: design, equipment, ambience; perceived social servicescape contains three 

dimensions: other visitors’ perceived similarity, physical appearance, and suitable behaviour. In 

conclusion, the theoretical framework is presented in Figure 2.5, along with formal hypotheses 

specifying the direct and indirect relationships among the constructs. The next chapter presents 

the methodological approach to address the research questions in this study.
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3 METHODOLOGY 

3.1 Introduction 

As the previous chapter highlighted, despite attachment to a third place being identified as 

influencing some behavioural intentions of visitors to the place, few studies have investigated 

the influence of place attachment on individual behavioural intentions across different 

geographical scales. To address this research gap, the current study proposes three research 

questions: 

• Q1: How do people develop their attachment to third places? 

• Q2: How would the evaluation/perception of physical and social environments of 

third places by visitors affect their place attachment? 

• Q3: How would visitors’ place attachment of third places affect their behavioural 

intentions at different geographical scales? 

Accordingly, this chapter presents the methodological approach adopted in this study. Section 

3.2 defines the research problems and objectives. Section 3.3 aims to discuss the methodology 

to address the problem and to identify the research context. Section 3.4 details the procedures 

needed to obtain the required information, including identifying a research method, developing 

the measurement, and sampling. The final section (3.5 Data collection) refers to the response 

collection process and ethical considerations. 

3.2 Research Purpose 

The current study aims to address to improve the understanding of place attachment in third 

places, as well as its impacts across different geographical scales. Accordingly, the current 

study attempts to fulfil the following objectives to examine the place attachment in third places: 

• Objective 1: To test a reliable and valid measurement of place attachment in third places. 

• Objective 2: To examine the role customer evaluations of servicescape factors as 

stimuli contributing to place attachment in third places. 

• Objective 3: To investigate the distinguishing effects of place attachment on 

behavioural intentions across different geographical scales. 

This study aims to provide insights into individual attitudes in third places with stimuli and 

responses. It could improve the understanding of individual place attachment in third places 

related to the research areas like urban services provision, city management and social 
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marketing, and raise the service providers’ awareness of servicescape factors in providing more 

comprehensive services. 

3.3 Research Approach 

3.3.1 Methodology 

To achieve the research objectives, this section reviews the research approaches in previous 

studies related to place attachment in third places and adopts a suitable research approach for 

the current study. Previous studies employed various research methods to investigate this topic, 

as illustrated in Table 3.1.  

This study has adopted a quantitative research approach that builds upon the methods and 

insights of a number of previous studies of place attachment and servicescape research (e.g., 

Hanks et al., 2020; Inthasang et al., 2019; Line et al., 2018a; Line et al., 2018b; Sun et al., 2021; 

Xu & Gursoy, 2020). Quantitative research is “a methodology that seeks to quantify the data 

and typically applies some form of statistical analysis” (Malhotra, 2014, p. 174). Given their 

statistical focus quantitative approaches are considered useful in deductive research that 

explore the latent structures of complex concepts (He, 2013; Veal, 2018) which may contribute 

to place related theory development (Hashemnezhad et al., 2013). A quantitative approach 

requires the current study developing a hypothetical-deductive model as the theoretical 

framework, in order to investigate the research questions, to seek conclusive evidence from 

representative samples by employing statistical analysis, and to explain existing phenomenon 

(Hudson & Ozanne, 1988). The selected samples were studied using a highly structured 

approach that predetermines the wording of the questions asked and the range of responses 

available. By doing this, the findings of the research could be conclusive and used to 

recommend a final course of action (Malhotra, 2014). 
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Table 3.1 Examples of place attachment research in third places. 

Context Specific Place Methodology Method Samples References 

Public Library 

National Library of Public Information in Taiwan 
Quantitative & 

Qualitative 
Questionnaire survey, interview 

409 library users for survey, 9 

participants for interviews 
Hsu (2015) 

Melbourne Library  Qualitative Case study 
Library services for urban youth (12-

24) 
Derr and Rhodes (2010) 

Park 

Seitseminen, Linnansaari, Repovesi National Parks 

in Southern Finland  
Quantitative Case study, questionnaire survey 736 park visitors Neuvonen et al. (2010) 

Sun Cheon Bay Ecological Park in Jeollanam, 

Korea 
Quantitative Questionnaire survey 586 park visitors Lee et al. (2013) 

Chattahoochee National Forest and Cleveland 

Metroparks, Ohio 
Quantitative Questionnaire survey 860 subscribers of the publication Kyle, Mowen, et al. (2004) 

Eight urban parks in Manhattan Beach, California Quantitative Questionnaire survey 405 park visitors Plunkett et al. (2019) 

Museums 

Silesian Museum Görlitz, Germany  Qualitative 

Site visits, semi-structured 

interviews, participant observation, 

parallel focus groups 

5 museum staff for five interviews, 6-

10 local residents in each group for 

two focus groups  

Eckersley (2017) 

Hong Kong Museum of History Qualitative 
naturalistic observation, semi-
structured 

interviews 

15 Hong Kong Millennials Dimache et al. (2017) 

Museum of the History of Polish Jews in Warsaw, 
Poland 

Quantitative Questionnaire survey 
200 inhabitants from Lviv, 301 
inhabitants from Wroclaw  

Lewicka (2008) 

Urban waterfront 

Hudson River Valley, New York, USA Quantitative Questionnaire survey 517 residents Schuster et al. (2011) 

the Maine Island Trail, USA  Quantitative Questionnaire survey 361 visitors Ednie et al. (2010) 

Kangar Waterfront in Malaysia  
Quantitative & 

Qualitative 

Questionnaire survey, field 

observation 
100 residents Bakar et al. (2016) 

Festivals / Events 
venues 

A Roman heritage festival in Italy  Quantitative Questionnaire survey 342 participants Scarpi et al. (2019) 

The annual Osun Osogbo cultural and religious 
festival in Nigeria 

Quantitative Questionnaire survey 309 visitors Aleshinloye et al. (2020) 

The London Olympics, UK Quantitative Questionnaire survey 603 spectators Brown et al. (2016) 

Commercial 

Services 

The short-term accommodation rental (SAR) 
industry, China 

Quantitative Questionnaire survey 346 respondents Xu and Gursoy (2020) 

Commercial social support: Sammy’s, a Chicago 

suburban diner, USA 
Qualitative Interview 84 customers Rosenbaum et al. (2007) 

Restaurants in the United States Quantitative Questionnaire survey 1094 customers Line et al. (2018a) 

Restaurants in the United States Quantitative Questionnaire survey 923 customers Line et al. (2018b) 

Rovaniemi, Finland Quantitative Questionnaire survey 241 tourists Sthapit et al. (2017) 

Restaurants Quantitative Questionnaire survey 
263 customers for scale development, 

199 customers for validation 
Brocato (2006) 

Specialised Precincts 

Public leisure services: Chattahoochee National 
Forest (CNF) and Cleveland Metroparks  

Quantitative Questionnaire / telephone Survey 
562 respondents for CNF, 860 
respondents for Cleveland Metroparks 

Kyle et al. (2006) 

The main shopping streets in the city centre of 

Kuala Lumpur, Malaysia 

Quantitative & 

Qualitative 
Field survey, face to face interview 

330 respondents for field surveys, 36 

interviewees for interviews 
Ujang (2012) 

Shopping stores Quantitative Questionnaire survey 625 customers Johnson et al. (2015) 

Urban recreation space: Parkhead in the East End 

of Glasgow 
Qualitative focus groups and photo elicitation 

Residents from the case study 

neighbourhood 
Madgin et al. (2016) 
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3.3.2 Research Context 

The current study regards the Imagination Station as a third place that provide specific urban 

services for the local community. However, the Imagination Station is also a space within a 

space. The Imagination Station is located in the Tūranga library, the main library in the central 

city of Christchurch, New Zealand. According to the geographical scales defined in the 

previous chapter, the Imagination Station is a non-manipulable object space, Tūranga library 

is an environmental space, and the city centre of Christchurch a geographic space (Figure 3.1). 

This section introduces the Imagination Station, Tūranga library, and Christchurch city centre 

across the different geographical scales in detail. 

Figure 3.1 Geographical scales of the study sites. 

 

• The Imagination Station: Non-manipulable object space 

The Imagination Station is a charity organisation located in the Tūranga Library - 

Christchurch’s New Central Library in the city centre of Christchurch, that offers a space where 

anyone can come and build LEGO (Figure 3.2) (Imagination Station, n.d.). The Imagination 

Station provides LEGO play and education with both free and paid services. The public LEGO 

play space and some seasonal public activities are free while it also provides paid value-added 
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services, such as various LEGO learning workshops after school and during school holidays, 

birthday parties with LEGO-related activities, team building sessions for business, and after-

hours private events. The types of LEGO provided in the public place area and the learning 

workshops are different. Classic LEGO, DUPLO, and LEGO Technic are provided for free, 

while the equipment provided for paid services are more advanced. For example, in the 

workshop of LEGO Technic, LEGO sets are added with powered-up functions, like remotes, 

motors, batteries, sensors, and hubs; in the workshop of LEGO movie making, laptops with 

professional software are provided to edit the LEGO movies. 

Figure 3.2 The Imagination Station’s public play area. 

 

Source: Photograph by Yuying Huang. 

The current study defines the Imagination Station as a third place. Based on the definition of 

third places in the literature review (Oldenburg, 1999), the Imagination Station provides public 

space for people to gather beyond the realms of home and work. The services provided by the 

Imagination Station are also regarded as urban services because it serves the public to promote 

public enlightenment and happiness (Baer, 1985). People can play LEGO together in the public 

space of the Imagination Station with such gatherings potentially being beneficial to increasing 

happiness. Children can also develop their creativity by attending LEGO-related workshops, 

which reflects the role of educational services in providing enlightenment. Accordingly, the 

Imagination Station’s services can provide utilitarian and hedonic value (Babin et al., 1994). 

Moreover, the educational and recreational functions of the Imagination Station are conducive 

to activities and personal growth. In terms of the geographical scales proposed by Scannell and 

Gifford (2017), in this study the Imagination Station is regarded as non-manipulable object 

space.  

In terms of the theoretical framework (Figure 2.3), the constructs of perceived physical 

servicescapes, perceived social servicescape, and place attachment are investigated at the 
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Imagination Station. The purchase of paid services provides financial support for charity 

organisations to maintain their operational capability. The current study thus investigated the 

visitor’s purchase intention toward the Imagination Station’s paid services as a place 

attachment related behavioural response. 

• Tūranga Library: Environmental space 

The Imagination Station is located on the first floor of Tūranga Library (Figure 3.3). Tūranga 

Library is the largest public library in the South Island and the flagship for the Christchurch 

City Libraries network. The previous library closed in 2011 when the impacts of the 

Christchurch earthquake meant that the Christchurch Central City was cordoned off for safety 

reasons and subsequent rebuilding. The 2012 Christchurch Central Recovery Plan, written after 

the 2011 earthquakes, identified 17 so-called anchor projects, including a new central library, 

as part of the city rebuild. In the Recovery Plan, the library provides both utilitarian and hedonic 

values as well, becoming “a social hub for the community, a place to explore new ideas, learn 

about new worlds and be stimulated by the digital age of information” (Christchurch City 

Council, 2011, p. 95). Tūranga Library was opened on 12th October 2018, offering five floors 

of collections and spaces for information, inspiration, and entertainment (Christchurch City 

Libraries, n.d.).  

Figure 3.3 Level 1 Floor map of Tūranga Library. 

 

Source: Christchurch City Libraries. 
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Several studies have examined libraries as third places (e.g., Harris, 2007; Houghton et al., 2013; 

Lin et al., 2015).  Lin et al. (2015, p. 145) defined a library as a third place, consisting of “a social 

place, study place, as well as information and/or entertainment place”. The Tūranga Library 

offers visitors a social place with space like the Imagination Station, activities rooms, meeting 

rooms, and a café. People can socialise with others via the social place in the library. As a study 

place, the facilitated self-study rooms, reading spaces, and the ambience of the library create a 

conducive environment for visitors to study and read. Imbued with material collective knowledge, 

all resources provided in the library and the activities organised can meet the visitors’ needs for 

information and/or entertainment. Accordingly, the current study defines the Tūranga library as 

an environmental space involving positive emotions, comfort, and entertainment (Scannell & 

Gifford, 2017, p. 266). As an attraction of the family space in the library, the Imagination Station 

hopes to welcome more people, especially family groups, to the library. The library is an urban 

service facility and welcomes all people, both residents and visitors, to visit and use the services, 

which is consistent with the library’s goals proposed in the Recovery Plan (Christchurch City 

Council, 2011, p. 95). Therefore, revisit intention toward Tūranga library was examined as a 

behavioural response of place attachment toward the Imagination Station in the current study.  

• Christchurch Central City: Geographic space 

Christchurch is one of the biggest cities in New Zealand and is a “trauma city” that suffered 

from catastrophic events (Amore & Hall, 2021; Hunt, 2021). The 2011 Canterbury earthquake 

inflicted massive destruction on the city centre of Christchurch, resulting in the loss of human 

lives and destruction of properties. The aftermath effects of such events are long-lasting. The 

map of Christchurch Central City is provided in Figure 3.4. In the Christchurch Central 

Recovery Plan, the city council organised projects for the city resilience and supported many 

organisations to help survivors cope with the psychological wound left by such catastrophe, 

and five themes were developed to stimulate and guide recovery, including “Green City, 

Distinctive City, City Life, Transport Choice, and Market City” (Christchurch City Council, 

2011, p. 1). Currently, the city centre of Christchurch provides various activities and urban 

services with both hedonic and utilitarian orientations to attract people staying longer in the 

city centre. 

Christchurch Central City is regarded as the geographic space in this study based on the 

definition and characteristics proposed by Freundschuh (2000) and Scannell and Gifford (2017). 

To be specific, the city centre represents the city image of Christchurch, and it can provide the 

residents with belongingness to the city. Moreover, both the Imagination Station and Tūranga 
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Library provide visitors with various activities, stunning features and designed building to 

attract people to visit and stay longer in the city centre, as well as to enhance the city image. 

These purposes are presented in the Recovery Plan as well (Christchurch City Council, 2011). 

Therefore, desire to stay in the city centre of Christchurch is investigated as one of the 

behavioural responses in this study, potentially contributed by Imagination Station related 

place attachment. 

Figure 3.4 Map of Christchurch Central City. 

 

Source: ChristchurchNZ (n.d.) 

3.4 Research Design 

3.4.1 Causal Research 

The current study is causal research, which is defined as “a type of conclusive research whose 

major objectives is to obtain evidence regarding cause-and-effect (causal) relationships” 

(Malhotra, 2014, p. 94). Causal research is appropriate “to understand which variables are the 

causes (independent variables) and which are the effects (dependent variables) of marketing 

phenomenon” and “to determine the nature of the relationship between the causal variables and 

the effect to be predicted” and “to test hypotheses” (Malhotra et al., 2012, p. 98). According to 

the theoretical framework of the current study, the constructs of perceived physical 
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servicescape and perceived social servicescape are independent variables and behavioural 

intentions (i.e., purchase intention, revisit intention, and desire to stay) are dependent variables 

when the relationships in the S-O-R logic were examined. Place attachment is used as a central 

mediator in this S-O-R model, playing an important role in linking the perceived servicescapes 

and various behavioural intentions. The causality is proposed based on the literature review 

and conceptual development in the previous chapters. The research method applied in this 

study is limited to the testing of relationships, but not to validate causal relationships. 

3.4.2 Visitor Survey 

The current study employed the survey method for data collection, which is defined as “a 

structured questionnaire given to a sample of a population and designed to elicit specific 

information from respondents” (Malhotra, 2014, p. 211). The survey method has the 

advantages of ease, reliability, and simplicity, providing a numeric description of the 

phenomenon by asking informants questions derived from the literature review and identify 

relationships between constructs with statistical techniques. It fits the purpose of this research 

because using fixed-response questions for individual psychological evaluations can reduce 

variability in the results and enhance the reliability of the responses (Malhotra, 2014). 

Literature on place attachment has frequently employed surveys to investigate people’s 

evaluations, attitudes, and behavioural intentions (e.g., Brocato, 2006; Brown & Raymond, 

2007; Chen & Dwyer, 2018; Chen et al., 2019; Gosling & Williams, 2010; Kyle et al., 2003; 

Lee et al., 2012; Prayag & Ryan, 2012; Xu & Gursoy, 2020) with their research designs 

informing the current study.  

In considering the context of the Imagination Station, the researcher employed the “visitor 

survey”, which tends to be used “when tourists or day-trippers are involved or for types of 

facility where visits are relatively infrequent, such as museums or zoos” (Veal, 2018, p. 330). 

Similar to museums or zoos, the visitors of the Imagination Station use its services irregularly 

with utilitarian and hedonic values. Moreover, when the participants (the Imagination Station’s 

visitors) went through the structured questionnaire, they could easily identify the places 

investigated (i.e., the Imagination Station, Tūranga library, and Christchurch Central City) and 

evaluated these places with experiences directly. Specifically, the current study is conducted 

by a respondent-completion visitor survey and e-survey combination, involving handing 

visitors an e-survey questionnaire on their arrival at the site and collecting them before their 

departure. This survey method has the advantages of ensuring that the sample only includes 

visitors, taking a relatively short time to complete, and avoiding mistakes in recall, although it 
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could potentially lead to a poor standard in the completion of questionnaires and a low response 

level unless carefully managed (Veal, 2018).  

3.4.3 Measurement and Scaling 

A questionnaire was developed to assess different aspects of the constructs in the theoretical 

framework. Accordingly, the researcher indicates how to measure information and which types 

of scales to use in this section. Measurement is “the process of describing some property of a 

phenomenon of interest, usually by assigning numbers in a systematic way that aims to be 

reliable and valid” (Babin & Zikmund, 2016, p. 269). Scales are “measurement devices 

providing a range of values that correspond to different characteristics or amounts of a 

characteristic exhibited in observing a concept” (Babin & Zikmund, 2016, p. 271). The 

questionnaire was designed to investigate each construct in the theoretical framework, 

employing interval Likert scales and nominal choices, including perceived physical 

servicescape, perceived social servicescape, place attachment, purchase intention, revisit 

intention, and desire to stay. The multi-item scales of all constructs in the current study were 

adopted from previous studies in similar disciplines with the current study. The questions were 

also related to demographics of the participants, including gender, age, ethnic group, 

employment status, visit purpose, visit frequency, the number of children, and person initiating 

visit. The questionnaire also included ancillary questions for respondents with children, 

including the participants’ roles toward children and the main activities of visitation. To ensure 

all participants could understand every item’s meaning and no item content of the scales 

overlapped, the questionnaire was examined by the supervisors who specialised in the research 

fields of social marketing and customer behaviour, and the director of the Imagination Station 

to ensure that the questions fitted the context. A screening question was asked first to ensure 

all participants were adults (aged over 18). The questionnaire was divided into five key sections 

which are described in more detail below (Appendix 1). 

Perceived Physical Servicescape. The measurement of tangibility proposed by Wakefield and 

Blodgett (1999) was applied to investigate the perceived physical servicescape with the three 

dimensions of design (four items), equipment (three items), and ambient elements (three items) 

(Table 3.2). Wakefield and Blodgett (1999) developed this scale based on the frameworks of 

servicescape (Bitner, 1992) and the SERVQUAL items in service quality research 

(Parasuraman et al., 1988). In their study, this measurement was applied to assess the role of 

tangible aspects of service delivery in third place leisure service settings, including professional 

hockey games, a large family recreation centre, and movie theatres. Wakefield and Blodgett 
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(1999) tested reliability and validity, indicating the measurement could reflect the tangible 

aspects in service settings in terms of design, equipment, and ambient elements. The 

measurement has also been used to investigate physical servicescape in other third places, such 

as restaurants (Lee et al., 2016; Reimer & Kuehn, 2005), and an international sport event (Moon 

et al., 2011). As the Imagination Station is defined as a third place providing both hedonic and 

utilitarian services, the current study applied this measurement to investigate visitors’ 

evaluations of the perceived physical servicescape at the Imagination Station. The questions 

were rated on a five-point Likert scale ranging from “strongly disagree” to “strongly agree”. 

Table 3.2 Items for perceived physical servicescape. 

Dimensions Items Reference 

Design 

Outside appearance of the Imagination Station is attractive.  

Wakefield and Blodgett 

(1999) 

Interior design of the Imagination Station is attractive.  

Layout of the Imagination Station makes it easy to get around.  

Seats at the Imagination Station are comfortable. 

Equipment 

Equipment of the Imagination Station is of high quality.  

Equipment of the Imagination Station is excellent.  

Equipment of the Imagination Station is modern-looking. 

Ambient elements 

The Imagination Station is kept clean.  

Temperature at the Imagination Station is comfortable.  

Employees of the Imagination Station are neat appearing. 

 

Perceived Social Servicescape. The current study applied the measurement of perceived social 

servicescape proposed by Line and Hanks (2019), including the dimensions of perceived 

similarity (four items), physical appearance of other customers (four items), suitable behaviour 

(five items) (Table 3.3). This scale is developed from the Other Customer Perception scale 

(Brocato et al., 2012), which examined the influence of the presence of other customers on 

customer experiences in service and retailing settings. Line and Hanks (2019) applied this scale 

to measure the customer servicescape and the employee servicescape in the domain of full-

service hotels. The reliability and validity of this measurement tested highly in their study. 

Furthermore, this measurement has been used in studies of different third places, including the 

hotel, restaurant, and retail contexts (Hanks et al., 2021), theme and amusement parks (Zheng 

et al., 2021), and short-term hospitality rentals (Xu & Gursoy, 2021). With the similar context 

of third places, this scale with three dimensions was employed to measure the visitors’ 

evaluation of other customers at the Imagination Station for perceived social servicescape. The 

items used a five-point Likert scale: 1 = strongly disagree to 5 = strongly agree. 
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Table 3.3 Items for perceived social servicescape. 

Dimensions Items Reference 

Perceived 

similarity 

I could identify with the other visitors at the Imagination Station. 

Line and Hanks (2019) 

I am similar to the other visitors here. 

The other visitors here are like me. 

The others here come from a similar background to myself. 

Physical 

appearance 

I fit right in with the other visitors here. 

I liked the appearance of the other visitors here. 

The other visitors here were dressed appropriately. 

The other visitors here looked nice. 

Suitable behaviour 

The others here looked like they were my type of people. 

Other visitors’ behaviour here was appropriate. 

The other visitors here were friendly towards me. 

I found that the other visitors here behaved well. 

The other visitors’ behaviour here was pleasant. 

 

Place Attachment. The current study employs four dimensions of place attachment: place 

identity, place dependence, affective attachment, and social bonding. The measurement was 

adopted from the evaluation-based place attachment dimensionality and scales proposed by 

Chen et al. (2019). The reliability and validity of this measurement have tested highly in their 

study. The researcher further modified it to fit the Imagination Station (Table 3.4). Moreover, 

the four dimensions and their measurements are also applied to examine third places, such as 

urban parks (Kyle, Mowen, et al., 2004) and restaurants (Brocato, 2006). Therefore, the current 

study adopted the measurement for the Imagination Station as a third place. Each item was 

presented in a five-point Likert scale format on a scale from “strongly disagree” to “strongly 

agree”. 
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Table 3.4 Items for place attachment. 

Dimensions Items Reference 

Place identity 

I identify strongly with the Imagination Station. 

Chen et al. 

(2019) 

I feel committed to the Imagination Station. 

I feel I can really be myself when at the Imagination Station. 

The Imagination Station is very special to me. 

Place 

dependence 

I prefer the Imagination Station to others for the activities I enjoy. 

The Imagination Station is my favourite place to be. 

I miss the Imagination Station when away from it for too long. 

Affective 

attachment 

The Imagination Station means a lot to me. 

I feel a sense of belonging to the Imagination Station. 

I feel an emotional attachment to the Imagination Station. 

Social 

bonding 

I have made social connections at the Imagination Station. 

If I were to stop visiting the Imagination Station, I would lose some social contacts. 

Many of my social connections prefer the Imagination Station over other similar places. 

 

Purchase Intention for the Imagination Station’s Paid Services. As for the paid services of 

the Imagination Station (e.g., workshops, birthday parties, team building sessions, and private 

events), purchase intention to these services was investigated by the measurement adapted from 

the study of Jalilvand and Samiei (2012) (Table 3.5). The self-reported measures for purchase 

intention were suggested by Cronin and Taylor (1992) and Shukla (2011). Previous studies 

highly tested the reliability and validity in many industries, such as the automobile industry 

(Jalilvand & Samiei, 2012), paid mobile apps (Hsu & Lin, 2015), and banking products 

(Vahdati et al., 2016). These intangible products refer to paid services provided by mobile 

operators, mobile application developer, and banks. It fits the context of the current study, and 

the measurement was thus applied to examine purchase intention to the paid services provided 

by the Imagination Station. The measurement of purchase intention was carried out using a 

five-point Likert scale, ranging from strongly disagree (1) to strongly agree (5). 

Table 3.5 Items for purchase intention. 

Items Reference 

I would buy the Imagination Station’s paid services rather than any other similar products as available. 
Jalilvand and 

Samiei (2012) 
I am willing to recommend to others to purchase the Imagination Station’s paid services. 

I intend to purchase the Imagination Station’s paid services in the future. 

 

Revisit Intention to Tūranga Library. The researcher employed the measurement of revisit 

intention from the study by Kim and Moon (2009) in the context of theme restaurants (Table 
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3.6). They developed the three-item scale according to the Bipolar Adjective scale by Oliver 

and Swan (1989) and the Behavioural-Intentions Battery by Zeithaml et al. (1996). The 

reliability and validity of the measurement have highly tested. In addition, the measurement 

has been adopted in previous studies in other service contexts, such as different types of 

restaurants (e.g., Meng & Choi, 2018; Yan et al., 2015), hotels (Aguilar-Rojas et al., 2015), 

and consumer electronics retailers (Kabadayı & Alan, 2012). Tūranga Library is the target site 

to evaluate visitor’s revisit intention, while all former questions targeted the Imagination 

Station. To avoid confusion of the different target destinations, the two items, “I would like to 

revisit (the target site) in the near future” and “I have strong intentions to bring family to (the 

target site) again”, were asked twice to investigate visitors' revisit intention toward both the 

Imagination Station and Tūranga Library (excluding the Imagination Station). However, the 

further data analysis only employed the items targeted at the library. The five items for revisit 

intention were measured on a five-point Likert scale anchored from 1 (strongly disagree) to 5 

(strongly agree). 

Table 3.6 Items for revisit intention. 

Items Reference 

I would like to revisit the Imagination Station in the near future. 

Kim and Moon 

(2009) 

I would like to revisit Tūranga Library (excluding the Imagination Station) in the near future. 

I have strong intentions to bring family to the Imagination Station again. 

I have strong intentions to bring family to Tūranga Library (excluding the Imagination Station) again. 

Tūranga Library would be my first choice over other libraries. 

 

Desire to Stay at Christchurch Central City. The two-item scale of desire to stay from the 

study of Wakefield and Baker (1998) was employed in the current survey (Table 3.7). They 

developed the measurement from another study about leisure service settings (Wakefield & 

Blodgett, 1994). The measurement initially investigated the desire to stay in a shopping mall, 

and the results indicated the two items are reliable and valid. Many scholars employed the 

measurement in their studies within a similar context, including shopping centres and malls 

(e.g., Elmashhara & Soares, 2019; Martin & Turley, 2004), online stores (Kim et al., 2007), 

and a professional golf tournament in Japan (Watanabe et al., 2013). These studies sites referred 

to leisure service settings and employed this measurement to investigate customer’s desire to 

stay. Similarly, the Christchurch Central City can be regarded as a large urban leisure service 

setting which attracts people to stay longer. The researcher thus adopted the measurement to 
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investigate an individual’s desire to stay in Christchurch city centre. The two items were 

measured on a five-point Likert scale (1= strongly disagree; 5= strongly agree). 

Table 3.7 Items for desire to stay. 

Items Reference 

I like to stay in the city centre as long as possible. Wakefield and 

Baker (1998) I enjoy spending time in the city centre. 

 

Demographic Characteristics. The demographic respondent measures included five questions 

designed to study the possible influences of respondent answers owning to the variation of the 

respondents’ demographics in the scale. The questionnaire contained four standardised 

demographic items, including gender, age, ethnic group, and employment status. These 

demographic information questions could not only reveal the profile of respondents visiting 

the Imagination Station but may also be used to group different visitors and to investigate the 

influences of the demographics on the constructs proposed in this study. 

Visit Purpose. Visit purpose is identified as an important factor influencing individuals’ 

attitudes and experiences toward a place in previous place attachment literature (e.g., Prayag 

& Ryan, 2012; Ram et al., 2016). Tūranga Library provides various activities for the visitors, 

and the LEGO-related activity provided by the Imagination Station is one of them. Therefore, 

a question was designed to investigate if the respondents visit the Imagination Station mainly 

for LEGO-related activities. Visitors of the Imagination Station could be classified by their 

visit purpose. Some visitors were focussing on LEGO-related activities at the Imagination 

Station, while others visited the library mainly for other purposes and then visited the 

Imagination Station. Among the adult visitors who were initially not at the library for LEGO 

activities, some found the Imagination Station by accident and stayed there to play LEGO, 

while others left their children there and attended other activities in the library. This question 

is thus presented as a nominal choice (yes/no). If the respondents chose “no”, they would be 

asked to specify their initial purpose. 

Visit Frequency. Visit frequency is also examined to influence place attachment in previous 

studies (e.g., Budruk, 2008; Eder, 2012; Halpenny, 2006; Ratcliffe & Korpela, 2016). The 

current study developed the question “How often do you visit the Imagination Station in 

general?” to investigate the participants’ visit frequency of the Imagination Station. This 

question provided seven options with “only this once”, “seldom”, “occasionally”, “sometimes”, 
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“often”, “frequently”, and “almost every day”. Moreover, frequency of visitation has been 

widely surveyed by many place attachment studies in various third place contexts, such as 

national parks (Eder, 2012; Halpenny, 2006) and water-based recreation settings (Budruk, 

2008).  

Number of Children. Although most users of the Imagination Station are children, the study 

only surveyed the adult visitors because they were the adult decision-maker for visiting the 

Imagination Station. The current study thus investigated the number of children taken to the 

Imagination Station by the adult participants. In addition, the staff and volunteers of the 

Imagination Station conduct headcounts per hour for recording the number of adults and 

children located on-site. The record of headcounts indicated that the number of children visitors 

on-site is usually twice as many as adult visitors (personal communication). 

Person Initiating Visit. The question “the person who initiated this visit to the Imagination 

Station?” was created to reflect the Imagination Station’s wide audience. Seven choices were 

provided for the answer, including “nobody, visit by accident”, “self”, “child/children”, 

“family/partner (except children)”, “a friend”, “employer”, and “others”. This question could 

imply the managerial recommendation. 

Ancillary Questions for Respondents with Children. Most users of the services by the 

Imagination Station are children, and their caregivers are the decision-makers to visit the 

Imagination Station. The current study thus developed three questions for the respondents with 

children specifically. A screening question, “Did you visit the Imagination Station with a 

child/children?” was presented at first. Only respondents with children (answer “yes”) could 

access the following questions. For the role toward children, the questionnaire surveyed the 

respondents’ specific role toward the children they took to the Imagination Station with the 

choices including “parent”, “grandparent”, “other relatives”, “caregiver”, and “others”. For The 

main activities of the visit, the questionnaire surveyed the main activity the respondents 

engaged in while the children played at the Imagination Station. The choices of answer 

included “I stayed at the Imagination Station”, “I used the library”, “I went shopping”, “I visited 

a café”, “I went for a walk”, and “others”. The respondents could answer this question with 

multiple choice. These questions have the potential to contribute to the managerial implication 

for the Imagination Station and other service providers. 
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3.4.4 Sampling 

The sampling design process includes five steps: define the population, determine the sampling 

frame, select sampling techniques, determine the sample size, and execute the sampling process 

(Malhotra, 2014). The sampling process of the current study is detailed in-depth further below. 

Target Population. The target population for the survey was adult visitors who have been to 

the Imagination Station. The survey was conducted at the Imagination Station. The Imagination 

Station provides a whole-year service, excluding the library closed days (public holidays and 

the Lockdown of COVID-19). According to the record of headcounts per hour conducted by 

the staff and volunteers at the Imagination Station, the children visitors on-site are usually twice 

as many as the adult visitors. About eight children and four adults on average stay at the 

Imagination Station each hour on weekdays, and about twenty children and ten adults on 

average stay on-site each hour on weekends. The number of visitors on school holidays are 

much more than on other days. The place is also more crowded on cold, rainy, or windy days 

than sunny days. However, the visitation record only indicates the number of visitors staying 

on-site hourly, rather than the length of stay for the visitors nor the total numbers of visitors 

per day (personal communication). Therefore, the total number of visitors at the Imagination 

Station was unknown and difficult to estimate.  

Sampling Frame. To ensure the responses collected from the target population were accurate, 

reliable, and relevant to this research, the participants were selected based on two requirements. 

First, all participants were the current visitors of the Imagination Station during data collection 

because the current visitors were more readily accessible than previous visitors by surveying 

at the Imagination Station. Second, all participants were aged over 18. Although most users 

(different from visitors) of the Imagination Station are children, the study only surveyed the 

adult visitors, as they are the decision-maker for visiting the Imagination Station even if 

children are also visiting with their parent or caregiver. At the same time, the adults are 

generally more articulate in terms of answering complex questions and making logical 

evaluations compared to children.  

Sampling Technique. A probability sampling technique was selected for the survey. 

Probability sampling is defined as “a sampling procedure in which each element of the 

population has a known, nonzero probabilistic of selection” (Babin & Zikmund, 2016, p. 348). 

It has the advantage of the process eliminated bias inherent in nonprobability sampling 

procedures. Given the disadvantage of the probability sampling approach, it is significant to 
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greater the precision and smaller the sampling error (e.g., collecting more responses, 

scheduling the data collection date on weekdays, weekends, and holidays). Specifically, a 

stratified sampling technique was chosen as the medium to collect the responses. Stratified 

sampling is where the population is divided into strata (or subgroups) and a random sample is 

taken from each subgroup (Malhotra, 2014). Because individuals have different discretionary 

time allocation between weekdays and the weekend (Bhat & Misra, 1999), the adult visitors of 

the Imagination Station could be classified by their visit time. The researcher conducted the 

stratified sampling procedure by selecting the participants randomly in each subgroup, which 

is detailed in the paragraph on “sampling process”. 

Sample Size. Determining the sample size involves quantitative considerations, including “the 

importance of the decision, the nature of the research, the number of variables, the nature of 

the analysis, sample sizes used in similar studies, and resources constraints” (Malhotra, 2014, 

p. 375). The sample sizes of previous place attachment studies have varied from between 123 

(Williams & Roggenbuck, 1989) to 1879 (Kyle et al., 2004b) and varies according to the 

population size and its accessibility, model complexity, time frame, and the types of survey 

(He, 2013). Williams and Roggenbuck (1989) employed convenience sampling by distributing 

the questionnaire as class assignments to their students. Their theoretical model was relatively 

simple with two constructs, including resource dependence and resource identity. As a result, 

they could complete the data collection in a relatively short period.  By contrast, Kyle et al. 

(2004b) adopted the mail survey with a stratified sampling technique. Their theoretical 

framework consists of eight constructs. They finally collected 1879 completed questionnaires 

with a 66% response rate in two months, after 2847 visitors of the Appalachian Trail agreed to 

participate in the survey. As a general rule of thumb, it is desirable to have more than 300 cases 

to meet the criterion for Structural Equation Modelling (Thakkar, 2020). Regarding the 

background of the Imagination Station, the overall size of the population that the current study 

approached was unknown. The researcher thus determined when sufficient participants had 

been sampled.  

Sampling Process. The stratified sampling technique was used where the researcher attempted 

to approach the visitors in all the six subgroups. The Imagination Station provides the whole-

year service, excluding the library closed days. The open hours are 9:00 a.m. to 8:00 p.m. on 

weekdays and 10:00 a.m. to 5:00 p.m. on weekends. Accordingly, the researcher collected 

responses on-site five times per week to cover the five subgroups, including weekday’s 

morning, weekday’s afternoon, weekday’s evening, weekend’s morning, and weekend’s 
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afternoon. A self-completion survey was given out to the potential participants when the 

researcher stayed on-site. The researcher identified the adult visitors at the Imagination Station 

who sat beside the LEGO pools and who either played LEGO by themselves or watched their 

children as potential participants. This method had an advantage in that the adult visitors 

typically had spare time to complete the questionnaire. After identified the visitors as potential 

participants, the researcher selected them randomly by rolling dice to decide whether to 

approach them. Only when the dice rolled to “1”, 3” and “5”, the researcher walked to them 

and briefly introduced the research, including the research topic and purpose, the number of 

the questions, and the estimated time to finish it. If they agreed to participate in the survey, the 

researcher provided them with iPads to access the questionnaire.  

3.4.5 Data Analysis Methods 

Several different statistical methods were used to analyse the survey responses with IBM SPSS 

statistics 27 and IBM SPSS Amos 27 software. The items of demographics (i.e., gender, age, 

ethnic group, employment status, visit purpose, visit frequency, number of children, initiated 

visit people), and the two ancillary questions for adult visitors with children (i.e., the role 

toward children for adult visitors, the main activities for adult visitors) were analysed with 

frequencies, including counts and percentages. Next, the constructs of perceived physical 

servicescape (i.e., design, equipment, ambience), perceived social servicescape (i.e., perceived 

similarity, physical appearance, suitable behaviour), place attachment (i.e., place identity, place 

dependence, affective attachment, social bonding), purchase intention, revisit intention, and 

desire to stay were analysed with descriptive statistics. The mean scores and the values of the 

standard deviation of these factors were distinguished by the demographics by conducting 

independent samples t-test and one-way ANOVA on IBM SPSS 27. Then, the recommended 

two-step Structural Equation Modelling approach was applied (Byrne, 2001), which was 

conducted on IBM SPSS Amos 27. Confirmatory Factor Analysis (CFA) was conducted to test 

the validity of the indicator variables. Structural Equation Modelling (SEM) was thereafter 

used to identify relationships among the constructs in the hypotheses (Thakkar, 2020). These 

different techniques were used to provide an in-depth data analysis for findings and reported 

in the next chapter. 

3.5 Data Collection 

3.5.1 Data Collection Process 

The data collection phase was undertaken at the Imagination Station between 27th November 

2020 and 27th January 2021, a period that included the summer school holidays (approximately 
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21st December 2020 – 27th January 2021). The questionnaire was created on Qualtrics, an 

online web-based survey tool. Potential participants could complete the survey on the Qualtrics 

online platform with one of three iPads provided by the Imagination Station and distributed by 

the researcher. The methods directed the participants through the survey easily and efficiently. 

Approximately 500 visitors at the Imagination Station were approached over the period, and 

406 visitors in total provided valid responses for further analysis in the current study. As a 

general rule of thumb, it is appropriate to have more than 300 cases for SEM, and the current 

study met this criterion (Thakkar, 2020).  

The steps to distribute the survey are detailed as follows. After identifying the potential 

participants, the researcher walked to the potential participants and briefly introduced the basic 

details of this research, including the research topic and purpose, the number of the questions, 

and the estimated time to finish it (about eight minutes). If they agreed to participate in the 

survey, the researcher would give them an iPad and remind them to review the Information and 

Consent (Appendix 2) on the first page. The potential participants consented to participate in 

the survey by clicking “next page” on the iPad. Then, they could start to answer the 

questionnaire. It was also emphasised that participation in the study was entirely voluntary. If 

they wished to withdraw while completing the survey, they could close the browser window 

with any data they have entered up to that point being deleted. 

3.5.2 Ethical Considerations 

The research was approved by the University of Canterbury Human Ethics Committee 

(approval code HEC 2020/51/LR) (Appendix 3). The research was identified as low risk by the 

Human Ethics Committee. There were no expected risks for adult visitors participating, given 

that the questions asked concerned only their evaluations, attitudes, and intentions about their 

visits to the Imagination Station. As some target participants were Māori, the Ngāi Tahu 

Consultation and Engagement Group also approved this study with the consultation response 

letter (Appendix 4). 

As the participants were the adult visitors of the Imagination Station, the researcher obtained 

the organisation's permission to access participant information. Before conducting the survey 

at the Imagination Station, the managing director, Sam Butcher, checked the questionnaire and 

signed the consent form as permission (Appendix 5). The Imagination Station is aware of the 

research and provides consent to identify the organisation in any publication or presentation.  
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As for privacy and confidentiality, the survey respondents were required to read the 

Information and Consent before beginning to answer the questions, highlighting the rights of 

withdrawal, anonymity, and the storage of their responses to ensure the respondents’ identities 

were confidential (Whelan, 2007). The questionnaire did not include questions requiring any 

personal information that might be used to identify or violate the privacy of the participants. 

All participants’ identities were kept anonymous, as no data about their names or personal 

identifier numbers were collected. To be noted, respondents were asked to leave their email 

address if they wished to receive a summary of the results. However, the contact information 

was removed and saved in a separate spreadsheet to assure anonymity of data. All data is kept 

on the university secure drive for five years. Individual data was only used for statistical 

analysis via relevant computer software, and thus no individual data was shared or used by 

anyone. 

3.6 Chapter Summary  

This chapter presented the research objectives of the current study based on the research 

questions and theoretical framework proposed in Chapter Two and then explained and justified 

the research approach and research design employed to address the research questions. Following 

this, the data collection procedure and the ethical considerations in relation to this study were 

detailed. The next chapter provides the detailed analytical process and results as well as 

associated discussion.
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4 RESULTS 

4.1 Chapter Introduction 

The results of the data analysis and the hypothesises testing are discussed in this chapter. Firstly, 

the descriptive statistics of the sample were reported. The constructs of perceived physical 

servicescape (i.e., design, equipment, and ambience), perceived social servicescape (i.e. 

perceived similarity, physical appearance, and suitable behaviour), place attachment (i.e., place 

identity, place dependence, affective attachment, and social bonding), purchase intention to the 

Imagination Station’s paid services, revisit intention to Tūranga Library, and desire to stay in 

the city centre were reported with their descriptive statistics (Section 4.2). The mean scores 

and the values of standard deviation of their dimensions were distinguished by the 

demographics and compared by conducting independent samples t-test and one-way ANOVA 

on IBM SPSS 27. This is followed by the recommended two-step Structural Equation 

Modelling (SEM) approach was applied (Anderson & Gerbing, 1988), which was conducted 

on IBM SPSS Amos 27 (Section 4.3). Confirmatory Factor Analysis (CFA) was conducted to 

test the measurement model. The structural models with the second-order factors (i.e., place 

attachment, perceived physical servicescape, and perceived social servicescape) was developed 

based on the theoretical model (Figure 2.3). Results are further reported and discussed in testing 

the hypotheses.  

4.2 Descriptive Statistics 

4.2.1 Frequencies  

Demographics. The demographic profile of the sample is illustrated in Table 4.1. The results 

indicate that females (68.97%) are the majority of the respondents, over half of the respondents 

are aged in 31-40 (55.67%), most of them have full-time (43.35%) or part-time (25.62%) work. 

The two major ethnic groups are Europeans (52.71%) and Asians (27.59%). 80.79% of 

respondents visited the Imagination Station mainly for LEGO activities, while 19.21% of them 

visited there for other activities, such as using the library, companying their children, taking 

part in their children’s birthday parties that held at the Imagination Station, and 

working/volunteering.  

Visiting the Imagination Station “occasionally” (27.34%) is the highest self-identified visit 

frequency. Seventy respondents were “first-time” visitors (17.24%), and few people visited 

this place “frequently” (8.87%), or “almost every day” (0.99%). In addition, 94.33% of the 

respondents visited the Imagination Station with children. 85.71% of the respondents initiated 
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the visit to the Imagination Station by their families through “self”, “child/children”, and 

“family/partner (except children)”, reinforcing that most people visited the Imagination Station 

in family groups.  

Table 4.1 Sample demographics (n=406). 

Gender n %   Employment Status n % 

Female 280 68.97%  Full time 176 43.35% 

Male 126 31.03%  Part time 104 25.62% 

Age n %  Students 35 8.62% 

18 – 30 76 18.72%  Retired 10 2.46% 

31– 40 226 55.67%  Not working 81 19.95% 

41– 50 83 20.44%  Visit Purpose n % 

51– 60 10 2.46%  Mainly for LEGO 328 80.79% 

Over 61 11 2.71%  For other activities 78 19.21% 

Ethnic Group n %  The number of children n % 

European 214 52.71%  0 23 5.67% 

Māori 18 4.43%  1 173 42.61% 

Pacific Peoples 10 2.46%  2 153 37.68% 

Asian 112 27.59%  3 38 9.36% 

MELAA (Middle Eastern/Latin American/African) 14 3.45%  More than 3 19 4.68% 

Other ethnicities 38 9.36%  Person Initiating Visit n % 

Visit Frequency n %  Nobody, visit by accident 22 5.42% 

Only this once 70 17.24%  Self 149 36.70% 

Seldom 59 14.53%  Child/children 140 34.48% 

Occasionally 111 27.34%  Family/partner (except children) 59 14.53% 

Sometimes 79 19.46%  Friends 23 5.67% 

Often 47 11.58%  Employer 2 0.49% 

Frequently 36 8.87%  Others 11 2.71% 

Almost everyday 4 0.99%     

 

Ancillary Questions for Respondents with Children. The results of the role toward children 

and the main activities for adult visitors who came to the Imagination Station with children are 

showed in Table 4.2. Among the 383 respondents, the results indicate that most of them were 

the children’s parents (87.21%). As for the main activities for the adult visitors when their 

children were playing at the Imagination Station, most respondents stayed there as well 

(91.12%). Many of them also used the library (37.34%) in their visits. A small percentage left 

the library for shopping (2.61%). Other reported activities include “socialising with other 

parents” and “talking with friends”. 
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Table 4.2 Results of ancillary questions for respondents with children (n=383). 

The Role Toward Children n %  The Main Activities 

(Multiple choices) 

n % 

Parent 334 87.21

% 

 I stayed at the Imagination 

Station. 

349 91.12

% 

Grandparent 19 4.96%  I used the library. 143 37.34

% 

Other relative 17 4.44%  I went shopping. 10 2.61% 

Caregiver 7 1.83%  I visited the café. 54 14.10

% 

Others 6 1.57%  I went for a walk. 26 6.79% 

    Others 9 2.35% 

 

4.2.2 Descriptive Statistics of Constructs 

The influence of demographics on the thirteen factors (i.e., three dimensions of perceived 

physical servicescape, three dimensions of perceived social servicescape, four dimensions of 

place attachment, purchase intention, revisit intention, and desire to stay) are reported in this 

section. All these factors were measured by five-point Liker Scale (1=strongly disagree, 

5=strongly agree). Based on the group numbers of each variable, an independent-samples t-test 

was conducted to analyse gender and visit purpose. The one-way analysis of variance (one-

way ANOVA) was conducted to examine age, ethnic group, employment status, visit frequency, 

the number of children, and person initiating visit. In order to conduct these, unit weighted 

composite scores of each dimension were created by the mean value of the items of each 

dimension in these constructs. 

The Influence of Gender. An independent-samples t-test was conducted to compare the 

thirteen composite scores in male and female conditions, the results of which are provided in 

Table 4.3. There was a significant difference in purchase intention composite score for female 

(M = 4.22, SD = 0.758) and male (M = 4.23, SD = 0.680) conditions; t (404) = 3.153, p < 0.010. 

These results suggest that gender did influence visitors’ purchase intention toward paid services 

of the Imagination Station. To be specific, male visitors are more likely to purchase the paid 

services than female visitors. By contrast, visitors’ responses to other variables do not differ 

between male and female groups. 
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Table 4.3 Independent samples t-test for the influence of gender. 

Dimensions Gender n Mean Std.  

Deviation 

t-Value df Sig. 

PS_DE Female 280 4.41 0.696 1.841 404 0.066 

Male 126 4.27 0.682 

PS_EQ Female 280 4.45 0.607 1.931 404 0.054 

Male 126 4.39 0.646 

PS_AM Female 280 3.67 0.689 0.995 404 0.320 

Male 126 3.64 0.746 

SS_PS Female 280 4.01 0.600 0.923 404 0.357 

Male 126 3.94 0.653 

SS_PA Female 280 4.06 0.544 0.975 404 0.330 

Male 126 4.07 0.617 

SS_SB Female 280 4.39 0.684 -0.179 404 0.858 

Male 126 4.25 0.727 

PA_PI Female 280 3.09 0.951 0.389 404 0.698 

Male 126 3.07 0.945 

PA_PD Female 280 2.92 0.982 0.175 404 0.861 

Male 126 2.98 0.975 

PA_AA Female 280 2.43 0.999 -0.510 404 0.611 

Male 126 2.54 1.042 

PA_SB Female 280 3.39 0.760 -0.979 404 0.328 

Male 126 3.12 0.811 

PI Female 280 4.22 0.758 3.153 404 0.002 

Male 126 4.23 0.680 

RI Female 280 3.91 0.875 -0.126 404 0.900 

Male 126 3.78 0.889 

DS Female 280 3.30 1.566 1.349 404 0.178 

Male 126 3.12 1.505 

Notes: PS_DE = Design; PS_EQ = Equipment; PS_AM = Ambience; SS_PS = Perceived Similarity; SS_PA = Physical 

Appearance; SS_SB = Suitable Behaviour; PA_PI = Place Identity; PA_PD = Place Dependence; PA_AA=Affective 

Attachment; PA_SB = Social Bonding; PI = Purchase Intention; RI = Revisit Intention; DS = Desire to Stay. 

The Influence of Visit Purpose. An independent-samples t-test was conducted to compare the 

13 composite scores in “LEGO” and “others” conditions (Table 4.4). There was a significant 

difference in place identity (t = 2.373, p < 0.050), place dependence (t = 2.252, p < 0.050), and 

purchase intention (t = 2.012, p < 0.050). To be specific, the respondents who visited the 

Imagination Station mainly for LEGO activities rated these factors higher than those visited 

for other activities; place identity (M = 3.70, SD = 0.692), place dependence (M = 3.14, SD = 

0.94), purchase intention (M = 3.34, SD = 0.766). 
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Table 4.4 Independent samples t-test for the influence of visit purpose. 

Dimensions Activities n Mean Std.  

Deviation 

t-Value df Sig. 

PS_DE LEGO 328 4.32 0.709 -1.397 404 0.163 

Others 78 4.44 0.651 

PS_EQ LEGO 328 4.34 0.703 -1.561 404 0.119 

Others 78 4.48 0.648 

PS_AM LEGO 328 4.42 0.606 -0.470 404 0.638 

Others 78 4.46 0.676 

SS_PS LEGO 328 3.62 0.675 0.199 404 0.842 

Others 78 3.61 0.675 

SS_PA LEGO 328 3.99 0.599 0.119 106 0.906 

Others 78 3.98 0.689 

SS_SB LEGO 328 4.06 0.553 -0.678 107 0.500 

Others 78 4.11 0.625 

PA_PI LEGO 328 3.70 0.692 2.373 404 0.018 

Others 78 3.49 0.743 

PA_PD LEGO 328 3.14 0.941 2.252 404 0.025 

Others 78 2.87 0.954 

PA_AA LEGO 328 2.98 0.958 1.841 404 0.066 

Others 78 2.76 1.050 

PA_SB LEGO 328 2.49 0.999 0.959 404 0.338 

Others 78 2.37 1.068 

PI LEGO 328 3.34 0.766 2.012 404 0.045 

Others 78 3.15 0.847 

RI LEGO 328 4.23 0.738 0.243 404 0.808 

Others 78 4.21 0.719 

DS LEGO 328 3.89 0.869 0.833 404 0.406 

Others 78 3.79 0.927 

Notes: PS_DE = Design; PS_EQ = Equipment; PS_AM = Ambience; SS_PS = Perceived Similarity; SS_PA = Physical 

Appearance; SS_SB = Suitable Behaviour; PA_PI = Place Identity; PA_PD = Place Dependence; PA_AA=Affective 

Attachment; PA_SB = Social Bonding; PI = Purchase Intention; RI = Revisit Intention; DS = Desire to Stay. 

 

The Influence of Age. As the number of samples in the age group of “51-60” were less than 

ten, the value of “51-60” and “over 61” were combined as “over 51”. A one-way ANOVA was 

conducted to compare the effect of age for the factors in the “18-30”, “31-40”, “41-50”, and 

“over 51” age groups (Table 4.5). There was a significant effect of age on suitable behaviour 

(p < 0.010), place dependence (p < 0.010), affective attachment (p < 0.050), social bonding (p 

< 0.001), and purchase intention (p < 0.050).  

Post hoc comparisons using the Tukey test indicated that the mean scores for “18-30” condition 

was significantly higher than other conditions in these factors; suitable behaviour (M = 4.16, 

SD = 0.602), place dependence (M = 3.29, SD = 0.929), affective attachment (M = 3.24, SD = 
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1.088), social bonding (M = 2.88, SD = 1.118), and purchase intention (M = 3.37, SD = 0.831). 

These results suggest that respondents aged 18-30 were more likely to highly evaluate suitable 

behaviours of other visitors and to buy the paid services. They showed more enhanced place 

dependence, affective attachment, and social bonding at the Imagination Station. 

The Influence of Ethnic Group. A one-way ANOVA was conducted to compare the effect of 

ethnic group for the factors in “European”, “Māori”, “Pacific peoples”, “Asian”, “MELAA 

(Middle Eastern/Latin American/African), and “other ethnicities” conditions (Table 4.6). There 

was a significant effect of ethnic group on design (p < 0.050), ambience (p < 0.050), perceived 

similarity (p < 0.050), place identity (p < 0.050), place dependence (p < 0.001), affective 

attachment (p < 0.010), and social bonding (p < 0.001).  

Post hoc comparisons using the Tukey test indicated that Pacific peoples highly evaluated 

design (M = 4.63, SD = 0.530), and ambience (M = 4.63, SD = 0.483) for perceived physical 

servicescape at the Imagination Station. For perceived social servicescape, the European group 

rated the highest mean score for perceived similarity (M = 3.72, SD = 0.596). For place 

attachment, Asian respondents highly evaluated place identity (M = 3.83, SD = 0.668), place 

dependence (M = 3.52, SD = 0.901), and affective attachment (M = 3.21, SD = 1.001), while 

Māori people highly evaluated social bonding (M = 2.87, SD = 1.079). 

The Influence of Employment Status. As the samples in the “retired” group were less than ten, 

the value of “retired” and “not working” were combined as “not working”. A one-way ANOVA 

was conducted to compare the effect of employment status for the factors of “full time”, “part 

time”, “students”, “retired”, and “not working” (Table 4.7). There was a significant effect of 

ethnic group on equipment (p < 0.050), perceived similarity (p < 0.050), place identity (p < 

0.010), place dependence (p < 0.010), affective attachment (p < 0.010), and social bonding (p 

< 0.001). Post hoc comparisons using the Tukey test indicated that respondents who were “not 

working” highly evaluated equipment (M = 4.46, SD = 0.659) at the Imagination Station in 

terms of the perceived physical servicescape. For perceived social servicescape, respondents 

in the “part time” group showed the highest mean score for perceived similarity (M = 3.79, SD 

= 0.648). For place attachment, students rated the highest mean sores in place identity (M = 

3.89, SD = 0.823), place dependence (M = 3.50, SD = 0.937), affective attachment (M = 3.46, 

SD = 1.172), and social bonding (M = 3.10, SD = 1.087). 
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Table 4.5 One-way ANOVA for the influence of age. 

Dimensions 
18-30 31-40 41-50 Over 51 Total 

F Sig. 
N Mean SD N Mean SD N Mean SD N Mean SD N Mean SD 

PS_DE 76 4.36 0.831 226 4.37 0.662 83 4.26 0.686 21 4.36 0.650 406 4.34 0.699 0.501 0.682 

PS_EQ 76 4.45 0.732 226 4.36 0.690 83 4.33 0.681 21 4.33 0.667 406 4.37 0.694 0.473 0.701 

PS_AM 76 4.51 0.647 226 4.43 0.629 83 4.39 0.585 21 4.35 0.553 406 4.43 0.619 0.623 0.601 

SS_PS 76 3.51 0.719 226 3.67 0.694 83 3.61 0.568 21 3.45 0.650 406 3.62 0.674 1.534 0.205 

SS_PA 76 4.09 0.635 226 4.01 0.601 83 3.87 0.613 21 3.89 0.687 406 3.99 0.617 2.002 0.113 

SS_SB 76 4.16 0.602 226 4.11 0.550 83 3.92 0.536 21 3.86 0.620 406 4.07 0.567 4.060 0.007 

PA_PI 76 3.78 0.797 226 3.69 0.680 83 3.51 0.664 21 3.62 0.740 406 3.66 0.706 2.151 0.093 

PA_PD 76 3.29 0.929 226 3.13 0.979 83 2.81 0.867 21 2.94 0.765 406 3.08 0.948 3.896 0.009 

PA_AA 76 3.24 1.088 226 2.92 0.967 83 2.77 0.932 21 2.75 0.614 406 2.94 0.979 3.565 0.014 

PA_SB 76 2.88 1.118 226 2.41 0.990 83 2.25 0.913 21 2.40 0.873 406 2.47 1.013 5.881 0.001 

PI 76 3.37 0.831 226 3.33 0.800 83 3.31 0.677 21 2.81 0.727 406 3.31 0.785 3.096 0.027 

RI 76 4.39 0.721 226 4.23 0.742 83 4.12 0.721 21 4.00 0.667 406 4.22 0.734 2.532 0.057 

DS 76 3.99 0.913 226 3.88 0.937 83 3.74 0.704 21 3.79 0.717 406 3.87 0.880 1.129 0.337 
Notes: PS_DE = Design; PS_EQ = Equipment; PS_AM = Ambience; SS_PS = Perceived Similarity; SS_PA = Physical Appearance; SS_SB = Suitable Behaviour; PA_PI = Place Identity; PA_PD 

= Place Dependence; PA_AA=Affective Attachment; PA_SB = Social Bonding; PI = Purchase Intention; RI = Revisit Intention; DS = Desire to Stay.
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Table 4.6 One-way ANOVA for the influence of ethnic group. 

Dimensions European Māori Pacific Peoples Asian MELAA Other ethnicities Total F Sig. 

  N Mean SD N Mean SD N Mean SD N Mean SD N Mean SD N Mean SD N Mean SD     

PS_DE 214 4.39 0.622 18 4.43 0.382 10 4.63 0.530 112 4.16 0.840 14 4.29 0.808 38 4.51 0.691 406 4.34 0.699 2.604 0.025 

PS_EQ 214 4.43 0.628 18 4.43 0.635 10 4.37 0.554 112 4.21 0.830 14 4.45 0.758 38 4.41 0.607 406 4.37 0.694 1.628 0.151 

PS_AM 214 4.48 0.530 18 4.46 0.473 10 4.63 0.483 112 4.25 0.783 14 4.43 0.561 38 4.60 0.565 406 4.43 0.619 3.007 0.011 

SS_PS 214 3.72 0.596 18 3.69 0.765 10 3.30 0.771 112 3.55 0.706 14 3.36 0.819 38 3.39 0.777 406 3.62 0.674 3.070 0.010 

SS_PA 214 4.04 0.584 18 4.04 0.660 10 3.88 0.556 112 3.94 0.684 14 3.68 0.689 38 3.97 0.533 406 3.99 0.617 1.224 0.297 

SS_SB 214 4.11 0.525 18 4.14 0.484 10 3.96 0.602 112 3.96 0.669 14 3.87 0.524 38 4.20 0.463 406 4.07 0.567 1.954 0.085 

PA_PI 214 3.55 0.673 18 3.82 0.835 10 3.48 0.506 112 3.83 0.668 14 3.79 0.814 38 3.75 0.834 406 3.66 0.706 3.045 0.010 

PA_PD 214 2.81 0.861 18 3.48 0.834 10 2.87 1.021 112 3.52 0.901 14 3.31 0.965 38 3.12 1.050 406 3.08 0.948 10.434 0.001 

PA_AA 214 2.78 0.921 18 3.15 1.074 10 2.80 0.919 112 3.21 1.001 14 3.10 1.066 38 2.93 1.023 406 2.94 0.979 3.268 0.007 

PA_SB 214 2.26 0.945 18 2.87 1.079 10 2.27 1.255 112 2.79 0.953 14 2.71 0.977 38 2.44 1.196 406 2.47 1.013 5.087 0.001 

PI 214 3.24 0.802 18 3.33 0.723 10 3.33 0.770 112 3.39 0.765 14 3.14 0.792 38 3.44 0.775 406 3.31 0.785 0.894 0.485 

RI 214 4.26 0.694 18 4.54 0.628 10 4.30 0.554 112 4.06 0.824 14 4.40 0.849 38 4.30 0.652 406 4.22 0.734 2.200 0.054 

DS 214 3.85 0.871 18 4.08 0.862 10 3.80 1.111 112 3.84 0.906 14 3.86 0.886 38 4.00 0.830 406 3.87 0.880 0.440 0.821 

Notes: PS_DE = Design; PS_EQ = Equipment; PS_AM = Ambience; SS_PS = Perceived Similarity; SS_PA = Physical Appearance; SS_SB = Suitable Behaviour; PA_PI = Place Identity; PA_PD 

= Place Dependence; PA_AA=Affective Attachment; PA_SB = Social Bonding; PI = Purchase Intention; RI = Revisit Intention; DS = Desire to Stay. 
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Table 4.7 One-way ANOVA for the influence of employment status. 

Dimensions 
Full time Part time Students Not Working Total 

F Sig. 
N Mean SD N Mean SD N Mean SD N Mean SD N Mean SD 

PS_DE 176 4.25 0.780 104 4.40 0.632 35 4.37 0.708 91 4.44 0.583 406 4.34 0.699 1.840 0.139 

PS_EQ 176 4.24 0.752 104 4.49 0.614 35 4.39 0.613 91 4.46 0.659 406 4.37 0.694 3.694 0.012 

PS_AM 176 4.36 0.680 104 4.54 0.514 35 4.48 0.568 91 4.44 0.614 406 4.43 0.619 1.984 0.116 

SS_PS 176 3.54 0.657 104 3.79 0.648 35 3.68 0.587 91 3.55 0.740 406 3.62 0.674 3.296 0.021 

SS_PA 176 3.90 0.619 104 4.05 0.585 35 4.14 0.576 91 4.03 0.648 406 3.99 0.617 2.210 0.086 

SS_SB 176 4.02 0.588 104 4.12 0.524 35 4.19 0.532 91 4.05 0.582 406 4.07 0.567 1.417 0.237 

PA_PI 176 3.54 0.706 104 3.68 0.706 35 3.89 0.823 91 3.79 0.616 406 3.66 0.706 4.143 0.007 

PA_PD 176 2.92 0.955 104 3.11 0.956 35 3.50 0.937 91 3.21 0.870 406 3.08 0.948 4.694 0.003 

PA_AA 176 2.81 0.960 104 2.96 0.962 35 3.46 1.172 91 2.96 0.896 406 2.94 0.979 4.425 0.004 

PA_SB 176 2.31 0.968 104 2.48 0.997 35 3.10 1.087 91 2.51 1.000 406 2.47 1.013 6.324 0.000 

PI 176 3.23 0.781 104 3.40 0.738 35 3.36 0.773 91 3.32 0.845 406 3.31 0.785 1.140 0.333 

RI 176 4.19 0.776 104 4.21 0.727 35 4.37 0.593 91 4.25 0.711 406 4.22 0.734 0.670 0.571 

DS 176 3.79 0.817 104 3.90 0.882 35 3.94 1.069 91 3.96 0.917 406 3.87 0.880 0.982 0.401 
Notes: PS_DE = Design; PS_EQ = Equipment; PS_AM = Ambience; SS_PS = Perceived Similarity; SS_PA = Physical Appearance; SS_SB = Suitable Behaviour; PA_PI = Place Identity; PA_PD 

= Place Dependence; PA_AA=Affective Attachment; PA_SB = Social Bonding; PI = Purchase Intention; RI = Revisit Intention; DS = Desire to Stay. 
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The Influence of Visit Frequency. As the samples in group of “almost every day” were less 

than ten, the values of “almost every day” and “frequently” were combined as “frequently”. A 

one-way ANOVA was conducted to compare the effect of visit frequency for the factors in 

“only this once”, “seldom”, “occasionally”, “sometimes”, “often”, and “frequently” conditions 

(Table 4.8). There was a significant effect of visit frequency on equipment (p < 0.050), 

ambience (p < 0.050), place identity (p < 0.001), place dependence (p < 0.001), affective 

attachment (p < 0.001), social bonding (p < 0.001), purchase intention (p < 0.001), revisit 

intention (p < 0.001), and desire to stay (p < 0.001).  

Post hoc comparisons using the Tukey test indicated that the respondents who visited the 

Imagination Station frequently had the highest evaluations for these factors than others, 

including equipment (M = 4.63, SD = 0.488), ambience (M = 4.63, SD = 0.435), place identity 

(M = 4.20, SD = 0.670), place dependence (M = 3.84, SD = 0.736), affective attachment (M = 

3.90, SD = 0.922), social bonding (M = 3.57, SD = 0.937), purchase intention (M = 3.67, SD 

= 0.866), and revisit intention (M = 4.62, SD = 0.634). The respondents who visited “often” 

rated the highest for the factor of desire to stay (M = 4.28, SD = 0.779). The results indicate 

that the more often people visited the Imagination Station, the higher evaluations they showed 

in the four factors of place attachment. 

The Influence of Number of Children. A one-way ANOVA was conducted to compare the 

effect of children number for the factors in “0”, “1”, “2”, “3” and “more than 3” conditions 

(Table 4.9). There was a significant effect of children number on physical appearance (p < 

0.050), place identity (p < 0.001), place dependence (p < 0.010), affective attachment (p < 

0.001), social bonding (p < 0.001), and purchase intention (p < 0.050).  

Post hoc comparisons using the Tukey test indicated that the respondents who visited the 

Imagination Station without children (in the “0” condition), had the highest evaluations for 

these factors than others, including physical appearance (M = 4.36, SD = 0.493), place identity 

(M = 4.40, SD = 0.578), place dependence (M = 3.80, SD = 0.716), affective attachment (M = 

4.14, SD = 0.822), social bonding (M = 3.84, SD = 0.771), and purchase intention (M = 3.81, 

SD = 0.815). Moreover, among the respondents who visited the Imagination Station with 

children (in the “1”, “2”, “3”, “more than 3” conditions), the results indicate that the more 

children they came with, the higher mean sores they rated for the factors of physical appearance 

and purchase intention. 
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Table 4.8 One-way ANOVA for the influence of visit frequency. 

Dimensions Only this once Seldom Occasionally Sometimes Often Frequently Total F Sig. 

  N Mean SD N Mean SD N Mean SD N Mean SD N Mean SD N Mean SD N Mean SD     

PS_DE 70 4.47 0.748 59 4.34 0.590 111 4.24 0.737 79 4.29 0.761 47 4.31 0.682 40 4.54 0.472 406 4.34 0.699 1.705 0.132 

PS_EQ 70 4.50 0.773 59 4.32 0.595 111 4.26 0.751 79 4.36 0.667 47 4.26 0.677 40 4.63 0.488 406 4.37 0.694 2.542 0.028 

PS_AM 70 4.51 0.704 59 4.44 0.558 111 4.30 0.687 79 4.49 0.584 47 4.35 0.529 40 4.63 0.435 406 4.43 0.619 2.331 0.042 

SS_PS 70 3.67 0.765 59 3.44 0.634 111 3.57 0.602 79 3.68 0.638 47 3.72 0.657 40 3.71 0.810 406 3.62 0.674 1.534 0.178 

SS_PA 70 4.11 0.692 59 3.89 0.520 111 3.98 0.604 79 3.90 0.610 47 3.93 0.596 40 4.19 0.634 406 3.99 0.617 2.161 0.058 

SS_SB 70 4.16 0.653 59 4.02 0.553 111 4.03 0.493 79 3.99 0.604 47 4.09 0.548 40 4.15 0.565 406 4.07 0.567 0.990 0.424 

PA_PI 70 3.62 0.748 59 3.36 0.559 111 3.59 0.623 79 3.65 0.784 47 3.85 0.620 40 4.20 0.67 406 3.66 0.706 8.522 0.000 

PA_PD 70 3.09 1.018 59 2.69 0.909 111 2.89 0.789 79 3.12 1.005 47 3.31 0.905 40 3.84 0.736 406 3.08 0.948 9.512 0.000 

PA_AA 70 2.90 0.964 59 2.42 0.872 111 2.73 0.853 79 3.02 0.932 47 3.21 0.897 40 3.90 0.922 406 2.94 0.979 15.144 0.000 

PA_SB 70 2.40 0.952 59 1.92 0.849 111 2.29 0.865 79 2.39 0.947 47 2.87 1.006 40 3.57 0.937 406 2.47 1.013 18.433 0.000 

PI 70 3.11 0.774 59 2.98 0.642 111 3.34 0.782 79 3.32 0.750 47 3.57 0.754 40 3.67 0.866 406 3.31 0.785 6.110 0.000 

RI 70 4.03 0.834 59 4.08 0.712 111 4.12 0.722 79 4.24 0.700 47 4.57 0.523 40 4.62 0.634 406 4.22 0.734 6.791 0.000 

DS 70 3.91 0.825 59 3.65 0.966 111 3.69 0.859 79 3.82 0.751 47 4.28 0.779 40 4.21 1.018 406 3.87 0.880 5.164 0.000 

Notes: PS_DE = Design; PS_EQ = Equipment; PS_AM = Ambience; SS_PS = Perceived Similarity; SS_PA = Physical Appearance; SS_SB = Suitable Behaviour; PA_PI = Place Identity; PA_PD 

= Place Dependence; PA_AA=Affective Attachment; PA_SB = Social Bonding; PI = Purchase Intention; RI = Revisit Intention; DS = Desire to Stay. 
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Table 4.9 One-way ANOVA for the influence of number of children. 

Dimensions 0 1 2 3 More than 3 Total F Sig. 

  N Mean SD N Mean SD N Mean SD N Mean SD N Mean SD N Mean SD     

PS_DE 23 4.52 0.617 173 4.29 0.754 153 4.33 0.703 38 4.38 0.489 19 4.64 0.523 406 4.34 0.699 1.568 0.182 

PS_EQ 23 4.67 0.503 173 4.30 0.732 153 4.37 0.704 38 4.46 0.493 19 4.44 0.729 406 4.37 0.694 1.745 0.139 

PS_AM 23 4.65 0.420 173 4.39 0.646 153 4.42 0.661 38 4.45 0.454 19 4.58 0.469 406 4.43 0.619 1.186 0.316 

SS_PS 23 3.49 0.717 173 3.60 0.657 153 3.60 0.710 38 3.86 0.541 19 3.62 0.684 406 3.62 0.674 1.517 0.196 

SS_PA 23 4.36 0.493 173 3.92 0.652 153 3.98 0.596 38 4.05 0.569 19 4.07 0.545 406 3.99 0.617 2.762 0.027 

SS_SB 23 4.34 0.499 173 4.00 0.576 153 4.08 0.592 38 4.12 0.438 19 4.07 0.513 406 4.07 0.567 2.069 0.084 

PA_PI 23 4.40 0.578 173 3.59 0.752 153 3.65 0.690 38 3.59 0.440 19 3.64 0.488 406 3.66 0.706 7.245 0.001 

PA_PD 23 3.80 0.716 173 3.05 0.970 153 3.01 0.961 38 3.07 0.736 19 3.09 0.999 406 3.08 0.948 3.603 0.007 

PA_AA 23 4.14 0.822 173 2.89 0.944 153 2.80 0.953 38 2.87 0.750 19 3.21 1.123 406 2.94 0.979 11.028 0.001 

PA_SB 23 3.84 0.771 173 2.37 1.005 153 2.35 0.937 38 2.54 0.882 19 2.44 1.031 406 2.47 1.013 12.873 0.001 

PI 23 3.81 0.815 173 3.23 0.791 153 3.28 0.791 38 3.34 0.608 19 3.51 0.765 406 3.31 0.785 3.232 0.013 

RI 23 4.49 0.549 173 4.24 0.734 153 4.13 0.783 38 4.22 0.636 19 4.54 0.569 406 4.22 0.734 2.365 0.052 

DS 23 3.80 1.052 173 3.88 0.845 153 3.85 0.935 38 3.78 0.820 19 4.16 0.602 406 3.87 0.880 0.668 0.615 

Notes: PS_DE = Design; PS_EQ = Equipment; PS_AM = Ambience; SS_PS = Perceived Similarity; SS_PA = Physical Appearance; SS_SB = Suitable Behaviour; PA_PI = Place Identity; PA_PD 

= Place Dependence; PA_AA=Affective Attachment; PA_SB = Social Bonding; PI = Purchase Intention; RI = Revisit Intention; DS = Desire to Stay. 
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The Influence of People Who Initiated the Visit. As the samples in group of “employers” were 

less than ten, the value of “employers” and “others” were combined as “others”. A one-way 

ANOVA was conducted to compare the effect of initiated visit people for the factors in 

“nobody”, “self”, “child/children”, “family/partner (except children)”, “friends”, and “others” 

conditions (Table 4.10). There was a significant effect of initiated visit people on perceived 

similarity (p < 0.050), place identity (p < 0.050), place dependence (p < 0.050), affective 

attachment (p < 0.001), social bonding (p < 0.001), and revisit intention (p < 0.010).  

Post hoc comparisons using the Tukey test indicated that respondents in “others” condition 

showed the highest mean scores for perceived similarity (M = 3.83, SD = 0.616), place identity 

(M = 4.21, SD = 0.749), place dependence (M = 3.92, SD = 1.020), affective attachment (M = 

3.97, SD = 1.040), social bonding (M = 3.64, SD = 1.294), and revisit intention (M = 4.59, SD 

= 0.530). These respondents’ visits were initiated by their employers, children’s schools, tourist 

guides, and some other events. 

4.3 Structural Equation Modelling  

Structural equation modelling (SEM) is “a family of statistical models that seek to explain the 

relationships among multiple variables”, and its foundation lies in two multivariate techniques: 

factor analysis and multiple regression analysis (Hair et al., 2013, p. 546). SEM has three 

characteristics: (1) estimation of multiple and interrelated dependence relationships; (2) an 

ability to represent unobserved concepts in these relationships and account for measurement 

error in the estimation process; (3) defining a model to explain the entire set of relationships 

(Hair et al., 2013, p. 547). Hair et al. (2013, p. 565) proposed the six-stage SEM process: (1) 

defining individual constructs; (2) developing the overall measurement model; (3) designing a 

study to produce empirical results; (4) assessing the measurement model validity; (5) 

specifying the structural model; (6) assessing structural model validity. According to two-step 

modelling by Anderson and Gerbing (1988), a measurement model was tested with its statistics 

reported of goodness-of-fit indices, and the validity of the structural model was examined by 

assessing the goodness-of-fit measures and significance, direction, and size of structural 

parameter estimates in this section. SEM in the current study is conducted with maximum 

likelihood (ML) estimation which is the most widely accepted fitting function for SEM 

(Schermelleh-Engel et al., 2003).  



Results – Yuying Huang 

72 

 

Table 4.10 One-way ANOVA for the influence of people who initiated the visit. 

Dimensions Nobody Self Child/Children Family/Partner Friends Others Total F Sig. 

  N Mean SD N Mean SD N Mean SD N Mean SD N Mean SD N Mean SD N Mean SD     

PS_DE 22 4.34 0.549 149 4.40 0.625 140 4.30 0.722 59 4.38 0.720 23 4.14 1.089 13 4.42 0.534 406 4.34 0.699 0.745 0.590 

PS_EQ 22 4.32 0.638 149 4.38 0.656 140 4.33 0.689 59 4.41 0.644 23 4.26 1.137 13 4.69 0.419 406 4.37 0.694 0.855 0.511 

PS_AM 22 4.38 0.547 149 4.49 0.568 140 4.36 0.650 59 4.53 0.451 23 4.25 1.079 13 4.49 0.483 406 4.43 0.619 1.349 0.243 

SS_PS 22 3.70 0.596 149 3.68 0.726 140 3.63 0.567 59 3.55 0.762 23 3.16 0.655 13 3.83 0.616 406 3.62 0.674 2.879 0.014 

SS_PA 22 4.06 0.582 149 3.99 0.639 140 3.92 0.564 59 4.02 0.617 23 3.98 0.750 13 4.42 0.616 406 3.99 0.617 1.703 0.133 

SS_SB 22 4.05 0.494 149 4.10 0.579 140 4.03 0.526 59 4.11 0.592 23 3.86 0.737 13 4.25 0.491 406 4.07 0.567 1.150 0.333 

PA_PI 22 3.51 0.738 149 3.73 0.698 140 3.60 0.719 59 3.58 0.632 23 3.65 0.698 13 4.21 0.749 406 3.66 0.706 2.454 0.033 

PA_PD 22 3.26 1.074 149 3.12 0.961 140 3.00 0.936 59 2.94 0.880 23 3.07 0.731 13 3.92 1.020 406 3.08 0.948 2.768 0.018 

PA_AA 22 2.97 1.049 149 3.03 1.000 140 2.78 0.938 59 2.75 0.930 23 3.16 0.666 13 3.97 1.040 406 2.94 0.979 4.765 0.001 

PA_SB 22 2.55 1.006 149 2.51 1.093 140 2.33 0.897 59 2.37 0.941 23 2.54 0.750 13 3.64 1.294 406 2.47 1.013 4.368 0.001 

PI 22 3.42 0.699 149 3.25 0.820 140 3.36 0.769 59 3.11 0.806 23 3.46 0.601 13 3.74 0.669 406 3.31 0.785 2.166 0.057 

RI 22 3.85 0.775 149 4.30 0.677 140 4.15 0.766 59 4.36 0.625 23 3.96 0.976 13 4.59 0.530 406 4.22 0.734 3.537 0.004 

DS 22 4.02 0.715 149 3.91 0.908 140 3.81 0.874 59 3.94 0.815 23 3.57 1.069 13 4.00 0.764 406 3.87 0.880 1.004 0.415 

Notes: PS_DE = Design; PS_EQ = Equipment; PS_AM = Ambience; SS_PS = Perceived Similarity; SS_PA = Physical Appearance; SS_SB = Suitable Behaviour; PA_PI = Place Identity; PA_PD 

= Place Dependence; PA_AA=Affective Attachment; PA_SB = Social Bonding; PI = Purchase Intention; RI = Revisit Intention; DS = Desire to Stay. 
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4.3.1 Measurement Model 

A measurement model is used to specify how sets of measured items represent a set of 

constructs (Hair et al., 2013, p. 605). With the scale items specified from previous studies, the 

measurement model was developed and specified. Each latent construct (i.e., three dimensions 

of perceived physical servicescape, three dimensions of perceived social servicescape, four 

dimensions of place attachment, purchase intention, revisit intention, and desire to stay) 

included in the model is identified and the measured indicator variables (items) were assigned 

to latent constructs. Whether the measurement model is valid is the most fundamental event in 

SEM testing, and measurement model validity depends on (1) establishing acceptable levels of 

goodness-of-fit for the measurement model and (2) finding specific evidence of construct 

validity (Hair et al., 2013). The measurement model validity is assessed with confirmatory 

factor analysis (CFA) in this study, which is “a way of testing how well measured variables 

represent a smaller number of constructs” (Hair et al., 2013, p. 602). In the recommended two-

step SEM approach, CFA is commonly used in the social sciences to test how well the 

measured variables represent the constructs (Hair et al., 2013; Kline, 2014).  

The current study tested the measurement model with all constructs included in the current 

study to demonstrate construct validity, including three dimensions of perceived physical 

servicescape (i.e., design, equipment, ambience), three dimensions of perceived social 

servicescape (i.e., perceived similarity, physical appearance, suitable behaviour), four 

dimensions of place attachment (i.e., place identity, place dependence, affective attachment, 

social bonding), purchase intention, revisit intention, and desire to stay. Construct validity is 

“the extent to which a set of measured items actually reflects the theoretical latent construct 

those items are designed to measure” (Hair et al., 2013, p. 620) and could be examined by 

convergent validity and discriminant validity. 

Convergent Validity. Convergent validity refers to the degree to “extent to which indicators of 

a specific construct converge or share a high proportion of variance in common”, which was 

examined by looking at the factor loadings, construct reliability (CR), and average variance 

extracted (AVE) (Hair et al., 2013, p. 601). In the case of high convergent validity, high factor 

loadings indicate that “they converge on a common point, the latent construct”, and a good rule 

of thumb is that standardised loading estimates should be higher than 0.500 (Hair et al., 2013, 

p. 618). Construct reliability (CR) is a “measure of reliability and internal consistency of the 

measured variables representing a latent construct”, which is suggested to be higher than 0.700 

to indicate adequate convergence or internal consistency (Hair et al., 2013, p. 601). Average 
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variance extracted (AVE) is “a summary measure of convergence among a set of items 

representing a latent construct”, which is suggested to be higher than 0.500 to suggest adequate 

convergent validity (Hair et al., 2013, p. 601). The results of testing convergent validity are 

shown in Table 4.11.  

In order to obtain a better model-fit for the measurement, the researcher removed two items 

whose factors loadings were below 0.500, including one item of suitable behaviour – “The 

others here looked like they were my type of people”, and one item of revisit intention – “… 

would be my first choice over others”. By doing this, factor loadings of all items satisfied the 

criteria. Simplified measurement on these evaluations and behavioural intentions are still valid 

(Hair et al., 2013), and in previous studies it is common to apply a unidimensional scale to 

measure evaluation and behavioural intention (e.g. Brocato et al., 2012; Isa et al., 2019). All 

standardised loadings excluded the two removed items (in Factor Loadings*) are over 0.500, 

ranging from 0.532 to 0.927, and the t-values are significant at the 0.001 level. All values of 

CR are over 0.700. Most values of AVE are above the recommend level of 0.500 except the 

construct of perceived similarity. However, in cases where AVE is less than 0.500 but 

composite reliability is higher than 0.600, the convergent validity of the construct is still 

adequate (Fornell & Larcker, 1981). Overall, the measurement model meets the requirement 

of convergent validity after removing the two items. 
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Table 4.11 Assessment of the measurement model: Reliability and convergent validity (n=406). 

Item Factor Loadings Factor Loadings* t-Value CR AVE 

Perceived Physical Servicescape: Design  
  0.892 0.676 

PS_DE1 Outside appearance is attractive.  0.830 0.830 N/A   
PS_DE2 Interior design is attractive.  0.899 0.899 22.386***   
PS_DE3 Layout makes it easy to get around.  0.828 0.827 19.81***   
PS_DE4 Seats are comfortable. 0.723 0.722 16.32***   
Perceived Physical Servicescape: Equipment    0.925 0.804 

PS_EQ1 Equipment is of high quality.  0.918 0.918 N/A   
PS_EQ2 Equipment is excellent.  0.927 0.927 30.915***   
PS_EQ3 Equipment is modern-looking. 0.842 0.842 24.639***   
Perceived Physical Servicescape: Ambience    0.786 0.553 

PS_AM1 …  is kept clean.   0.825 0.825 N/A   
PS_AM2 Temperature is comfortable.  0.658 0.658 13.889***   
PS_AM3 Employees are neat appearing. 0.738 0.738 16.044***   
Perceived Social Servicescape: Perceived Similarity    0.772 0.465 

SS_PS1 I could identify with the other visitors.  0.595 0.594 N/A   
SS_PS2 I am similar to the other visitors here. 0.728 0.727 10.646***   
SS_PS3 The other visitors here are like me. 0.833 0.835 11.133***   
SS_PS4 The others here come from a similar background to myself. 0.532 0.532 8.585***   
Perceived Social Servicescape: Physical Appearance    0.803 0.508 

SS_PA1 I fit right in with the other visitors here.  0.590 0.588 N/A   
SS_PA2 I liked the appearance of the other visitors here. 0.727 0.728 11.049***   
SS_PA3 The other visitors here were dressed appropriately. 0.688 0.689 10.66***   
SS_PA4 The other visitors here looked nice. 0.826 0.826 11.875***   
Perceived Social Servicescape: Suitable Behaviour    0.870 0.630 

SS_SB1 The others here looked like they were my type of people. * 0.426     
SS_SB2 Other visitors’ behaviour here was appropriate. 0.719 0.716 N/A   
SS_SB3 The other visitors here were friendly towards me. 0.669 0.659 12.751***   
SS_SB4 I found that the other visitors here behaved well. 0.887 0.902 17.274***   
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Item Factor Loadings Factor Loadings* t-Value CR AVE 

SS_SB5 The other visitors’ behaviour here was pleasant. 0.870 0.872 16.805***   
Place attachment: Place Identity    0.857 0.599 

PI1 I identify strongly with… 0.752 0.752 N/A   
PI2 I feel committed to … 0.825 0.825 16.725***   
PI3 I feel I can really be myself when at … 0.721 0.721 14.457***   
PI4 ...is very special to me. 0.795 0.795 16.083***   
Place attachment: Place Dependence    0.868 0.687 

PD1 I prefer … to others for the activities I enjoy. 0.764 0.764 N/A   
PD2  ...is my favourite place to be. 0.849 0.849 18.08***   
PD3 I miss … when away from it for too long. 0.870 0.869 18.585***   
Place attachment: Affective Attachment    0.925 0.804 

AA1 … means a lot to me. 0.899 0.899 N/A   
AA2 I feel a sense of belonging to …  0.909 0.909 28.54***   
AA3 I feel an emotional attachment to …  0.881 0.881 26.491***   
Place attachment: Social Bonding    0.879 0.709 

SB1 I have made social connections at …  0.835 0.835 N/A   
SB2 If I were to stop visiting … , I would lose some social contacts. 0.868 0.868 20.842***   
SB3 Many of my social connections prefer … over other similar places. 0.822 0.822 19.335***   
Purchase Intention    0.841 0.639 

BI1 I would buy … rather than any other similar products as available. 0.882 0.882 N/A   
BI2 I am willing to recommend to others to purchase …  0.790 0.790 16.233***   
BI3 I intend to purchase … in the future. 0.717 0.718 14.891***   
Revisit Intention    0.817 0.691 

RI1 I would like to revisit … in the near future 0.827 0.791 N/A   
RI2 I have strong intentions to bring family to … again 0.815 0.870 9.175***   
RI3 … would be my first choice over others. * 0.377     
Desire to Stay    0.827 0.707 

DS1 I like to stay ... as long as possible. 0.916 0.921 N/A   
DS2 I enjoy spending time … 0.756 0.752 10.318***     

Note: *One suitable behaviour item and one revisit intention item are removed from CFA. In AMOS, one loading has to be fixed to 1; therefore, no t-statistic can be computed for this item. 
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Discriminant Validity. Discriminant validity is “the extent to which a construct is truly distinct 

from other constructs both in terms of how much it correlates with other constructs and how 

distinctly measured variables represent only this single construct” (Hair et al., 2013, p. 601). 

The current study employed the approach of Fornell-Larcker to test the discriminant validity 

of the measurement model based on the calculation of average variance extracted (AVE) (Hair 

et al., 2013). The valid results require that the AVE for each construct was higher than the 

variance that each construct shared with the other latent variables (Hair et al., 2013). The results 

in Table 4.12 show that correlations among place identity, place dependence, and affective 

attachment are higher than the square root of AVE statistics. This finding indicates that the 

dimensions of place attachment in the measurement model are not perfectly correlated. 

Similarly, as for the dimensions of perceived social servicescape, correlation between physical 

appearance and suitable behaviour of other visitors is higher than the square root of AVE of 

physical appearance.  

However, the strong correlations between the three dimensions of place attachment do not 

necessarily present the failure of conceptualisation and measure of place attachment, but 

suggest a strong correlation nature between these three dimensions. Similar strong correlations 

among these dimensions were also seen and reported in previous studies in place attachment 

context. Chen et al. (2018) and Chen et al. (2014a) found the same correlations among the three 

dimensions in their studies about residents’ place attachment in two cities. The theoretical 

explanation of these high correlations is that people with high dependence on a place may also 

show high emotional attachment to the place, which commonly occurs in understanding 

people’s attachment to a place.  Therefore, the original four dimensions of place attachment 

are retained to differentiate their impacts. As for the dimensionality of perceived social 

servicescape, previous studies also found the strong correlations between physical appearance 

and suitable behaviours in the context of theme park (Zheng et al., 2021) and short-term 

hospitality rentals (Xu & Gursoy, 2021). The theoretical explanation of the high correlation is 

that the decent physical appearance of other visitors could be regarded as a part of their suitable 

behaviours. Therefore, Xu and Gursoy (2021) condensed the two dimensions into one factor 

and named “performance”. According to the same reason to retain the original dimension of 

place attachment, the current study also kept the three dimensions of perceived social 

servicescape to further investigate their impacts. 
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Table 4.12 Testing discriminant validity via Fornell and Larcker (n=406). 

  PS_DE PS_EQ PS_AM SS_PS SS_PA SS_SB PA_PI PA_PD PA_AA PA_SB PI RI DS 

PS_DE 0.822             

PS_EQ 0.777*** 0.896            

PS_AM 0.814*** 0.869*** 0.743           

SS_PS 0.301*** 0.305*** 0.246*** 0.682          

SS_PA 0.525*** 0.465*** 0.541*** 0.538*** 0.713         

SS_SB 0.659*** 0.541*** 0.657*** 0.330*** 0.768*** 0.794        

PA_PI 0.427*** 0.393*** 0.357*** 0.362*** 0.493*** 0.338*** 0.774       

PA_PD 0.202*** 0.242*** 0.180** 0.280*** 0.274*** 0.098 0.807*** 0.829      

PA_AA 0.267*** 0.286*** 0.248*** 0.283*** 0.336*** 0.143* 0.818*** 0.906*** 0.896     

PA_SB 0.160** 0.178** 0.105 0.214*** 0.207*** 0.026 0.611*** 0.807*** 0.844*** 0.842    

PI 0.179** 0.237*** 0.204*** 0.218*** 0.239*** 0.167** 0.419*** 0.357*** 0.415*** 0.346*** 0.799   

RI 0.247*** 0.238*** 0.255*** 0.162* 0.128* 0.204*** 0.213*** 0.133* 0.191** 0.153* 0.247*** 0.831  

DS 0.199*** 0.197*** 0.187** 0.227*** 0.199** 0.185** 0.329*** 0.397*** 0.374*** 0.359*** 0.233*** 0.369*** 0.841 

Notes: PS_DE = Design; PS_EQ = Equipment; PS_AM = Ambience; SS_PS = Perceived Similarity; SS_PA = Physical Appearance; SS_SB = Suitable Behaviour; PA_PI = 

Place Identity; PA_PD = Place Dependence; PA_AA=Affective Attachment; PA_SB = Social Bonding; PI = Purchase Intention; RI = Revisit Intention; DS = Desire to Stay. 

Square root of AVE is shown on the diagonal of the matrix in bold; inter-construct correlation is shown off the diagonal. ∗∗∗p < 0.001; ∗∗p < 0.01, ∗p < 0.05. Bold values on the diagonal are the 

square roots of the average variance extracted, shared between the constructs and their respective measures. 
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• Goodness-of-fit of Measurement Model 

Goodness-of-fit (GOF) “indicates how well the specified model reproduces the observed 

covariance matrix among the indicator items” (Hair et al., 2013, p. 576). Many GOF measures 

are available including chi-square (χ2), degrees of freedom (df), chi-square statistic (χ2/df), 

RMSEA, SRMR, IFI, and CFI. Specifically, χ2, df, χ2 /df, p-value RMSEA, and SRMR refer to 

absolute fit indices, which “are direct measures of how well the model specified by the 

researcher reproduces the observed data” (Hair et al., 2013, p. 578; Kenny & McCoach, 2003). 

TLI and CFI are the most widely reported incremental fit indices, which “assess how well the 

estimated model fits relative to some alternative baseline model”, and the baseline model refer 

to a null model which “assumes all observed variables are uncorrelated” (Hair et al., 2013, p. 

580). To test the measurement model fit, multiple criteria were taken into consideration to 

indicate “to what extent the specified model fits the empirical data” (Schermelleh-Engel et al., 

2003, p. 31). Therefore, each GOF measure and their criteria are introduced with the results in 

this section. 

The chi-square statistic: χ2, df, χ2 /df, p-value. Chi-square (χ2) is “the fundamental statistical 

measure of differences between the observed and estimated covariance metrics”, and degrees 

of freedom (df) “represent the amount of mathematical information available to estimate model 

parameters (Hair et al., 2013, p. 577). The chi-square statistic is used for hypothesis testing to 

evaluate the appropriateness of a structural equation model, but it is sensitive to sample size 

and favours complex models. Therefore, it is suggested to compare the magnitude of χ2 with 

the number of degrees of freedom, as E(χ2) = df, to adjust the chi-square statistic for model 

complexity. The ratio χ2/df should be as small as possible for a good model fit, and “between 

2 and 3 is indicative of a “good” or “acceptable” data-model fit, respectively” (Schermelleh-

Engel et al., 2003, p. 33). Marsh and Hocevar (1985) claim that χ2 /df < 5 can also indicate a 

reasonable fit. In the statistical test for GOF in SEM, a good fit model with more than 30 

variables and more than 250 samples is expected to have a significant χ2 value, and the 

traditional statistically significant p-value is less than 0.050 (Hair et al., 2013). 

RMSEA. Root Mean Square Error of Approximation (RMSEA) is a measure of approximate 

fit in the population, not just a sample used for estimation (Hair et al., 2013, p. 579). It is “the 

square root of the estimated discrepancy due to approximation per degree of freedom” 

(Schermelleh-Engel et al., 2003, p. 36). It could construct a confidence interval giving the range 

of RMSEA value for a given level of confidence, and RMESA between 0.030 and 0.080 could 
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be reported with 95% confidence (Hair et al., 2013). Browne and Cudeck (1992) claimed that 

RMSEA value less than 0.100 is acceptable. Hair et al. (2013) indicated that the value RMSEA 

less than 0.070 with CFI above 0.900 in the model with more than 30 variables and more than 

250 samples could be reported as a good fit.  

SRMR. Standardised Root Mean Square Residual (SRMR) is the standardised version of the 

root mean square residual (RMR) which is “an overall badness-of-fit measure that is based on 

the fitted residuals” (Schermelleh-Engel et al., 2003, p. 37). They claimed that the SRMR 

should be less than 0.100 for an acceptable fit. Hair et al. (2013) indicated that the value SRMR 

less than 0.080 with CFI above 0.920 in the model which has more than 30 variables and more 

than 250 samples could be reposed as a good fit.  

TLI. Tucker Lewis Index (TLI) is “a comparison of the normed chi-square values for the null 

and specified model, which to some degree takes into account model complexity” (Hair et al., 

2013, p. 580). TLI considers the degrees of freedom of both the specified model and the 

independence model so that it is less affected by sample size (Schermelleh-Engel et al., 2003). 

Although the value is not completely constrained to the range of 0 to 1, models with good fit 

have values that approach 1 with higher TLI values indicating better fit (Hair et al., 2013; 

Schermelleh-Engel et al., 2003; Sun, 2005). TLI value over 0.900 could be interpreted as a 

good fit in the model with more than 30 variables and more than 250 samples (Hair et al., 2013). 

CFI. The Comparative Fit Index (CFI) is an improved version of the normed fit index (NFI) 

(Bentler, 1990), avoiding the underestimation of fit noted in small samples (Schermelleh-Engel 

et al., 2003). The value range between 0 and 1 with hither values indicating better fit, and values 

above 0.900 are usually associated with a good model fit (Hair et al., 2013). 

Overall, Hair et al. (2013) concluded characteristics of different fit indices demonstrating GOF 

across different model situations (Table 4.13). And the results of goodness-of-fit indices of the 

measurement models and criteria of these indices are indicated in Table 4.14. As the sample 

size of current study is more than 250 (409 responses), and the measurement model has more 

than 30 observed variables (44 items). All GOF measures in the measurement model meet the 

criteria proposed by Hair et al. (2013). After removing one suitable behaviour item, and one 

revisit intention item, the measurement model returns acceptable GOF indices (χ2 = 1567.195, 

χ2/df = 2.115, p < 0.001, RMSEA = 0.052, SRMR = 0.055, TLI = 0.915, CFI = 0.927).  
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Table 4.13 Characteristics of different fit indices demonstrating Goodness-of-Fit across different 

model situations. (Hair et al., 2013, p. 584). 

No. of 

Stat. vars. 

(m) 

N < 250 N > 250 

m ≤ 12 12 < m < 30 m ≥ 30 m ≤ 12 12 < m < 30 m ≥ 30 

χ2 Insignificant p-

values expected 

Significant 

p-values 

even with 

good fit 

Significant 

p-values 

expected 

Insignificant 

p-values even 

with good fit 

Significant 

p-values 

expected 

Significant 

p-values 

expected 

CFI or TLI .97 or better .95 or 

better 

Above .92 .95 or better Above .92 Above .90 

RNI May not 

diagnose 

misspecification 

well 

.95 or 

better 

Above .92 .95 or better, 

not used with 

N > 1,000 

Above .92, 

not used 

with N > 

1,000 

Above .90, 

not used 

with N > 

1,000 

SRMR Biased upward, 

use other 

indices 

.08 or less 

(with CFI 

of .95 or 

higher) 

Less 

than .09 

(with CFI 

of 

above .92) 

Biased 

upward, use 

other indices 

.08 or less 

(with CFI 

above .92) 

.08 or less 

(with CFI 

above .92) 

RMSEA Values < .08 

with CFI = .97 

or higher 

Values 

< .08 with 

CFI of .95 

or higher 

Values 

< .08 with 

CFI 

above .92 

Values < .07 

with CFI 

of .97 or 

higher 

Values 

< .07 with 

CFI of .92 

or higher 

Values 

< .07 with 

CFI of .90 

or higher 
 Notes: m = number of observed variables; N applies to number of observations per group when applying CFA to 

multiple groups at the same time. 

 

Table 4.14 Goodness-of-Fit indices of measurement models tested (n=406). 

Item χ2 df χ2 /df p RMSEA SRMR TLI CFI 

Criteria     <3 <0.05 <0.07 <0.08 >0.90 >0.92 

Measurement Model 1567.195 741 2.115 <0.001 0.052 0.055 0.915 0.927 
Notes: One suitable behaviour item and one revisit intention item are removed from CFA. 

4.3.2 Structural Model 

A structural model is “a conceptual representation of the structural relationships between 

constructs … with a set of structural equations” (Hair et al., 2013, p. 641). Given that the 

measurement model has already been examined and validated in a CFA analysis, Structural 

Equation Modelling (SEM) was employed to test the structural relationships by examining two 

issues: (1) overall and relative model fit as a measure of acceptance of the proposed model and 

(2) structural parameter estimates (Hair et al., 2013, p. 642). 

According to the theoretical framework (Figure 2.3), the structural model was tested with the 

multidimensional conceptualisations of perceived physical servicescape, perceived social 

servicescape, and place attachment in the current study. The unidimensional scales can relate 

to other variables in a similar manner, referring to external consistency or parallelism (Kyle et 
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al., 2005). The previous chapter has reviewed that the dimensions of perceived physical 

servicescape and place attachment were reflective, while the three dimensions of perceived 

social servicescape has not been identified as either reflective or formative measurement. 

Therefore, two second-order structural models were proposed, including and excluding the 

second-order factor of perceived social servicescape. In sum, the current study tested two 

models: (a) Structural Model A consisting of the first-order factors loading onto the second-

order factors of perceived physical servicescape, perceived social servicescape, and place 

attachment (Figure 4.1); (b) Structural Model B consisting of the two second-order factors of 

perceived physical servicescape and place attachment and three first-order factors of perceived 

social servicescape (i.e., perceived similarity, physical appearance, suitable behaviour), 

excluding the second-order factor of  perceived social servicescape (Figure 4.2). 

The structural models and hypotheses were further tested on the refined sample via IBM SPSS 

Amos 27. GOF indices of the two models are illustrated in Table 4.15. The results indicated 

Structural Model B had a better model fit mostly satisfying the criteria proposed by Hair et al. 

(2013) (χ2 = 1736.184, χ2/df = 2.206, p < 0.001, RMSEA = 0.055, SRMR = 0.071, TLI = 0.908, 

CFI = 0.916). Even though the values of CFI have not met their criteria of over 0.92, they fit 

the minimum acceptable fit level at over 0.90 (Bentler, 1990). Therefore, Structural Model B 

was more desirable in the current study. 

Table 4.15 Goodness-of-Fit indices of structural models tested (n=406). 

Item χ2 df χ2 /df p RMSEA SRMR TLI CFI 

Criteria     <3 <0.05 <0.07 <0.08 >0.90 >0.92 

Structure Model A 1808.016 797 2.269 <0.001 0.056 0.080 0.904 0.911 

Structure Model B 1736.184 787 2.206 <0.001 0.055 0.071 0.908 0.916 
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Figure 4.1 Structural Model A. 

 

  



Results – Yuying Huang 

84 

 

Figure 4.2 Structural Model B. 
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• Hypotheses test 

The structural model results are shown in Figure 4.3 and Table 4.16, with the standard 

coefficients and statistical significance of parameter estimates. From the results, perceived 

physical servicescape could significantly and positively influenced place attachment, which 

lent support to H1 (β = 0.313, t = 3.923, p < 0.001). For perceived social servicescape, 

perceived similarity did not significantly influence place attachment, so it failed to support H2a. 

Physical appearance had positive and significant impacts on place attachment, which provided 

support for H2b (β = 0.462, t = 3.666, p < 0.001). By contrast, the relationship between suitable 

behaviour and place attachment was significant and negative, which was opposite to H2c (β = 

-0.453, t = -3.778, p < 0.001). In particular, physical appearance of perceived social 

servicescape had a strongest influence on place attachment in all stimulus factors with the 

largest standardised coefficients of 0.462. As for responses, all behavioural intentions 

investigated in the current study, including purchase intention, revisit intention, and desire to 

stay, were significantly and positively influenced by place attachment; H3 (β = 0.380, t = 5.851, 

p < 0.001), H4 (β = 0.174, t = 2.593, p < 0.05), and H5 (β = 0.397, t = 6.285, p < 0.001) were 

thus supported. Desire to stay in the city centre received the most significant influence from 

place attachment to the Imagination Station with the largest standardised coefficients of 0.397.  

Moreover, the current study found some other relationships which were not hypothesised. Two 

perceived social servicescape dimensions also had significant direct effects on the responses: 

physical appearance significantly and negatively influenced revisit intention to Tūranga 

Library (β = -0.33, t = -2.174, p < 0.050); suitable behaviour significantly and positively 

influenced desire to stay at the city centre (β = 0.235, t = 1.971, p < 0.050).  
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Figure 4.3 Standardised results of the structural model (n = 406). 

 

Note: ∗∗∗p < 0.001; ∗∗p < 0.01, ∗p < 0.05. In AMOS, one loading has to be fixed to 1; therefore, no t-statistic can be computed for place identity and design in second-order 

factors.
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Table 4.16 Hypotheses test of the structural model (n = 406). 

  

Direct Effects Standardised 

Coefficients 

t-

Value 

R² Supported 

 → Place Attachment   0.22  
H1 Perceived Physical Servicescape 0.313*** 3.923  YES 

H2a Perceived Similarity 0.103n.s. 1.424  NO 

H2b Physical Appearance 0.462*** 3.666  YES 

H2c Suitable Behaviour -0.453*** -3.778   NO 

 → Purchase Intention   0.20  
H3 Place Attachment 0.380*** 5.851  YES 

 Perceived Physical Servicescape 0.066 n.s. 0.812   

 Perceived Similarity 0.084 n.s. 1.149   

 Physical Appearance -0.037 n.s. -0.293   
  Suitable Behaviour 0.070 n.s. 0.565     

 → Revisit Intention   0.13  
H4 Place Attachment 0.174* 2.593  YES 

 Perceived Physical Servicescape 0.177 n.s. 1.739   

 Perceived Similarity 0.152 n.s. 1.855   

 Physical Appearance -0.330* -2.174   
  Suitable Behaviour 0.270 n.s. 1.929     

 → Desire to Stay   0.18  
H5 Place Attachment 0.397*** 6.285  YES 

 Perceived Physical Servicescape -0.027 n.s. -0.331   

 Perceived Similarity 0.118 n.s. 1.608   

 Physical Appearance -0.197 n.s. -1.558   

 Suitable Behaviour 0.235* 1.971     
Note: ∗∗∗p < 0.001; ∗∗p < 0.01, ∗p < 0.05; n.s. = not significant.  

• Mediation analysis. 

As shown in Figure 4.3, place attachment mediates the effect between perceived servicescapes 

(i.e., perceived physical servicescape, physical appearance, suitable behaviour) and 

behavioural intentions (i.e., purchase intention, revisit intention, desire to stay). To identify the 

exact influencing mechanism between servicescapes and behavioural intentions, the possible 

indirect effects of place attachment on this relationship were further tested for 406 samples 

with bootstrapping using AMOS 27.0 (e.g., López-Mosquera & Sánchez, 2013; Shang et al., 

2020; Zheng et al., 2019). Bootstrapping is a widely accepted method for testing mediating 

effects (Preacher et al., 2007). In the current study, the bootstrap resamples were conducted 

using a bias-corrected 95% confidence interval (CI) and 2000 resamples (Hayes, 2017; Shrout 

& Bolger, 2002). When zero is not included in the bias-corrected 95% CI, the mediating paths 

are proven to be significant. 

The bootstrapping results (Table 4.17) illustrates that the indirect of effects of perceived 

physical servicescape on behavioural intentions via place attachment are statistically 
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significant, including the effect on purchase intention (β = 0.124, p < 0.001, 95% CI = 0.063 

to 0.330), revisit intention (β = 0.054, p < 0.050, 95% CI = 0.000 to 0.261), and desire to stay 

(β = 0.119, p < 0.001, 95% CI = 0.060 to 0.226). The indirect effects of physical appearance 

on purchase intention (β = 0.183, p < 0.001, 95% CI = 0.080 to 0.947) and desire to stay (β = 

0.176, p < 0.001, 95% CI = 0.075 to 0.442) via place attachment are statistically significant. 

By contrast, the indirect effects of suitable behaviour on purchase intention (β = -0.179, p < 

0.001, 95% CI = -0.825 to -0.078) and desire to stay (β = -0.172, p < 0.001, 95% CI = -0.392 

to -0.076) via place attachment are statistically significant. It thus indicates that place 

attachment is shown to mediate the effects of the two dimensions of perceived social 

servicescape (i.e., physical appearance, suitable behaviour) on purchase intention and desire to 

stay. It is important to notion that the relationship between physical appearance and behavioural 

intentions are positive, while the relationship between suitable behaviour and behavioural 

intentions are negative. Further, perceived similarity did not significantly and indirectly 

influence behavioural intentions through place attachment. 

Table 4.17 Indirect effects of perceived servicescapes on behavioural intentions through place 

attachment. 

Indirect Path Standardised Estimate 
Meditation confidence interval 

Lower Upper 

PS → PA → PI 0.124*** 0.063 0.330 

PS → PA → RI 0.054* 0.000 0.261 

PS → PA → DS 0.119*** 0.060 0.226 

SS_PS → PA → PI 0.041n.s. -0.024 0.103 

SS_PS → PA → RI 0.018 n.s. -0.005 0.070 

SS_PS → PA → DS 0.039 n.s. -0.036 0.110 

SS_PA → PA → PI 0.183*** 0.080 0.947 

SS_PA → PA → RI 0.080 n.s. -0.002 0.794 

SS_PA → PA → DS 0.176*** 0.075 0.442 

SS_SB → PA → PI -0.179*** -0.825 -0.078 

SS_SB → PA → RI -0.079 n.s. -0.694 0.001 

SS_SB → PA → DS -0.172*** -0.392 -0.076 
 

Note: PS = Perceived Physical Servicescape; SS_PS = Perceived Similarity; SS_PA = Physical Appearance; SS_SB 

= Suitable Behaviour; PA = Place Attachment; PI = Purchase Intention; RI = Revisit Intention; DS = Desire to 

Stay. ∗∗∗p < 0.001; ∗∗p < 0.01, ∗p < 0.05; n.s. = not significant.  
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4.4 Chapter Summary 

This chapter outlined the results of the data analysis. Descriptive statistics of the items in data 

were outlined before the SEM analysis. After that, CFA was reported first with convergent and 

discriminant validity of the measurement model. With the appropriate alterations to the data set, 

the structural models were established and examined with SEM analysis to test the hypotheses 

were either rejected or confirmed. Chapter five will expand upon these findings and discuss them 

within the theoretical framework in depth.
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5 DISCUSSION 

5.1 Introduction 

Although many studies have investigated perceived servicescape, place attachment, and 

behavioural intentions with the S-O-R paradigm, they mostly examined the responses in the 

same physical setting with place attachment (e.g., Line et al., 2018a; Xu & Gursoy, 2020). The 

current study examined the direct and indirect impacts of servicescape on behavioural 

intentions across different geographical scales via place attachment and demonstrated the 

important role of place attachment in third places. The behavioural intentions include purchase 

intention in non-manipulable object space, revisit intention in environmental space, and desire 

to stay in geographic space. The results of this study reveal the visitors’ perceived physical and 

social servicescapes and place attachment at the Imagination Station, as well as behavioural 

intentions across different geographical scales. The relationships between these constructs are 

developed based on the S-O-R paradigm and examined by the quantitative method to address 

the research questions.  

The structural model of perceived servicescapes (stimuli) – place attachment (organism) – 

behavioural intentions (responses) articulated the formation of place attachment in the third 

places, referring to Q1 “To what extent people would develop their attachment to third places?”. 

Section 5.2 indicated the influences of demographics on the perceived servicescape, place 

attachment, and behavioural intentions. Section 5.3 illustrated the influences of perceived 

physical and social servicescapes, which refers to Q2 “How would the evaluation/perception 

of physical and social environments of third places affect visitors’ place attachment?”. Section 

5.4 presents the influences of place attachment on behavioural intentions, referring to Q3 “How 

would place attachment of third places affect visitors’ behavioural intentions at different 

geographical scales?”.  

5.2 The Influences of Demographics 

This study conducted the independent-samples t-test and one-way ANOVA to examine the 

influences of demographics on the constructs (i.e., perceived servicescapes, place attachment, 

behavioural intentions). The results indicated that some demographic factors had significant 

effects on these constructs.  
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5.2.1 Perceived Physical Servicescape 

The results indicated that ethnic groups, employment status, and visit frequency significantly 

influenced perceived physical servicescape at the Imagination Station. First, for ethnic groups, 

Rosenbaum (2005) found that ethnic customers could respond to  physical servicescape whose 

signs, symbols, objects, and artefacts possess a common interpretation among customers 

belonging to a specific ethnic group, and then formulate approach or avoidance decisions. In 

this study, respondent ethnicity significantly affected perceptions of the design and ambience 

of the Imagination Station. Asian people rated the two dimensions with the lowest mean score 

of all ethnic groups. It is possible that the Imagination Station designed the layout and ambience 

in a Western fashion, lacking Eastern aesthetics. Second, employment status significantly 

influences the evaluation of equipment in this study. The respondents in the part-time group 

rated equipment higher than those in the full-time group. As the Imagination Station provides 

normal LEGO in public play area every day and organises special activities with advanced 

LEGO only on weekdays, most respondents with full-time jobs did not have spare time to 

experience the advanced LEGO on weekdays. As for the part-time workers, they are potentially 

more likely to have tight budgets on purchasing material products for children’s leisure 

activities, especially something like LEGO, so that they might be more grateful for the 

opportunity for their children to play with LEGO for free at the Imagination Station and thus 

gave higher evaluations of the equipment. Third, visit frequency generates experienced and less 

experienced visitors (Tubillejas-Andrés et al., 2020). Experienced attendees of art 

performances were more likely to emphasise the artistic elements, while less experienced ones 

focused on the intangibles and atmospherics (Boerner et al., 2011). Within the perspectives of 

perceived physical servicescape, the artistic elements refer to the equipment of the art 

performances, providing the functionality of the services, while intangibles and atmospherics 

are related to the ambience in the setting. Similarly, the results of this study indicated that the 

respondents in the “frequently” (experienced visitors) and “only this once” (less experienced 

visitors) groups highly evaluated equipment and ambience of perceived physical servicescape 

at the Imagination Station. The plausible explanation might be that the Imagination Station 

provides a good enough ambience to attract first-time visitors and excellent equipment to retain 

experienced visitors. 

5.2.2  Perceived Social Servicescape 

This study found that the three dimensions of perceived servicescape could be influenced by 

some demographics. First, for perceived similarity, Line et al. (2018a, p. 481) employed 
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perceived demographic similarity as a dimension of perceived social servicescape, which 

“refers to the extent to which a focal individual perceives another to be similar to himself or 

herself based on factors such as social status, education, and income”. The homophily principle 

suggests that people prefer to interact socially with those who are perceived to be 

demographically similar to themselves (McPherson et al., 2001). This study also found that 

ethnic group, employment status, and the person initiating visit had significant impacts on 

perceived similarity. Second, some studies indicated that number of children could influence 

experiences in service settings (e.g., Johnstone & Todd, 2012; Lugosi et al., 2016). In this study, 

the number of children had effects on the visitor’s evaluation on physical appearance of other 

customers, and the respondents without children rated this dimension with higher scores than 

those with children. A reasonable explanation might be that the visitors with children are more 

demanding of the surroundings, especially the people their children play with. They thus 

evaluated the other visitor’s physical appearance with a higher expectation. Third, this study 

also found that age significantly influenced visitor’s evaluation of suitable behaviour. Young 

people (18-40) evaluated suitable behaviour of other visitors higher than senior people (over 

41) at the Imagination Station. It might because most of the LEGO activities target young 

people, and they are more likely to appreciate the other visitors’ behaviours related to LEGO 

activities and creations. 

5.2.3 Place Attachment 

The four dimensions of place attachment were influenced by some demographic factors in this 

study. First, visit purpose significantly influences place identity and place dependence. As 

place identification could occur with the symbol and meanings encapsulated by the symbol in 

a physical setting (N. C. Chen et al., 2021; Kyle, Mowen, et al., 2004), the respondents who 

visited the Imagination Station mainly for LEGO-related activities could form a strong place 

identity with the Imagination Station. The visitors who want to play LEGO for free could be 

dependent on the Imagination Station which is integral in facilitating their desired experiences 

with LEGO, contributing to place dependence (Kyle et al., 2004a; Kyle, Mowen, et al., 2004). 

Second, age also has a significant effect on place dependence, affective attachment, and social 

bonding, and young people (18-40) evaluated the three dimensions of place attachment with 

higher scores than senior visitors (over 41). Similar to the reason of the impact of age on 

suitable behaviour, the major customers of LEGO are young people, especially parents with 

young children. Therefore, people aged in the 18-40 catagory are more likely to become 

dependent on the LEGO-related services provided by the Imagination Station, to feel positive 
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emotions by engaging in the LEGO activities, and to socially interact with the other visitors 

who love LEGO. Third, some demographic characteristics significantly influence all 

dimensions of place attachment, including ethnic group, employment status, visit frequency, 

number of children, and person initiating visit. As discussed previously, ethnic group, 

employment status, and children number could influence visitors’ evaluations on the 

Imagination Station as a servicescape. These evaluations of servicescape are associated with 

their experience in the place (Mano & Oliver, 1993), which thus influences place attachment. 

For visit frequency, this study found that the more often people visited the Imagination Station, 

the more enhanced place attachment they had as experienced visitors. This finding is in line 

with previous studies for the positive influence of visit frequency on place attachment (e.g., 

Budruk, 2008; Halpenny, 2006; Ratcliffe & Korpela, 2016). It is also important to note that 

first-time visitors did not have the weakest place attachment, which could imply that place 

attachment with the Imagination Station may not be correlated to the length of stay.. As for the 

person initiating visit, the results indicated that the respondents whose visits were initiated by 

their employers, children’s schools, tourist guides, and some other events had the most 

enhanced place attachment.  

5.2.4 Behavioural Intentions 

This study identified the influences of demographics on behavioural intentions. First, visit 

frequency to the Imagination Station significantly and positively influences all behavioural 

intentions, including purchase intention, revisit intention, and desire to stay across different 

geographical scales. Second, the demographics of gender, visit purpose, and age significantly 

influenced purchase intention to the Imagination Station’s paid services. Male respondents, 

who visited for LEGO activities and who are aged in the 18-30 category, were more likely to 

purchase paid services. As most of the paid services (e.g., afterschool classes, birthday parties) 

are designed for children, this result is relatively consistent with the target market of parents 

purchasing the paid services of LEGO for their children. The number of children also had a 

significant impact on purchase intention. The respondents without children (which may have 

included volunteers at the Imagination Station) had the highest score because they are adult 

LEGO lovers and more likely to have comprehensive knowledge about the paid services and 

appreciate these services. By contrast, not all children visiting the Imagination Station are 

LEGO lovers. Therefore, their parents show relatively less intention to purchase those paid 

services at the Imagination Station. Third, the person initiating visit significantly influenced 

revisit intention to Tūranga Library, and the respondents who initiated visit by their employers, 
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children’s schools, tourist guides, and some other events (in the “others” condition) had the 

strongest intention to revisit the library, which refers to the practical implications later. 

5.3 The Influences of Perceived Servicescapes 

5.3.1 Perceived Physical Servicescape 

This study demonstrated the positive impact of perceived physical servicescape on place 

attachment to a third place, which is also consistent with the findings of Line et al. (2018a). 

The physical servicescape indicates the physical environment to provide particular experiences 

and services for consumers (Hall, 2008). These experiences refer to the interactions with the 

place, which could induce place attachment (Milligan, 1998). Specifically, the visitors could 

form place attachment by watching the design, touching the equipment, and feeling the 

ambience of the physical servicescape at the Imagination Station with human sensory system 

(Lin, 2004). An appropriate perceived physical servicescape can make visitors feel happy, 

welcome, comforted, and “at home” (Line et al., 2018a), while an inappropriate physical 

servicescape could trigger some negative emotions with low quality (Xu & Gursoy, 2020). 

These emotions are caused by immediate, basic, and direct experiences of the attributes in the 

physical servicescape, such as warm, loud, blue (Lin, 2004) and further influence place 

attachment. For example, the tidy space, equipped LEGO, and comfortable ambience could 

enhance place attachment to the Imagination Station. In contrast, some visitors thought the 

seats were uncomfortable, which might decrease place attachment toward the place. Apaolaza 

et al. (2020) claimed that the perceived physical servicescape could convey a sense of inclusion 

or closeness, which is in line with the main characteristic of place attachment that tendency of 

the individual to maintain closeness to a specific place (Hidalgo & Hernandez, 2001). When 

the visitors regard the Imagination Station as an inclusive place with its physical elements (i.e., 

design, equipment, ambience) and want to stay close to the place, they may form a stronger 

place attachment. The results of mediation analysis also suggest that perceived physical 

servicescape has significant and indirect impacts on behavioural intentions (i.e., purchase 

intention, revisit intention, and desire to stay) through place attachment. 

5.3.2 Perceived Social Servicescape 

Based on the results of structural model fits, the current study examined the impacts of 

perceived social servicescape on place attachment by the three dimensions (i.e., perceived 

similarity, physical appearance, and suitable behaviour) instead of the reflective measurement 

of social servicescape. This section discusses the influences of each dimension separately. 
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Perceived Similarity. The results indicated that perceived similarity of other customers did not 

influence place attachment significantly in this study. However, perceived similarity might 

influence place attachment indirectly. For instance, Lee et al. (2020) found that perceived 

similarity was a significant antecedent of shared touristic value, which further influenced place 

attachment in the Korean Demilitarized Zone as a tourism destination. Line et al. (2018a) 

investigated the relationship between perceived similarity and place attachment via the 

mediating effect of company identification and stressed the complex nature of place attachment 

in evaluating its relationships with other constructs. Prior research in the short-term 

accommodation rental identified that perceived similarity positively and significantly 

influenced place identity and place dependence, while its effect on affective attachment was 

not significant (Xu & Gursoy, 2020).  

The Imagination Station provides an inclusive place with LEGO activities. Most of the 

respondents or their children are people who “love” LEGO (personal communication), which 

was the fundamental similarity for those staying there. As an inclusive place welcoming all 

LEGO users, its visitors might not perceive a similar background or perceived demographic or 

psychological similarity with others, but they could experience the LEGO activities based on 

their interests and form attachment to the Imagination Station on that basos. However, 

perceived similarity did not have any significant direct or indirect impacts on behavioural 

intentions examined in the current study. 

Physical Appearance. This dimension of perceived social servicescape had a significant and 

positive impact on place attachment, and it is the most influential stimulus of place attachment 

in this study. Due to the fact that other customers are an observable and tangible factor in the 

service environment, the reactions to the appearance of the others has been found to be a 

significant part of customers’ overall evaluations of the service encounter (Trampe et al., 2010). 

This study argues that perceived physical appearance of others refers to not only the dress codes 

but also their emotional display. Jang et al. (2015) provided the idea that the focal customers’ 

perceptions of the place image could be increased when they perceived others positive 

emotional displays, which could thus enhance place attachment (Line & Hanks, 2017). Positive 

emotions could be evoked by the good experiences at the Imagination Station, such as the 

involvement of LEGO activities, the satisfaction of the services, the interaction with the others, 

and the good memory with the place. Interestingly, this study found that physical appearance 

of others at the Imagination Station negatively and directly influenced revisit intention to 

Tūranga Library, while it positively and indirectly influenced purchase intention of paid 
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services at the Imagination Station and desire to stay in the city centre via place attachment. 

These results refer to the phenomenon that when the visitors positively evaluated others 

physical appearance, they would could form stronger place attachment to the Imagination 

Station, and they are thus more likely to purchase the paid services and extend stay in the city 

centre. However, the high evaluation of the other’s physical appearance would decrease their 

revisit intention to the library. 

Suitable Behaviour. Although the positive influence of suitable behaviour has been well 

established in recent studies about service settings (e.g., Gursoy et al., 2017; Jang et al., 2015; 

Xu & Gursoy, 2020; Zheng et al., 2021), the results of this study indicated that suitable 

behaviour of other visitors negatively influenced place attachment, which is opposite to the 

hypothesis. From the mediation analysis, suitable behaviour had indirect and negative impacts 

on purchase intention to the paid services and desire to stay in the city centre via place 

attachment, while its indirect impacts on revisit intention to the library was insignificant. The 

evaluation of suitable behaviour is related to the subjective standard appropriate or 

inappropriate behaviours (Brocato et al., 2012). The standard of what is considered appropriate 

behaviour might vary from context to context (Martin, 2016). According to the results, 

evaluating others with appropriate behaviours may weaken the visitor’s place attachment to the 

Imagination Station and further decrease the purchase intention and revisit intention, which 

could imply that the strong place attachment is reflected in the tolerance of diverse behaviours 

at the Imagination Station and contributes to the stronger intention of purchasing paid services 

and extending stay in the city centre. 

This study also found that suitable behaviours of other visitors at the Imagination Station 

positively and directly influences desire to stay in the city centre. People’s behaviours could 

reflect the lifestyle associated with their residential place (Torkington, 2012). In other words, 

the visitors’ behaviours of the Imagination Station could be regarded as an epitome of city life 

in Christchurch (Salamon, 2003; Williams, 2002). For example, when the visitors’ evaluations 

of others behaviours were positive, they may think people in Christchurch are nice and extend 

their stay in the city centre. 

5.4 The Influences of Place Attachment 

The results indicate that place attachment could positively and significantly influence specific 

behavioural intentions, which is consistent with previous studies, including purchase intention 

(e.g., Brown et al., 2016), revisit intention (e.g., Neuvonen et al., 2010), and desire to stay (e.g., 
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Anton & Lawrence, 2014). Different from prior research, this study further expanded the 

responses of behavioural intentions across the geographical scales and demonstrated that place 

attachment in a third place also has positive impacts on these behavioural intentions at wider 

geographical scales.  

Purchase Intention. The results indicated the positive relationship between place attachment 

and purchase intention to the paid services of the Imagination Station. According to the context 

of the Imagination Station, the paid services related to LEGO are potentially conducive to 

activities and personal growth at the non-manipulable object space. The visitors with enhanced 

place attachment may like to experience more advanced services, referring to as proximity-

maintaining behaviour, and support the non-for-profit organisation with personal investment, 

known as reconstruction behaviour (Scannell & Gifford, 2010). Therefore, they are more likely 

to purchase the paid services. Moreover, after they experiencing the paid services of the 

Imagination Station, the customers would evaluated the servicescape with a more 

comprehensive perception image of the organisation (Lin, 2004), which might enhance their 

place attachment in return if they are highly evaluated the paid services. 

Revisit Intention. Consistent with prior research (e.g., Çevik, 2020; Hamid & Mohamad, 2020; 

Prayag & Ryan, 2012), place attachment positively influences revisit intention. As for revisit 

intention to Tūranga Library, as the Imagination Station is located in the library without a 

specific boundary with other areas, many visitors might enlarge the experience at the 

Imagination Station to the library. The experience related to LEGO at the Imagination Station 

could involve positive emotions, comfort, and entertainment experienced in the library at the 

scale of the environmental space (Scannell & Gifford, 2017). Based on attitudinal components 

of place attachment, the visitor’s cognitive perception of the Imagination Station constitutes a 

part of identity of the library; the positive emotions evoked by the activities at the Imagination 

Station could retain when the visitors use the other services or facilities in the library; the 

conative attitude toward the Imagination Station could be enhanced by other facilities in the 

Library. For example, parents and caregivers could use other library facilities when their 

children playing, and the visitors who established new social connections at the Imagination 

Station could socialise with their new friends at the café of the library, which are also indicated 

in the results. All of these attitudinal components could further promote revisit intention to the 

library. In addition, as the standardised coefficient of revisit intention is lowest the values of 

behavioural intentions tested in this study, it is important to note that the other services and 
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facilities provided in the library are also important for revisit intention, given that the 

Imagination Station is just a part of the library.  

Desire to Stay. The positive influences of place attachment on desire to stay in the city centre 

could be explained with the answers of another question in the survey that some adult visitors 

went shopping, visited the café, and went for a walk in the city centre when their children were 

playing at the Imagination Station. The various activities in the city centre could increase the 

visitor’s time there, even though these activities are different from their original visit purpose 

(Thomas & Rosemary, 2000). The positive relationship between place attachment at the 

Imagination Station and desire to stay in the city centre could thus be explained by visitors 

having other activities in the city centre after visiting the Imagination Station, leading to the 

longer stay in the central city. The Imagination Station is a good practice of “the cultural and 

creative-led regeneration” (Amore & Hall, 2016, p. 189). The servicescape of the Imagination 

Station is significant for the post-earthquake rebuild experience of Christchurch not only with 

its emphasis on precincts, but also with the activities that are creativity- and community-based 

in the urban design process (Finsterwalder & Hall, 2016), which thus enlarges the positive 

impacts of the Imagination Station from the non-manipulable object space to the geographic 

space.  

5.5 Chapter Summary 

This chapter discusses results according to the research questions originally outlined in the 

previous chapters and articulated the possible explanations based on the theoretical framework 

and the context of the current study. It firstly discusses the influences of demographics on 

perceived physical servicescape, perceived similarity, physical appearance, suitable behaviour, 

place attachment, purchase intention, revisit intention, and desire to stay in detail. And then, this 

chapter also illustrates the direct effects of perceived servicescapes on place attachment and 

behavioural intentions. The indirect effects of perceived servicescapes on behavioural behaviour 

intentions through place attachment are also analysed, which indicates the mediating role of place 

attachment. The next conclude chapter would illustrate the implications from the discussion, the 

limitations, and the direction of future research from this study.
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6 CONCLUSIONS 

6.1 Introduction 

According to the S-O-R paradigm, this thesis illustrated the complex role of place attachment 

(organism) in the relationship between perceived servicescapes (stimulus) and behavioural 

intentions across different geographical scales (responses) in the context of the Imagination 

Station in Christchurch Central City. This chapter presents general conclusions drawn from the 

research findings provided in the previous chapters. Section 6.2 elaborates on the theoretical 

and practical implications of the research. Section 6.3 acknowledges the limitations of the study 

and outlines a range of recommendation for further research. Section 6.4 presents the potential 

insights for further research to advance knowledge in the impacts of third places on the places 

at wider geographical scales. Finally, Section 6.5 presents the concluding remarks of the thesis. 

6.2 Implications 

6.2.1 Theoretical Implications 

This study provides a number of theoretical implications. First, the current study examined the 

place attachment and behavioural intentions across different geographical scales. As scale of 

place is important in studying people-place relationships (Lewicka, 2010), this study is among 

the first to provide empirical evidence for identifying meaningful places with the scale of non-

manipulable objective spaces, environmental spaces, and geographic spaces (Scannell & 

Gifford, 2017). Different from prior research that investigated psychological place attachment 

across different geographical scales in residential places (e.g., Hidalgo & Hernandez, 2001; 

Lewicka, 2005; Lewicka, 2010) and that studied behavioural intentions in the same-scaled 

place that people attached to (e.g., Brocato, 2006; Chen & Dwyer, 2018; Xu & Gursoy, 2020), 

this thesis highlights the responses of individual behavioural intentions at different 

geographical-scale places contributed by place attachment from a smaller third place. Results 

suggested that place attachment of the non-manipulable object space contributed to purchase 

intention in this space, revisit intention in the environmental space, and desire to stay in the 

geographical spaces. This finding could imply that the people-place associations could not only 

influence individual behavioural intentions at a specific destination that people attach to but 

also in the surrounding, broader, geographical scales.  

Second, this research emphasised the mediating role of place attachment to a third place in the 

relationships between perceived servicescape and behavioural intentions across different 

geographical scales. The results revealed that perceived physical servicescape, physical 
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appearance, and suitable behaviour exerted different impacts on place attachment, which in 

turn contributed to behavioural intentions at different geographical scales unequally. This study 

has validated that place attachment played a mediating role in the relationships of perceived 

physical servicescape and behavioural intentions across different geographical scales, and the 

relationships of physical appearance / suitable behaviour and purchase intention in non-

manipulable object space / desire to stay in geographic space. Moreover, this thesis also 

identifies that perceived social servicescapes had the potential to directly influence behavioural 

intentions at different geographical scales in third places. This study suggests that physical 

appearance could directly influence revisit intention in environmental spaces, and suitable 

behaviour could directly influence desire to stay in geographic space. 

Third, the current study validated the multi-dimensionality nature of perceived physical 

servicescape and place attachment. The findings suggested that perceived physical 

servicescape with the three dimensions (i.e., design, equipment, ambience) and place 

attachment with the four dimensions (i.e., place identity, place dependence, affective 

attachment, social bonding) could be investigated with the reflective measurements for external 

consistency, while perceived social servicescape (i.e., perceived similarity, physical 

appearance, suitable behaviour) was encouraged to examine with the three dimensions 

separately for greater insight into the nature of social servicescape because they might indicate 

three different types of social interactions between customers. 

Fourth, this study also enriched the literature related to third places and place attachment. In 

this study, both the Imagination Station and Tūranga Library were regarded as third places, 

providing for both utilitarian and hedonic urban services . The third places that people attach 

to could be regarded as the non-manipulable object spaces and environmental spaces, as they 

are “conducive to activities, privacy, personal growth, and freedom” and involving “positive 

emotions, comfort, entertainment, and connectedness to nature” respectively (Scannell & 

Gifford, 2017, p. 266). Therefore, the characteristics of the third place proposed by Oldenburg 

(1999) might correspond to the dimensions of  place attachment. The characteristics of a leveler 

and a low profile indicate that the customers could identify themselves and accept others in the 

inclusive place, which refers to place identity. Neutral ground and accessibility and 

accommodation could correspond the specificity and functionality of place dependence; a 

playful mood and a home away from home illustrate the positive emotions evoked by the place, 

which thus refer to affective attachment. The characteristics of conversation and the regulars 
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indicate that the customers socialise with new friends and enhance the exist interpersonal 

relationships in the third place, referring to social bonding.  

Last but not least, this study reinforces the idea that third places can have positive impacts on 

urban regeneration. Urban regeneration is “‘concerned with the re-growth of economic activity 

where it has been lost; the restoration of social function where there has been dysfunction, or 

social inclusion where there has been exclusion; and the restoration of the environmental 

quality or ecological balance where it has been lost” (Couch & Fraser, 2008, p. 2). In the 

context of this study, the Imagination Station is an attractive destination for family groups and 

LEGO lovers in Tūranga Library, which is one of the anchor projects for the Christchurch 

urban regeneration. Regeneration includes both physical and social dimensions (Hall, 2013). 

The findings of this study indicated that people formed place attachment via their evaluation 

of physical and social servicescapes. Those with enhanced attachment to the Imagination 

Station are more likely to support the organisation by purchasing their paid services, revisit the 

library, and extend their stay in the city centre. Among these behavioural intentions, purchase 

intention of the paid services could contribute to improve quality of life in the city centre with 

the advanced LEGO activities. Strong intention to revisit the library indicates that the library 

could attract more people, including long-term residents and short-term visitors, to come to the 

city centre. These behavioural intentions reflect the social dimensions of urban regeneration, 

i.e., a concern with improving the quality of life of areas targeted for regeneration and/or 

attracting new permanent and temporary migrants, as well as the attraction of business and 

capital (Hall, 2013), which are contributed by the physical and social servicescapes of third 

places in the city centre (Hall, 2013). It thus supports the notion that the physical and social 

aspects of regeneration are increasingly woven together “as part of the marketing and 

promotion of place and the conscious commodification and development of spaces of 

consumption” (Finsterwalder & Hall, 2016, p. 230; Jessop & Sum, 2001). 

6.2.2 Practical Implications 

This study investigated individual’s place attachment to the Imagination Station along with 

their perceptions of the servicescape of the organisation. It also examined their behavioural 

intentions in relation to the organisation and the region of the location. There are several 

potential practical implications of this study. First, the research provides valuable information 

for the Imagination Station and the Tūranga library with respect to intention to visit. The results 

also demonstrate the valuable role that third places, such as Imagination Station and the library, 

play in the regeneration of the city by serving as attractions. However, the specific results for 
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the Imagination Station suggest that a number of specific activities could be undertaken, for 

example, to increase access and support. The organisation could decorate the Imagination 

Station at times with elements from different cultures, such as hanging LEGO lanterns in 

Chinese New Year and LEGO Christmas trees in Christmas holidays at the Imagination Station, 

in order to enhance the place attachment of visitors from different ethnic groups. The advanced 

equipment for paid services could also be demonstrated on weekends and holidays by 

organising open days so that more visitors could experience the services with advanced LEGO. 

Keeping the place clean and comfortable as well as requiring staff and volunteers to dress 

neatly could also increase the visitor’s evaluation of the physical servicescape. 

Attachment to a place is a common human experience with implications for well-being and has 

several potential personal benefits, including belonging, relaxation, positive emotions, activity 

support, comfort-security, personal growth, freedom, and entertainment (Scannell & Gifford, 

2017). In this study, the visitors of the Imagination Station with enhanced place attachment 

achieve a high level of positive emotions with their family and friends in this place. They are 

also more likely to purchase the paid services provided at the Imagination Station..  

From examining the servicescapes of the Imagination Station and their importance, it can be 

suggested that urban services providers should consider the significance of both physical and 

social environments. In the context of the Imagination Station, physical servicescape is 

suggested to improved, which could enhance place attachment and further contribute the 

increase of purchase intention to the paid services, revisit intention to the library, and the desire 

to stay in the city centre. The results also suggested that the service providers should pay more 

attention to improving social servicescape. For example, the Imagination Station could be more 

inclusive on the visitor’s behaviours, which is consistent with the managerial implications of a 

public library as an urban youth space (Derr & Rhodes, 2010; Lin et al., 2015).  

Moreover, as visitor’s attitude toward a third place could influence their behaviours at different 

geographical scales, the organisation could also collaborate with other partners in their vicinity. 

For example, more collaborative activities could be organised with the library to enlarge the 

impacts of the Imagination Station, such as providing LEGO for the library-organised children 

activities or classes and demonstrating LEGO creations around the library, and organising more 

LEGO-related activities with the library’s facilities and resources. In addition, the Imagination 

Station could establish more the collaborations with more libraries and the other organisations 

in the other areas of Christchurch, such as schools, shopping malls, and communities, to 
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promote the organisation’s impacts at a wider geographical scale and further embed their 

activities in the wider place context. 

By investigating individual behavioural intentions across various geographical scales, the 

current study has also provided some insights into place resilience for city planners and 

policymakers, especially in terms of post-disaster urban regeneration. The Imagination Station 

could be regarded as an example of design in the city. Julier (2005) used the term “urban 

designscapes” to include the elements of servicescape designed to create a distinctive place 

identity in the urban context, such as brand design, architecture, events, and urban planning. 

He also mentioned the productive processes of design promotion and governance to enhance 

the place identity. Similarly, Hall (2008) claimed that the mix of design hardware of 

contemporary and historic architectural, entertainment, and design elements combined with the 

software of the conscious branding and marketing of the area could contribute to the creation 

of place identity unique in local terms. The process of urban regeneration in a context of post-

disaster recovery mainly focuses on rebuilding the leisure-oriented third places as “anchor” or 

“flagship” projects, such as libraries, shopping malls, convention centres, art galleries, 

museums, stadia, and design or cultural precincts/quarters, all often tied in with gathering 

people in the city, as the best urban redevelopment strategy (Amore & Hall, 2016). The current 

study found that people’s attachment to a specific third place (the non-manipulable object space) 

could influence their behavioural intentions at wider geographical scales (i.e., the 

environmental space and the geographic space). It is important for policymakers, as well as 

urban services providers, to start noticing how such third places can play a significant part in 

facilitating social interaction and the (re)development of place relations in greatly altered 

physical space (Hall, 2008; Oldenburg, 2001). Community-oriented third places, like the 

Imagination Station, can not only enrich the community activities but also enhance city vitality. 

The physical and social servicescapes provided in third places can help improve the physical 

and social aspects of urban regeneration in the longer term, and ultimately contribute to social 

transformation.  

6.3 Limitations 

This study had some limitations. First, this research is based on visitors of the Imagination 

Station, which limits the generalisability of the results to other types of servicescapes. Han et 

al. (2018) classify the servicescape typology, including intangible and hedonic (e.g., hotel, 

resort, and airline), tangible and hedonic (e.g., cinema, restaurant, and department store), 

intangible and utilitarian (e.g., hospital), tangible and utilitarian (e.g., discount department and 
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gas station). The Imagination Station is more appropriately defined as an intangible and 

hedonic servicescape with LEGO activities, which is different from the places providing 

tangible and/or utilitarian services. Therefore, the results might not appropriate in other 

servicescape contexts (i.e., tangible and hedonic, intangible and utilitarian, tangible and 

utilitarian). Similarly, this study examined the Imagination Station as a third place in the urban 

context, while people-place relationships could also be studied in rural third places (e.g., Cabras 

& Mount, 2017; Hagan, 2019; Mair, 2009) and virtual third places (e.g., Aldosemani et al., 

2016; Moore et al., 2009; Soukup, 2006). Therefore, the findings should be generalised with 

utmost care regarding the applicability to other servicescapes and third places.  

Second, the concepts of perceived servicescapes were simplified in this study. The 

measurement of perceived physical servicescapes was adopted from the study of Wakefield 

and Blodgett (1999), while more dimensions (Table 2.3) could be examined for a more 

comprehensive understanding of physical servicescapes. In addition, the measurement of 

perceived social servicescape in this study (Line & Hanks, 2019) only examined the social 

interactions between customers. The social interactions between customers and employees 

(service providers) also need to be further considered (e.g., Al Halbusi et al., 2020; Line & 

Hanks, 2019; Line et al., 2018a; Xu & Gursoy, 2020). Similarly, this study only extracted four 

dimensions of place attachment from the original measurement (Chen et al., 2019). The 

dimensions of place memory and place expectation were not employed due to the context, 

which limited the understanding of respondents’ place attachment to some degree compared 

with the original measurement. 

6.4 Future Research 

The current study shed light on the relationships between perceived servicescape, place 

attachment, and behavioural intentions across different geographical scales in third places. 

Several areas have emerged that may provide significant potential for further research.  

First, this empirical study identified the three types of places with the geographical scale (i.e., 

non-manipulable object spaces, environmental spaces, and geographical spaces). As most 

previous studies compared place attachment at different geographical scales in residential 

places (e.g., Hidalgo & Hernandez, 2001; Lewicka, 2008; Lewicka, 2010), future research can 

compare them in non-residential places based on the geographical scales defined in this study. 

Besides, larger geographical scales could influence behavioural intentions, involving more 

factors. For instance, in the context of this study, the other services and facilities in Tūranga 
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Library could influence revisit intention, while the infrastructure of the city centre (i.e., 

transportation, car parks) could influence desire to stay. These variables may trigger different 

extent of behavioural intentions. Therefore, future research should also compare behavioural 

intentions of those who attach to the smaller scale place and those who do not attach to that 

place.  

Second, Lin (2004) proposed some possible intervening variables from micro- and macro-

perspectives, including personality traits, goal behaviour, pre-consumption expectations, and 

cultural influences, which could be considered as antecedents to or intervening variables in an 

individual’s cognitive processing as well as the emotional response. These variables could also 

be considered in the cognitive process of servicescapes in future research because of their 

potential effects on consumers’ behavioural responses within the context of third places. 

Third, in order to understand the concepts of this study more comprehensively, more 

dimensions of perceived servicescape and place attachment could be explored and examined. 

Specifically, previous studies also examined many other dimensions of place attachment (Table 

2.1) (e.g., Brown et al., 2016; Chen et al., 2014a; Line et al., 2018b; Rosenbaum et al., 2007) 

and perceived physical servicescapes (Table 2.3) (e.g., Bitner, 1992; Rosenbaum & Massiah, 

2011; Xu & Gursoy, 2021). As for perceived social servicescape, although the three dimensions 

(i.e., perceived similarity, physical appearance, and suitable behaviours) were widely used to 

examine the social interactions between customers and between customer and employees, more 

dimensions have been proposed to investigate this concept in-depth, including functional, 

hedonic, and interactions between customers (Lin et al., 2020), social density and displayed 

emotions of others (Rosenbaum & Massiah, 2011), rapport and social crowding (Jang et al., 

2015), perceived status and perceived distributive justice (Kim & Baker, 2019), social 

interaction (i.e., “Were you greeted on arrival?”, “Were you acknowledged/thanked when 

leaving?”) and service evaluation (Hall et al., 2010, p. 31). Future study could consider more 

dimensions into the model to understand the psychological mechanism underlying the 

relationship between servicescape and place attachment. 

Finally, future research could also expand to include children’s perspective of place and their 

motivation to go to third places, such as the Imagination Station, that has a strong emphasis on 

children’s activities (Derr & Rhodes, 2010). In addition, the adoption of qualitative research 

methods and observation techniques may also provide new insights into the development of 

place relationships over time.  
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6.5 Concluding Remarks 

A decade on from the 2011 Canterbury Earthquake, Christchurch central city has been 

redeveloped (Amore & Hall, 2021; N. C. Chen et al., 2021). However, economic 

transformation without social transformation carries little meaning, and social transformation 

requires individual behaviour change (Kotler et al., 2002). Therefore, the current study focused 

on a third place, namely the Imagination Station, in the Christchurch Central City and 

investigated the relationships between perceived servicescapes and behavioural intentions at 

different geographical scales, mediated by place attachment in third places. By reviewing the 

literature on place attachment, perceived physical and social servicescapes, and behavioural 

intentions across different geographical scales, this study established a theoretical framework 

based on the Stimulus-Organism-Response paradigm. A quantitative research method based 

on intercepts of visitors to the Imagination Station was used for data collection and data 

analysis. The results of this study indicated that both perceived physical and social 

servicescapes of third places exerted different influences on the individual’s behavioural 

intentions at different geographical scales, with place attachment playing a complex role in 

these relationships.  

This study therefore provided theoretical insights into place attachment, perceived 

servicescapes, third places, and urban regeneration, as well as practical implications for the 

Imagination Station specifically and third places more generally.  

.
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