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Introduction

Although the service environment and its impact on customer satisfaction and the intention to recom-
mend a service have been studied for several years, research has focused on individual sectors and
dimensions. Researchers acknowledge that very little is known about the impact of the social environ-
ment on the service experience and how it influences customer behaviour (Line & Hanks 2020) and that
it is a relatively new concept (Morkunas & Rudiené, 2020). Additionally, physical and social environments
are often researched separately (Line & Hanks, 2019), and there is a lack of scientific research integrating
both physical and social servicescapes to obtain more multifaceted insights about the impact of the ser-
vice environment on customer satisfaction and the intention to recommend (word of mouth) the service.
The COVID-19 pandemic has made research on this topic even more puzzling. The requirements to wear
masks both for service staff and consumers, increase the distance between customers in restaurants, bars
and other similar establishments and lower visitor density in nightclubs significantly affected the social
and physical servicescape and, possibly, its impact on customers’ satisfaction and intentions to recom-
mend the service. This study was conducted during the outbreak of the COVID-19 pandemic when all the
harshest measures for controlling the pandemic were enforced. Thus, it enables us to draw the first con-
clusions about how physical and social servicescape factors affect consumer satisfaction and the intention
to recommend a service when masks on the faces of staff and customers conceal emotions, obscure facial
features, do not allow to easily recognise persons or even depersonalise them; when increased distances
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between customers affect cosiness and atmosphere of the service provider and when reduced customer
density decreases the number of new social contacts in public places. Until recently, the appearance,
emotions and behaviour of employees and customers, as well as their identification with one another,
were considered to be an important part of the social environment, which has a direct and strong impact
on attitudes, satisfaction and loyalty (Morkunas & Rudiené, 2020). The COVID-19 containment measures
created a precedent, which due to various reasons (most probably - medical, i.e. another pandemic, etc.)
may repeat in the future (Fairlie, 2020; Gursoy & Chi, 2020). So it is important to know, how the impor-
tance of servicescape elements changes in times of the restrictions in order to assure the highest possible
customer satisfaction even during the restrictions period. Therefore, the contribution of this article to
knowledge development is twofold. First, it is one of very few studies to investigate the impact of both
physical and social servicescapes on the customer satisfaction and intentions to recommend simultane-
ously. Second, to the best of the authors’ knowledge, it is the first study to investigate the effect of
pandemic-related restrictions on servicescape components. The aim of this articler is to identify the influ-
ence of both physical and social servicescape factors on consumer satisfaction and intention to recom-
mend a service during the periods of a severely restricted possibilities of service delivery.

The article is structured as follows. First, a literature review provides the theoretical background for
the research. A methodological section then introduces the hypotheses and methods used. The results
section lays out the most important results and briefly juxtaposes them with current theoretical streams.
Finally, the conclusion generalises the results and identifies future research directions.

Theoretical background

The term ‘servicescape’ and its division into social servicescape (social environment of the service deliv-
ery) and physical (physical environment of service delivery) was proposed by Bitner (1992). Line and
Hanks (2020) go further and divide social servicescape into two spheres — the employee environment
and the customer environment — both of them consist out of the dimensions of similarity, appearance
and behaviour. Further we provide a brief overview of each component of the social and physical ser-
vicescape.Staff behaviour: There are many different areas where employee behaviour can have an
important impact on customer satisfaction. Babin and Boles (1998) study shows that in some aspects
gender can be important such as job satisfaction but both genders reacted similarly to many workplace
constructs. Yao et al. (2014) analysed stress factor impact on the negative employee behavior. Berry
et al. (2002) indicate that factors like body language or friendliness influence on the customers’ experi-
ence of a service and Wall and Berry (2007) connect it with customers’ perception of the services qual-
ity. Staff behavior importance was recognised in different areas by different researchers, in the hotel
sector (Baber & Kaurav, 2015) health services provision (Dcunha et al. (2021)) showing that the behaviour
of staff is one of the most important factors to choose one or other hotel or health centre. Staff con-
duct is not just about personnel of an organization, but also cultural elements that are not researched
very well.

Staff appearance: The mere presence of employees in the environment can influence customer percep-
tions and behaviour as well as the experience. Studies (Magnini et al., 2013; Baker & Kim, 2018) have
found that employees’ facial appearance and hair significantly influenced customers’ perceptions of ser-
vice, satisfaction and loyalty. Customers’ perception of how similar an employee is to themselves is an
important factor in evaluating the experience, and customers are more likely to interact with employees
they perceive to be similar to themselves because they believe that similarity will help employees under-
stand their needs and preferences (Kim & Cha, 2002; Morkunas & Rudiené, 2020). As a very important
factor staff appearance was indicated in beauty salon services research (Kampani & Jhamb, 2020), restau-
rants and cafes (Jang et al.,, 2015, Lee & Kim, 2014). In travel agencies (Krzesiwo & Zaremba, 2020), the
top-rated areas of customer service were staff appearance as well as their behaviour. Hopf (2018) high-
lighted the importance of the service interaction between guest and employee in the hospitality indus-
try by focusing on body modification and gender. Line and Hanks (2019) confirmed that how employees
were dressed and that employees looked nice are important for the customer in the hotel services.
Customer behaviour: After pandemic period customers started looking for safety in terms of contactless,
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social distancing and barriers in seating (Roggeveen & Sethuraman, 2020), it means there are taking care
about social distances and avoiding physical touches (Rosenbaum & Russell-Bennett, 2020). The appear-
ance, emotions and behaviour of employees and customers, as well as their identification with them,
were considered to be an important part of the social environment, which, in turn, has a direct and
strong impact on attitudes, satisfaction and loyalty (Morkunas & Rudiené, 2020). Jang et al. (2015) iden-
tify perceptions of service employees as positive element in restaurant services. It was noted, that cus-
tomer behaviour is among the factors, which were affected most during the pandemic period (Eger
et al., 2021) and requires additional research as current knowledge about trends of customer conduct at
the service delivery places may be slightly outdated (Mehta et al., 2020). Customer appearance: Similarity
and appearance with other customers influence customer perceptions and loyalty behaviour (Line &
Hanks, 2017). In addition, similarity to other customers influences place attachment and firm identifica-
tion (Line & Hanks, 2017). Line and Hanks (2020) summarized previous research (Juwaheer & Lee-Ross,
2003; Pizam & Tasci, 2019; Line & Hanks, 2017) and pointed out that the characteristics and behaviours
of restaurant employees can have a significant impact on customers’ evaluations, perceptions, satisfaction
and behaviour, and that this is true even in the absence of a direct interaction with the individual
employee. Facilities: Rashid et al. (2015) indicate that facilities are important for the customers in enter-
tainment area. Facilities importance in hotel services is also confirmed by Lee and Lee (2015) stating that
it is the most important factor for the customers’ judgement on the service quality. Lee and Kim (2014)
stresses the importance of facilities naming it focal for customers in choosing the service provider in an
area of gyms and sporting complexes. Du and Shepotylo (2022) noticed that during pandemic airports
experienced employee layoffs and significantly decreased flow of passengers - this resulted in a closure
of the majority of terminals but increased crowding in the ones still operating. Such increased density
of passengers not only directly negatively affected customer experience but also led to the lowered
assessment of the airport facilities. This finding once again supports the necessity of our research which
was conducted during the pandemic period when restrictions in terms of customer density was imposed,
so it is important to reveal, how this factor affected both social and physical servicescape elements.
Layout & Interior: Layout can be identified in two aspects — perceived safety as tangible aspect (furnish-
ing, surface materials, signages (Baker et al., 2020). The three main subdimensions of design factor in
shaping customer experience are: spatial factors, colour and surface materials. However, when it comes
to well-being, influence of biophilic elements starts to play the most important role in customer satisfac-
tion (Rosenbaum & Massiah, 2011). Another aspect - space refers to equipment, technology, furniture
and its arrangement as well as the convenience and accessibility of its layout. Functionality refers to the
ability of all physical objects to facilitate the service exchange process (Nyrhinen et al., 2022). Kumar
et al. (2023) show that layout is an important factor influencing the physical and psychological safety of
both customers and employees which is later being transformed into the increased mutual trust between
staff and customers., which in turn, reflects in customer satisfaction. Such a proxy role of layout in shap-
ing customer satisfaction is also confirmed by Rashid et al. (2015) in entertainment services, Dharma
et al. (2019) in healthcare sector and Alfakhri et al. (2018) in hospitality services. Cleanliness: The cleanli-
ness factor appears to be the cheapest and easiest for the service provider to manage, but requires
constant attention from the service provider (Barber & Scarcelli, 2010). Research by Hoffman et al. (2003)
showed that consumers most often cite cleanliness problems as a weakness of the service provider.
Cleanliness influences customer affective responses, trust in the service provider and attributed prestige
(Vilnai-Yavetz & Gilboa, 2010). Cleanliness is important across all categories of services, althoughit is more
critical for personal services like hotels (Park et al, 2019), health sector or beauty sector (Kampani &
Jhamb, 2020). Good lighting, the use of solid, sterile consumables and the presence of cleaning staff can
impact actual and perceived cleanliness in the hospitality, retail sectors. In addition, biophilic elements,
shiny surfaces and ambient scents can influence perceived cleanliness (Magnini & Zehrer, 2021), enhanc-
ing the physical and psychological safety of users. Lee and Lee (2015) research confirm that cleanliness
is a critical element in the service delivery environment, especially where functionality and health con-
cerns matter, such as in hospitals, clinics and hotels. Customer identification: Line and Hanks (2019) con-
firmed the role of customer identification as one of the most important factors in shaping customer
judgement on the service provided. Jang et al. (2015) confirmed importance of customers’ perception of
other customers in restaurant services and identify this as positive factor in creating loyalty, but social
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crowding can influence it negatively. Workload: The success of any hospitality organization depends
mainly on the employees’ performance (Al-Badarneh et al., 2019). Castro-Casal et al. (2019) confirmed
that services in hotels depends on their employees. Because of some specific aspects in some services
like work 7/24, long working hours, unpredictable shifts, few breaks, excessive workload employees are
under additional pressure. Grobelna (2021) confirmed that workload exerts a significant impact on hotel
employees’ leaving intention that reduces the quality of service performance. This, in turn is mirrored in
the level of customer satsifaction and even loyalty (Abror et al., 2020). Muslih and Damanik (2022) con-
firmed that the work environment and the workload have a significant effect on the employee perfor-
mance and directly impact the provision of services and its outcome. Staff identification: Line and Hanks
(2019) confirmed importance of the staff identification factor by their research in hotel sector research.
They identified that for customers it is important to know that ‘the employees are like me’ or ‘Il am similar
to the employees in the hotel’ or ‘I fit right in with the employees. The desire of congruity between
employees and customers is also considered crucial by Dong and Siu (2013) in researching customer
satisfaction and loyalty in entertainment industry.

Methodology
Hypothesis development and research model

Lin (2010) found that the colours and music of a hotel bar have an impact on customer satisfaction, that
is, new and unique colours and music that matches the bar’s target atmosphere increase customer
arousal and lead to satisfaction. Ryu and Han (2010) reported that when restaurant customers perceive
the physical environment (such as interior design, colours and lighting) as reflecting quality, their satis-
faction level increases. Lin and Mattila (2010) observed that a restaurant’s physical environment deter-
mines customer satisfaction, while Hwang and Ok (2013) found that a restaurant’s physical environment
(environmental conditions, equipment layout, seating amenities) has a positive effect on patronage and
the emotional response of restaurant patrons. Similarly, Rashid et al. (2015) showed that environmental
conditions (temperature and lighting), facility layout and signage affect the satisfaction of exhibition
visitors. Hanks et al. (2017) also demonstrated that the density of the spatial layout of equipment influ-
ences customers’ perception of an establishment. Meanwhile, Touchstone et al. (2017) suggested that the
mere lack of signage or informational links in a multilingual location causes customer disruption and a
sense of discrimination, even if this is not the service provider’s intent. Line and Hanks (2020) observed
that the physical environment of a fast-food restaurant influences customer behaviour. For their part,
Taheri et al. (2020) found a significant effect of the physical environment on customer dissatisfaction
(including customer misbehaviour) in a study of airport environments, and Vigolo et al. (2020) reported
that indoor signage has a significant effect on patient satisfaction in the hospital sector in Italy. Ozkul
et al. (2020) observed that the colour of the lighting has an effect on customer satisfaction in the restau-
rant environment. Thus, we formulate the following hypothesis:

H1. The physical service delivery environment has a significant positive impact on customer satisfaction in the night-
club sector.

Huang (2008) found that misbehaviour by other customers is negatively related to customer satisfac-
tion with the firm. Baker and Kim (2018) reported that even though customers perceive that the firm's
service failure is due to other customers, the firm is still affected as many customers experience negative
emotions, which ultimately leads to behavioural consequences, such as fewer purchases and the spread-
ing of negative feedback about the firm. Hanks et al. (2017) observed that customers’ perceived similarity
to other customers fosters repeat return behaviour and positive feedback. According to Loureiro et al.
(2017), environmental cleanliness, staff friendliness, staff numbers, empathy, dress and equipment have an
impact on the perceived service quality of a hospital. Olson and Park (2019) found that the social envi-
ronment of LGBT bars positively influences the perceptions of the bar and the behaviour of gay custom-
ers. Finally, Morkunas and Rudiené (2020) study demonstrated that the social environment influences
customers’ satisfaction with services. These findings lead to our second hypothesis:
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H2. The social service environment has a significant positive effect on customer satisfaction in the nightclub
sector.

Ryu and Han (2010) explained that customer satisfaction with the environment will lead to the inten-
tion to recommend services, both through the face-to-face sharing of reviews and social networking.
Similarly, Hanks et al. (2017) noted that restaurant patrons who are satisfied with the social environment
make recommendations about the restaurant, and Kwong (2017) found that hotel buffet visitors' satisfac-
tion with the environment determines their intention to recommend. Basarangil (2018) reported that
customer satisfaction with the experiential quality and environment of an amusement park determines
consumers’ behavioural intentions (including making recommendations). This evidence allows us to for-
mulate our third hypothesis:

H3. Satisfaction with the nightclub environment has a significant positive effect on customers’ intentions to recom-
mend a service.

Both cognitive (consisting of rational and logical evaluation of the purchase alternatives) and emo-
tional (arousing from the fulfilled ex ante expectations) components are important in building customer
satisfaction with product or service purchased (Konuk, 2019). It is widely acknowledged, that initial
consumer attitudes and expectations can be manipulated (Jain & Weiten, 2020). Following these insights
some scholars formulate hypothesis, that changes in servicescape should affect consumer attitudes
toward service provided, as the main reactions to the service environment are on a psychological and
emotional basis as cognitive perception plays important role only at the initial stage of service delivery
process (Morkunas & Rudiené, 2020). When receiving hedonic service customers are much more suscep-
tible to the service environment compared to the everyday service (e.g. public transportation) (Hepola
et al., 2020). There is evidence, that in hedonic service delivery the servicescape elements play a more
important role in determining customer satisfaction compared to the main tangible components of the
service (Karamustafa & Ulker, 2020). The individual customers’ emotional responses to the servicescape
elements in the hedonic service environment not only determine their perceived satisfaction with the
service, but also lead to their intention to recommend the service (Han et al.,, 2018). Although when
spreading positive reviews, customers are more likely to mention the physical servicescape elements
compared to social servicescape ones, as they are more easily to describe (Siguaw et al, 2020). The
abovementioned scientific cues allow us to formulate our fourth and fifth hypotheses:

H4. The physical environment of service delivery has a significant positive effect on the intention to recommend a
service in the nightclub sector.

H5. The social environment of the service delivery has a significant positive effect on the intention to recommend a
service in the nightclub sector.

It has been explored that in social servicescape case women tend to be much more critical toward its
elements compared to men (Morkunas & Rudiené, 2020) although this phenomenon has not been inves-
tigated researching physical servicescape elements. Trying to reveal if there are gender related differ-
ences in the assessment of physical servicescape impact on customer satisfaction and intention to
recommend the service we conducted a moderation analysis.

The relationships between the hypotheses raised are shown in Figure 1.

Survey sample and data analysis method

A nightclub’s services were selected as the empirical base for our research based on the following crite-
ria: a) the service under investigation must have important physical and social servicescape dimensions
in determining consumer satisfaction, b) the service provider must be among the most affected by the
COVID-19 restrictions (Dey & Loewenstein, 2020), and ¢) the services researched should be relevant to a
wider audience in various countries for results to be generalisable. Consequently, no traditional cultural
services relevant only to small minorities or particular countries were considered for the research.
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Figure 1. The conceptual research model.

The survey was conducted from September to November of 2021. With the preselected 95% confi-
dence level and a confidence interval of 5%, taking into account the population of Lithuania, the required
sample size was 384. In total, 1265 responses were collected, of which 406 were found to be suitable for
the study. For ethical reasons and the peculiarity of the questions included in the questionnaire, only
persons aged 18years and above were interviewed. Younger persons are not allowed to visit nightclubs
according to Lithuanian legislation. We conducted a single cross-sectional study, collecting data only
once from the population sample. We chose the non-probability sampling method of convenience sam-
pling. The sampling method is left to the researcher’s judgment, and it is noted that this method has its
limitations, and the findings should be generalised with caution. Similar studies using convenience sam-
pling have been conducted in environmental research (Ryu & Han, 2010; Chua et al, 2020; Basarangil,
2018; Oviedo-Garcia et al., 2019). Moreover, in real life, absolute random samples are very difficult to
achieve, and a small deviation from this condition typically does not significantly affect the results
(Mork™unas, 2022). A structural equation modelling (SEM) partial least squares (PLS) analysis was employed
as the main research tool. We chose a confirmatory component analysis (CCA) instead of the widely
utilised exploratory factor analysis (EFA) and confirmatory factor analysis (CFA) as CCA is credited with
providing more robust results (Hair et al.,, 2020).

The rationale for selecting a PLS-SEM as the primary research method is that it is becoming a key
research method in various disciplines, especially in fields such as marketing, information systems or
innovation management (Rodriguez-Entrena et al., 2018) and because it allows to determine the strength
of causal relationships from relatively small samples (Vinzi et al., 2010; Hair et al., 2019). Hair et al. (2011)
pointed out that data collected in social science research often do not follow a multivariate normal dis-
tribution and that some SEM methods used in path modelling can underestimate standard errors and
overestimate goodness of fit. The use of PLS-SEM transforms non-normal data according to the central
limit theorem and, therefore, enables the analysis of samples that do not follow a normal distribution
and small samples. The primary data obtained were processed using SmartPLS version 3.3.3 software.

Results

The descriptive statistics of the researched variables are presented in Table 1, while model reliability
indicators are provided in Table 2. Given that the data are not normally distributed, the Friedman crite-
rion was used to examine the differences in the assessment of environmental factors.
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The Friedman test yielded a Chi-square value of 768.779, p = 0.000 < 0.05, indicating that there is a
statistically significant difference between the environmental factors. The highest-ranked factor (9.77) was
the employee behaviour factor, and the lowest-ranked (3.96) was identification with employees. Pairwise
comparisons of the factors using the Wilcoxon test were carried out to determine whether there is a sta-
tistically significant difference between them. The results of the test showed that consumers are most pos-
itive about the behaviour of employees; the appearance of employees and the appearance of customers
and the behaviour of customers and equipment. The most unfavourable perceptions concerned identifica-
tion with the staff and the occupancy of the club and identification with other customers and cleanliness.

The results of the Mann-Whitney U test revealed a significant difference in the evaluation of the
equipment (U = 14859.500, p = 0.013), interior (U = 14990,500, p = 0.018), employee appearance
(U = 14040.000, p = 0.001), employee behaviour (U = 13896.000, p = 0.000) between women and men.
In all cases, women rated the above-mentioned environmental factors more favourably than men. This is
interesting as it contradicts the findings of Morkunas and Rudiené (2020). This may be related to the fact
that women are more prone to engage in various social interactions than men. In addition, the oppor-
tunity for some form of social interaction in nightclubs after a long period of lockdown may have come
as a reward (McKinlay et al.,, 2022; Kumar & Ayedee, 2022), thus positively affecting the mood. Moreover,
the more positive the attitude of a person during the provision of the service, the better she/he evalu-
ates it (Carneiro et al., 2019).

We checked whether there was a difference between men and women in terms of satisfaction and
intention to recommend and found none (p > 0.05). However, the results of the Kruskal-Wallis test show
that there is a statistically significant difference between consumers of different educational backgrounds
for the following factors: cleanliness (H3 = 10.116, p = 0.018), customer appearance (H3 = 10.575,
p = 0.014), social servicescape (S.S.) employee identification (H3 = 7.909, p = 0.048) and employee
appearance (H3 = 14.959, p = 0.002).

We found that the asymmetry and skewness do not significantly deviate from the normal distribution
(Mardia’s test p = 0.000; asymmetry = 4.131; skewness = 38.295). The appropriateness of the PLS-SEM
method for further research was thus justified.

As seen in the table, the Cronbach’s alphas of the adjusted variables and the internal consistency
reliability exceed 0.7 and are considered acceptable (Hair et al., 2019). Once the constructs were vali-
dated, we examined their average variance extracted (AVE). The estimated AVE ranges from 0.600 to
0.838 and is above the recommended value of 0.50. The discriminant validity of the structural model was
assessed using Fornell-Larcker and heterotrait-monotrait (HTMT) criteria (Tables 3 and 4).

Henseler et al. (2015) indicated that a suitable value for the HTMT correlation index is up to 0.85,
conservatively, but a value of 0.9 is also possible, as well as a value of 1 in the case of larger samples.
Therefore, we assume that this condition is fulfilled as the maximum value for the HTMT index in the
data does not exceed 0.784 (Table 4).

An additional step in the confirmatory composite analysis is to check the nomological validity. One of
the approaches cited by Hair et al. (2020) is to use the results of previous studies to determine the the-
oretical relationship between the constructs. The service environment model is described quite well in
the literature, and the theoretical model was developed based on similar research on physical and social
servicescapes. Nomological validity in this case would imply that the physical and social servicescape has
a positive effect on user satisfaction, which, in turn, has a positive effect on the intention to recommend
services. The results of the relationships obtained (positive correlation) suggest that the nomological
validity of the model is appropriate as it is in line with the relationships previously identified by the
researchers. There is also a positive correlation between frequency of attendance, time spent, money
spent at the club and satisfaction, which indicates nomological validity. Following the confirmatory com-
posite analysis, the structural model was further assessed.

According to Hair et al. (2019), the VIF score should be less than 5, but a score between 3 and 5 may
present challenges for collinearity. The VIF test results of the model (Table A1 in the Annex) clearly show
collinearity trends in the satisfaction construct. This could be explained by similar issues in the satisfac-
tion construct.

To assess the validity of the model, its statistical significance is analysed using a bootstrapping pro-
cess. The bootstrapping process generates new samples from the existing sample and evaluates the
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Table 1. Descriptive statistics of the researched variables.

Element Rank average Average SD Rating References
S.S. staff 9.77 5.966 1.294 1 Babin and Boles (1998), Berry et al.
behaviour (2002), Dong and Siu (2013), Yao

et al. (2014), Kattara et al. (2008),
Baber and Kaurav (2015), Dcunha

et al. (2021)
S.S. appearance of 8.67 5.714 1.343 2 Martin and Pranter (1989), Kim and
staff Cha (2002), Magnini et al. (2013),

Lee and Kim (2014), Jang et al.
(2015), Baker and Kim (2018), Hopf
(2018) Line and Hanks (2019),
Kampani and Jhamb (2020),
Krzesiwo and Zaremba

(2020)
S.S. customer 7.86 5.481 1.378 3 Jang et al. (2015), Roggeveen and
behaviour Sethuraman (2020), Rosenbaum

and Russell-Bennett (2020),
Morkunas and Rudiené (2020)

S.S. customer 7.82 5.474 1.420 3 Juwaheer and Lee-Ross (2003), Line
appearance and Hanks (2017), Pizam and Tasci
(2019), Line and Hanks (2020)
PS. facilities 7.79 5.545 1.125 3 Lee and Kim (2014), Rashid et al.

(2015), Lee and Lee (2015), Du and
Shepotylo (2022)

PS. interior 7.79 5.469 1.321 4 Line and Hanks (2017), Alfakhri et al.
(2018), Kumar et al. (2023)

PS. layout 6.80 5.254 1.425 4 Hoffman et al. (2003), Barber and
Scarcelli (2010), Dharma et al.
(2019), Baker et al. (2020),
Nyrhinen et al. (2022), Kumar et al.

(2023)

P.S. environment 6.60 5.275 1.153 5 Rosenbaum and Massiah (2011),
Rashid et al. (2015), Alfakhri et al.
(2018)

PS. cleanliness 6.28 5.126 1416 6 Vilnai-Yavetz and Gilboa (2010), Lee

(2014), Lee and Lee (2015), Park
et al. (2019), Kampani and Jhamb
(2020), Magnini and Zehrer (2021)

S.S. customer 6.17 4978 1.605 6 Jang et al. (2015),
identification Line and Hanks (2019)
S.S. workload 494 4383 1.628 7 Al-Badarneh et al. (2019), Castro-Casal

et al. (2019), Grobelna (2021),
Muslih and Damanik (2022)

S.S. staff 3.96 4.175 1.805 7 Dong and Siu (2013), Chang (2016),
identification Line and Hanks (2019)

statistical significance of the relationship. The self-selection process uses 5000 samples, following Hair
et al. (2019). The coefficient of determination (R2), standardised path coefficients (), Student’s criterion
for the significance of the association (t-statistic) and p values (the association is statistically significant
at p < 0.05) were calculated. The results of the self-selection reveal a statistically significant relationship
between the physical and social environment and consumer satisfaction, between the physical and social
environment and the consumer’s intention to recommend and between the consumer’s satisfaction and
intention to recommend (t>1.96; p < 0.05). The path coefficients show a very weak relationship between
the physical servicescape and the intention to recommend and a weak relationship between the other
variables. The next step in the model evaluation is to estimate the coefficient of determination R%. The
R? value is 0.483 for satisfaction and 0.587 for the intention to recommend. These figures show that the
model explains 48.30% of the variation in satisfaction and 58.7% of the variation in intention to
recommend.

All our hypotheses were confirmed (Table 5). The highest path coefficient (0.481) is between satisfac-
tion and the intention to recommend, which could be anticipated based on a large body of literature
examining this relationship (Loureiro et al., 2017; Eid et al,, 2019; Al-Ansi et al., 2019). The more novel
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Table 2. Model reliability indicators.

Constructs Factor loadings Cronbach’s alphas AVE CR Rho_A
Physical servicescape PS.1. facilities 0.778 0.833 0.600 0.882 0.837
PS. 2. environment 0.792
P.S.3. interior 0.819
P.S.4. layout 0.744
PS.5. cleanliness 0.735
Satisfaction S.1. it was the 0.927 0.930 0.828 0.951 0.939
reasonable decision
S.2. service exceeded 0.834
expectations
S.3. | was satisfied 0.943
S.4. it was a positive 0.932
experience
Social servicescape S.S.1.1. identification 0.803 0.868 0.654 0.904 0.875
with customers
S.5.1.2. customer 0.863
appearance
S.5.1.3. customer 0.820
behaviour
S.5.2.2. staff 0.817
appearance
S.S.2.3. staff behaviour 0.734
Intention to recommend W.2. will mention 0.899 0.904 0.838 0.940 0.909
favourably
W.3. will recommend 0.930
W.4. will encourage to 0.918
visit

Table 3. Fornell-Larcker correlation values.

Physical servicescape Intention to recommend Satisfaction Social servicescape
Physical servicescape 0.774
Intention to recommend 0.587 0.916
Satisfaction 0.618 0.724 0.910
Social servicescape 0.622 0.643 0.636 0.809

Table 4. Heterotrait-monotrait correlations of the researched constructs.

Physical servicescape Intention to recommend Satisfaction Social servicescape
Physical servicescape
Intention to recommend 0.672
Satisfaction 0.697 0.784
Social servicescape 0.736 0.716 0.697

and significant findings are the high importance of the social servicescape to customer satisfaction (path
coefficient = 0.409) and the intention to recommend (0.255). Because most of the attributes of the social
servicescape (emotions and facial expressions of the staff and consumer, social density, social congru-
ence, etc.) were significantly downgraded during the COVID-19 pandemic due to requirements to use
masks and increase distances between consumers, the physical servicescape could be anticipated to pre-
vail in determining customer satisfaction and the intention to recommend in this context. These findings
call for additional research in social servicescape to determine which social servicescape attributes truly
influence customer satisfaction and the intention to recommend. We revealed that in nightclubs, even
when its effects were significantly reduced, the social servicescape remained more important than the
physical servicescape in determining customer satisfaction (0.409 vs. 0.364) and the intention to recom-
mend (0.255 vs. 0.134). The percentile bootstrapping procedure (5000 iterations) was conducted to test
the statistical significance of the results. No significant deviations from the originally derived path coef-
ficients were detected (please, see Table 5).

The moderation analysis confirmed assumptions about the existence of gender-related differences in
the impact the physical servicescape elements exerts on the customer satisfaction and the intention to
recommend the service (Table 6).

It was revealed, that social servicescape elements have a bigger influence in shaping men’s satisfac-
tion by service compared to women'’s. These findings complement Morkunas and Rudiené (2020) insights,
who state, that women tend to be more critical toward social servicescape elements compared to men.
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Table 5. Path coefficients and significance intervals of the structural model.

Significance intervals

Hypothesis Path Path coefficient SD t 5.0% 95.0%

H1 Physical servicescape > satisfaction 0.364*** 0.064 5.765 0.257 0.466

H2 Social servicescape > satisfaction 0.409%** 0.067 6.015 0.301 0.522

H3 Satisfaction > intention to recommend 0.481*** 0.056 8.594 0.394 0.575

H4 Physical servicescape >intention to 0.134** 0.049 2.694 0.055 0.215
recommend

H5 Social servicescape >intention to 0.255%** 0.067 3.817 0.137 0.355
recommend

Significant at: ***0.000, **0.01, *0.05.

Table 6. The results of moderation analysis.

Female Male
Hypothesis Path Pooled data N=281 N=125 P (diff)
H1 Physical servicescape > satisfaction 0.364*** 0.329*** 0.382%*** 0.027
H4 Physical servicescape >intention to 0.134%** 0.147%** 0.122%** 0.041
recommend

Significant at: ***0.000, **0.01, *0.05.

Table 7. Results of the effect size testing.

Satisfaction Intention to recommend

Physical servicescape 0.157 0.022

Satisfaction 0.290

Social servicescape 0.200 0.081

Combining the results of our research and Morkunas and Rudiené (2020) study, we can conclude, that
social servicescape elements are more important to women in deciding customer satisfaction. Men, in
contrary, ten to pay more attention to physical servicescape elements when judging on the service pro-
vided. Our research also shows that women tend to engage into word of mouth regarding services
received more compared to men. This allows to conclude, that the owners of the nightclubs or other
service providers should approach women first if they expect to receive recommendations of their
services.

The next step in the evaluation of our model is the assessment of predictability using the effect size
(f?) (Table 7). The calculated f? value shows that the variables meet the minimum criteria for significance.
The smallest effect is found between the physical and social environment and the intention to recom-
mend, and we observe a medium effect between the other variables.

Another indicator for model evaluation is the Stone Geisser (Q?) coefficient. The resulting values of
0.395 for satisfaction and 0.484 for the intention to recommend indicate that the model has medium
predicted relevance.

Conclusion

This study adds to the marketing knowledge about a business segment (nightclubs) whose physical and
social servicescape has not been widely studied. Cardona and Sanchez-Fernandez (2017) point out that
studies looking at nightclub management are very rare and that the nightclub environment was last
studied in 2008.

Our results show that both the physical servicescape and the social servicescape have a statistically
significant impact on customer satisfaction and the intention to recommend a service. These findings are
a step toward a more detailed understanding of how the elements of the service environment work
together to influence customers’ perceptions and evaluations of the experience. They also confirm the
importance of capturing a holistic view of the service environment, that is, considering the physical and
social servicescape together as both have an impact on the customer.

Although the servicescape items were highly rated by consumers, the Friedman test showed that
the ratings are not homogeneous. According to the Wilcoxon tests, the highest scoring elements
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(appearance and behaviour of the staff and customers) pertained to the social servicescape dimension.
These results confirm once again that not only the physical environment but also the social environ-
ment is important to customers in the service area. They also indicate that social factors are quite
important in the nightclub sector. This is a very important finding as our research was conducted
during the COVID-19 pandemic-related restrictions, which severely restrained the social servicescape
(via the use of face masks, significant reductions in customer density, etc.) and moderated its possible
impact on customer satisfaction and intentions to recommend. The social servicescape still proved to
be very important in determining customer satisfaction, allowing us to derive two additional implica-
tions. From a theoretical point of view, we confirm that the social servicescape has a greater influence
than the physical servicescape on customer satisfaction and the intention to recommend the service.
Another important insight is the fact that when all customers wear masks, the customer appearance
and behaviour aspects of the social servicescape were rated very high. This means that the ability to
‘disappear’ and be less recognisable is desirable to nightclub customers. Another implication may be
related to the number of visitors. It is typical for nightclubs to be overcrowded with visitors (Pinke-Sziva
et al.,, 2019). The high evaluation of the social density facet of the social servicescape during the pan-
demic (when the number of visitors was significantly reduced) may reflect the desire of visitors to find
a slightly lower density of visitors in the nightclubs during normal times as well. However, this insight
must still be confirmed by additional research and can be considered a prospective research avenue,
which, if supported, could have both theoretical and practical implications.

We also found that neither occupation nor marital status had a statistically significant effect on the
assessment of servicescape elements and satisfaction. We confirm that both the physical and the social
servicescape have an impact on customer satisfaction and the intention to recommend the service. It
should be noted that the servicescape factors explain almost half of the variation in customer satisfac-
tion. In turn, servicescape and satisfaction account for almost 60% of the variation in intention to
recommend.

We found that men tend to allocate more importance toward physical servicescape compared to
women when judging on the services provided. This raises another practical implication: services, which
are more oriented toward male audience should focus more on the improvements of the physical servi-
cescape. But if the preferred target group is women (e.g. beauty salons, etc.), the service provider should
concentrate on the social servicescape elements first.

The higher inclination of women toward spreading word of mouth, compared to men has a twofold
practical implication. First, in order to get positive reviews or recommendations service providers should
approach women first, as there is a higher chance to receive a positive feedback or recommendation. On
the other hand, service providers should not get very disappointed if they do not receive positive rec-
ommendation from men for the service delivered. As our research showed men are simply less inclined
to recommend the service received.

When consumers are looking for specific and unique experiences (which is what the club environment
provides), more frequent visits to a club reduce satisfaction with the elements of its servicescape,
although this does not significantly reduce satisfaction with the holistic environment. It can be assumed
that a decrease in hedonic stimuli occurs when the environment no longer provides a sufficient level of
stimulation due to experience.

One of the possible limitations of our study may be connected to the empirical base of the research.
We derived our results from the nightclub sector, and the combination of the most important social and
physical servicescape factors determining customer satisfaction and intention to recommend the service
may be different for other services. Another limitation may concern the age factor. The typical nightclub
visitors are young adults (Beselia et al., 2019), and older persons may assess physical and social services-
cape factors differently. The investigation of this issue could also be a research avenue. Another research
direction could aim at revealing the influence of both physical and social servicescape elements on con-
sumer satisfaction for services with a significant tangible component.
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Annex

Table A1. VIF values of the researched constructs.

Item VIF

W.4. will encourage to visit 3.159
W.3. will recommend it 3.172
W.2. will mention favourably 2.543
S$.5.2.3. staff behaviour 2.023
S.5.2.2. appearance of staff 2.485
S$.5.1.3. customer behaviour 2137
S.5.1.2. customer appearance 2.659
S$.5.1.1. identification with customers 1.879
S.4. positive experience 4.645
S.3. | was satisfied 4.910
S.2. service exceeded expectations 2.254
S.1. it was the reasonable decision 4.154
PS.5. cleanliness 1.644
PS.4. layout 1.624
PS.3. interior 1.993
PS.2. environment 1.735
PS.1. equipment 1.810

Table A2. Correlations among the researched variables.

Physical servicescape Intention to recommend

Satisfaction

Social servicescape

PS.1 equipment 0.778 0.435
PS.2. environment 0.792 0.492
PS.3. interior 0.819 0.492
PS.4. layout 0.744 0.461
PS.5. cleanliness 0.735 0.384
S.1. it was the reasonable decision 0.603 0.664
S.2. service exceeded my expectations 0.454 0.564
S.3. | was satisfied 0.593 0.712
S.4. it was a positive experience 0.585 0.685
S.S.1.1. identification with customers 0.488 0.599
S.5.1.2. customer appearance 0.516 0.554
S.5.1.3. customer behaviour 0.497 0.509
S.5.2.2. staff appearance 0.523 0.477
S.5.2.3. staff behaviour 0.498 0.433
W.2. will mention favourably 0.514 0.899
W.3. will recommend it 0.576 0.930
W.4. will encourage to visit 0.519 0.918

0.467
0.517
0.504
0.459
0.440
0.927
0.834
0.943
0.932
0.588
0.552
0.504
0.476
0.423
0.639
0.725
0.618

0.465
0.461
0.510
0.462
0.516
0.622
0.489
0.597
0.595
0.803
0.863
0.820
0.817
0.734
0.579
0.628
0.554

Figure A1. Structural research model.
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