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Abstract: The purpose of this research was to identify the sub-dimensions of servicescape and
investigate the structural relationship among servicescape, Instagramability, brand attitude, and
intention to revisit. For data collection, Amazon Mechanical Turk was employed. The number of valid
observations for data analysis was 422. A structural equation model was the main instrument used
to test the research hypotheses. It was revealed that servicescape positively affects Instagramability
and brand attitude. The results also revealed that servicescape exerts a positive impact on intention
to revisit. Additionally, the results showed that brand attitude is positively associated with Insta-
gramability. Last, it was found that intention to revisit is positively influenced by Instagramability.
This study sheds light on the literature by exhibiting the structural relationship among servicescape,
Instagramability, brand attitude, and intention to revisit.
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1. Introduction

Tourists visiting special places take photos to memorize important moments [1,2].
Theme park visitors also tend to show similar features because there are various facili-
ties and decorations in theme parks that are adequate for photographing. Despite the
characteristics of theme park visitors, extant works have scarcely investigated theme park
visitors regarding parks’ facilities and taking pictures with them. Regarding this aspect, this
research uses servicescape and Instagramability as the main attributes. Servicescape refers
to atmosphere of a service place, which causes customers to perceive a certain psychological
reaction [3–5]. Servicescape is a widely used notion for understanding the effect of service
conditions on customer reactions in many prior papers [6–8]. Moreover, servicescape has
been defined differently depending on the domain of business because customers’ interests
are varied depending on the type of business [9–11]. This fact implies that inspection for
the definition of servicescape for theme park businesses is a worthwhile topic. However,
insufficient works on the definition of servicescape in cases of theme parks have been im-
plemented. Regarding prior studies, Lugosi et al. [12] documented that layout and ambient
conditions are imperative elements in servicescapes, and Lee et al. [13] claimed that the
style of décor is a critical element of a servicescape. Additionally, the extant literature has
stated that rides are important attractions from the viewpoint of theme park users [14,15].
Integrating the claims of previous research, this research thus was conducted to examine
the definition of servicescape using four sub-dimensions (e.g., ambient conditions, layout,
rides, and style of décor) in cases of theme park businesses.

Instagramability is related to the desire to take a picture and post it to the public as
a sort of self-journalism, and it could become a trend influenced by the desire to display
important personal moments [16–18]. Although two elements are critical in tourists using theme
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parks, scholars in the tourism field have insufficiently studied the relationship between two
elements. Thus, the purpose of this research is to explore the link between servicescape and
Instagramability in the theme park sector to close this research gap. Theme park businesses also
depend on brand management because brands allow tourists to speculate on service products,
which are intangible [19–21]. Scholars have also argued that consumers’ assessments of a certain
brand are likely to affect their decision making and intention [21–23]. Moreover, prior studies
have contended that brand attitude is a key attribute in exploring market reactions [24,25].
Regarding the reasoning of previous research, we selected brand attitude as a main point
of this research. Additionally, theme park businesses use brands to overcome the invisible
characteristics of service business [19,26]. Indeed, theme parks manage their businesses using
brands such as Disney and Universal Studios [19,21].

The last attribute of this research is intention to revisit as a sort of loyalty behavior.
Intention to revisit is associated with greater profits of service businesses by retaining
current customers, which could be applied to the theme park business [22,27,28]. Indeed,
numerous scholars have adopted intention to revisit as an outcome variables [27–32].
The fertile research on intention to revisit indicates that it is worthwhile to explore the
antecedents of intention to revisit. Because this research employed three attributes, namely
servicescape, Instagramability, and brand attitude, we aim to examine the determinants of
intention to use using these three variables.

Together, this research was conducted to analyze the structural relationship among
servicescape, Instagramability, brand attitude, and intention to revisit by studying theme
park service users. This study could shed light on the literature by clarifying the link
among these variables, as well as defining the servicescape of theme park business areas.
Therefore, this study is worthwhile in that it seeks to understand the characteristics of
theme park users further. Additionally, this study produces managerial implications based
on the results of its analysis, which could become the guidelines for businesses to achieve
business sustainability, ultimately by offering information to customers.

2. Literature Review and Hypotheses Development
2.1. Servicescape

Servicescape is an artificial physical area for providing customers with service [6–8,33].
It is an essential element of service domains because service user require visible evidence to
determine the products that they are supposed to purchase [3,9,34,35]. Scholars have presented
diverse servicescape elements: ambient conditions, layout, and style of decor [3–5,9]. Addition-
ally, the extant literature has asserted that rides could become a type of imperative physical
evidence in the theme park sector because they help users to speculate about services that are
invisible [10,11,36]. Indeed, servicescape attributes have been studied in diverse domains. For
instance, Hank and Line [4] researched the restaurant servicescape; Lockwood and Pyun [5] ex-
plored the hotel servicescape. In addition, Han et al. [37] documented the effect of servicescape
in the health care service domain, and Lee and Jeong [38] expanded the area of servicescape to
cyberspace. Furthermore, scholars have employed servicescape as a theoretical underpinning of
the areas of service [39] and hospital business domains [12]. Given the review of the literature, it
is ensured that servicescape has been commonly examined in various domains.

2.2. Brand Attitude

Brand attitude is defined as how consumers evaluate a certain brand; it can be ex-
pressed either positively or negatively [40–42]. Many studies have inspected brand attitude
as a central topic. Percy and Rossiter [43] explored the effect of advertising on brand
attitude. Foroudi [44] employed brand attitude as the core variable to understand hotel
consumer behavior. Dolbec and Chebat [45] showed that brand attitude functions as both
an antecedent and a consequence of certain attributes. In a similar vein, Zarantonello and
Schmitt [46] reported that brand attitude was a mediator in determining the effect of event
marketing. Hwang et al. [47] additionally explored coffee shop customer characteristics
using brand attitude as a main factor. Zanger et al. [48] researched consumer behaviors of
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augmented reality marketing by employing brand attitude as the main variable. It is thus
implied that numerous studies have examined various antecedents and consequences of
brand attitude.

2.3. Instagramability

Instagram is a form of self-journalism in which individuals share their daily lives with
others [16–18]. For Instagram, a picture of a memorable moment is important for posting.
Therefore, attaining interesting photos is essential for Instagram to post on this social media
service [49–51]. Individuals place great value on showing off their special moments using
Instagram, offering information to other consumers and accomplishing popularity as a
marketing tool [17,52,53]. Additionally, scholars have stated that Instagram is an important
instrument for psychological motivation, and it is useful for marketing purposes [54–56].
To achieve such positive effects, individuals need to visit famous places to take picture
worthy of sharing, so the visual aspect of tourism destinations plays a significant role in
photographing [50,51]. It can be inferred that the visual aspect of servicescape is likely to
stimulate the desire for Instagramability.

2.4. Intention to Revisit

Intention to revisit indicates an individual’s desire to visit a certain service area, such as
restaurants, hotels, resorts, and tourism destinations [27–29]. Visiting more is linked to the sales
growth of businesses because consumers spend their money purchasing products when they
visit service areas [30–32]. Hence, numerous scholars have chosen intention to revisit as an
outcome variable to examine the behavioral characteristics of customers in service domains.
For instance, Stylos et al. [28] explored the determinants of intention to revisit in the area of
destination marketing. Wicker et al. [57] performed research using intention to revisit as the
dependent variable in the area of marathon events. Akbari et al. [32] researched influential
factors on intention to revisit in the lodging industry context. Hallmann et al. [30] documented
antecedents of intention to revisit by investigating sports event participants. Hence, it can be
inferred that intention to revisit has been commonly examined by numerous scholars.

2.5. Hypothesis Development

The determinants of Instagramability have been rarely explored by scholars in the
area of the tourism sector. Mendes [53] examined influential variables regarding the In-
stagramability in the context of the fashion and textile business domains using visually
appealing aspects; the results implied that visually appealing aspects in events led par-
ticipants to take more pictures for their Instagram. Tarigan et al. [58] also explored café
customers, and interior design positively influenced Instagramability. Nevertheless, the
effect of servicescape on Instagramability has been only rarely examined in the theme park
domain. This study thus proposes the following research hypothesis.

H1: Servicescape positively affects Instagramability.

Previous studies have documented an empirical relationship between brand and ser-
vicescape. For example, McAlexander and Schouten [59] showed that servicescape plays an
essential role in the positive appraisal of a brand. Jang [60] revealed that servicescape positively
impacted brand communication in the area of café businesses. Ben Haobin et al. [61] additionally
investigated the impact of servicescape on the brand attitudes of hotel service users, and the
study found a significant association between the two attributes. Hence, this research proposes
the following research hypothesis. H2: Servicescape positively affects brand attitude.

The next area of Instagramability is brand attitude. Djafarova and Bowes [62] argued
that individuals depend on brand power to attain credibility for posted pictures on In-
stagram. Beall et al. [63] also claimed that tourists value more destination branding for
posting to their Instagram because they want to be respected by the public who subscribe
to their content. Velar [64] also suggested that branding is a substantial element in In-
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stagram marketing because a starting point of storytelling is branding, which results in
posts on Instagram. Given the review of the literature, the following research hypothesis
is proposed.

H3: Brand attitude positively affects Instagramability.

The extant literature exposed a link regarding intention to revisit, which could be
regarded as a sort of loyalty behavior. For instance, according to Tarigan et al. [58], In-
stagramable interiors are important to build customer loyalty in the coffee shop context.
Indirectly, Liu et al. [65] revealed that Instagramability perceptions of restaurants result
in higher levels of purchase intention. Considering the findings of prior studies, it can be
inferred that Instagramability might exert a positive impact on revisit intention, which is
a sort of positive customer reaction. With regard to the evidence, this work proposes the
following research hypothesis.

H4: Instagramability positively affects intention to revisit.

Prior studies have reported a positive association between brand attitude and intention
to revisit in various business domains: online transactions [22], chain coffee shops [66], and
restaurants (Foroudi et al., 2021). In addition, Hwang et al. [24] demonstrated the positive effect
of brand attitudes on the loyalty behaviors of restaurant customers. Machi et al. [67] also found
a positive impact of brand attitude on loyalty by exploring online shoppers. Similarly, Kainde
and Mandagi [68] disclosed a positive effect of brand attitude on loyalty by exploring education
service users. Thus, this research proposes the following researc hypothesis.

H5: Brand attitude positively affects intention to revisit.

Social media stimulates users using media and photo. Indeed, prior studies have
provided evidence for this point. Laroche et al. [69] revealed that social media played a
significant role in building customer loyalty. Erdoğmuş and Cicek [70] revealed the positive
effect of media on loyalty behavior. Leung and Bai [71] additionally documented positive
effects of destination images through social media on intention to revisit. Hooker and
Cooper [72] also demonstrated the significant and positive association between Instagram
content and intention to travel. Additionally, Park and Namkung [73] disclosed the positive
impact of Instagram marketing on customer decision making processes in the area of café
businesses. Regarding the literature, review, it can be inferred that Instagramability could
become an essential attribute for consumer decision making. Based on the review of the
literature, this research proposes the following hypothesis.

H6: Instagramability positively affects intention to revisit.

3. Methods
3.1. Research Model and Data Collection

Figure 1 depicts the research model. Sub-dimensions of servicescape include ambient
condition, layout, ride, and style of décor. Servicescape exerts positive effects on Insta-
gramability and brand attitude. Brand attitude is also positively related to Instagramability.
Additionally, intention to revisit is positively influenced by servicescape, Instagramability,
and brand attitude. Therefore, this research proposes six research hypotheses.
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Figure 1. Research model.

To recruit survey participants, this research chose Amazon Mechanical Turk, which
enables researchers to collect responses by offering monetary compensation to survey
participants. Amazon Mechanical Turk was useful in collecting the data of a United
States-based sample, indicating that most participants were American. The survey also
was randomly implemented. The data collection period was between 18 February and
21 February 2022. This research asked participants whether they were experienced with
branded theme parks. Then, we asked the brand names of theme parks. Survey partic-
ipants who has no experience in theme parks or branded theme park experiences were
omitted from the data analysis. At the beginning, 500 participants were recruited, and
78 observations were omitted by the screening process. Consequently, 422 observations
were used for the data analysis.

3.2. Measurement Items

For the measurements, this study mainly adopted a Likert five-point scale (1: strongly
disagree, 5: strongly agree). The prior literature was researched to develop survey questions. Prior
studies were used for references to servicescape sub-dimensions: ambient conditions, layout, rides,
and style of decor [3–5,9]. Instagramability was searched in the prior research, and the derived
items were reviewed by three academics who are experts in tourist behavior domains [53]. The
measurement items for brand attitude [44–46] and intention to revisit [28,31,32] were derived
from previous studies, and the items were adjusted to fit the aims of the current work. Table 1
illustrates the items for measurement. All constructs except for brand attitude were composed
of four items. Brand attitude consisted of five items, and a five-point scale (1: bad, 5: good) was
employed.
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Table 1. Measurement items.

Construct Code Item

Ambient condition

AM1 The theme park had adequate lighting and natural views.
AM2 The ambient condition of the theme park was appropriate.
AM3 There was a suitable ambient condition at the theme park.

AM4 The lighting and natural atmosphere of the theme park
were sufficient for playing.

Layout

LO1 The layout of the theme park was appealing.

LO2 The composition of the theme park facilities was well
organized.

LO3 There was a fascinating layout of the theme park.
LO4 The theme park offered an attractive layout.

Ride

RD1 The theme park had charming rides.
RD2 The theme park offered appealing rides.
RD3 There were nice-looking rides in the theme park.
RD4 The theme park offered exciting rides.

Style of décor

DE1 The theme park had fascinating decorations.
DE2 The decor of the theme park was lucrative.
DE3 The design of the theme park looked interesting.
DE4 The design of the theme park was attractive.

Instagramability

IN1 The theme park was good for taking picture for Instagram.

IN2 The theme park was adequate for taking picture for
Instagram.

IN3 I attained pictures worthy of Instagram at the theme park.
IN4 From the theme park, I obtained pictures for Instagram.

Brand attitude

BA1 The brand of the theme park was (negative-positive).
BA2 The brand of the theme park was (unattractive-attractive).
BA3 The brand of the theme park was (unfavorable-favorable).
BA4 The brand of the theme park was (bad-good).
BA5 The brand of the theme park was (unimportant-important).

Intention to revisit

IR1 I intend to revisit the theme park.
IR2 I want to visit the theme park again.
IR3 I have a revisit intention for the theme park.
IR4 I will visit the theme park again.

3.3. Data Analysis

This research performed frequency analysis to derive demographic information. We then
implemented confirmatory factor analysis, correlation matrix, and structural equation modeling
to test the hypotheses. For convergent validity, the factor loading used a cut-off value of 0.5, and
construct reliability used a cut-off value if 0.7 [74–76]. Next, this work set the condition that the
square root of average variance extracted should be greater than the correlation coefficient to
assess discriminant validity [74–76]. That is, this research employed both confirmatory factor
analysis and correlation matrices to ensure the validity and reliability of the measurements.
Structural equation modeling was performed to test the hypotheses. Scholars have alleged
that the goodness of fit of structural equation models can be evaluated using multiple indices,
including Q (CMIN/degree of freedom) < 3, RMR (root mean-square residual) < 0.05, RMSEA
(root mean square error of approximation) < 0.05, GFI (goodness of fit index) > 0.8, NFI (normed
fit index) > 0.8, RFI (relative fit index) > 0.8, IFI (incremental fit index) > 0.8, TLI (Tucker–Lewis
Index) > 0.8, and CFI (comparative fit index) > 0.8 [74–76].

4. Results
4.1. Demographic Information

Table 2 depicts the demographic information of the survey participants. Men and
women numbered 201 and 221, respectively. The number of employed participants was 360.
Table 2 also provide information about age and monthly household income. Regarding
annual visiting frequency, the frequency of less than 1 time was 130, that of 1–2 times was
224, that of 3–5 times was 52, and that more than 5 times was 16. Information about visited
theme parks is also provided in Table 2 (Disneyworld: 241, Disneyland 101, and Universal
Studios: 80).
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Table 2. Profile of survey participants (n = 422).

Item Frequency Percentage

Male 201 47.6
Female 221 52.4

20s or younger 102 24.2
30s 177 41.9
40s 83 1297
50s 38 9.0

60 or older 22 5.2

Employed 360 85.3
Unemployed 62 14.7

Monthly household income
Less than $2000 71 16.8

$2000–$3999 109 25.8
$4000–$5999 100 23.7
$6000–$7999 62 14.7
$8000–$9999 26 6.2

More than $10,000 54 12.8

Annual visiting frequency
Less than 1 time 130 30.8

1–2 times 224 53.1
3–5 times 52 12.3

More than 5 times 16 3.8

Visited theme park
Disneyworld 241 57.1
Disneyland 101 23.9

Universal Studios 80 19.0

4.2. Confirmatory Factor Analysis and Correlation Matrix

Table 3 displays the results of confirmatory factor analysis. The goodness of fit
indices indicate that the model is quite sound (χ2 = 874.513, df = 367, Q(χ2/df) = 2.383,
RMR = 0.046, GFI = 0.872, NFI = 0.900, RFI = 0.889, IFI = 0.939, TLI = 0.932, CFI = 0.939,
and RMSEA = 0.057). For AVE, the values were greater than the criterion of 0.5. All factor
loading values and construct reliability values were greater than the cut-off values (factor
loading: 0.5; and construct reliability: 0.7). The range of mean values is presented in
Table 3 (Ambient condition: 4.36–4.38, Layout: 4.21–4.35, Ride: 4.36–4.41, Style of décor:
4.04–4.39, Instagramability: 3.76–4.29, Brand attitude: 4.18–4.43, and Intention to revisit:
4.14–4.24). All things considered, the convergent validity of the measurement items was
ensured. Most constructs were composed of four items, while brand attitude consisted
of five measurement items. Four sub-dimensions of servicescape were confirmed by the
results of confirmatory factor analysis.
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Table 3. Illustration of measurement items.

Construct
(AVE)

Sub-
Dimension Code Mean SD Loading CR

Servicescape
(0.613)

Ambient
condition

AM1 4.37 0.75 0.786

0.946

AM2 4.36 0.81 0.840
AM3 4.37 0.77 0.778
AM4 4.38 0.76 0.788

Layout

LO1 4.35 0.83 0.751
LO2 4.30 0.82 0.745
LO3 4.21 0.92 0.759
LO4 4.28 0.81 0.794

Ride

RD1 4.37 0.80 0.780
RD2 4.36 0.81 0.806
RD3 4.41 0.75 0.781
RD4 4.38 0.83 0.780

Style of
décor

DE1 4.36 0.82 0.727
DE2 4.04 0.98 0.625
DE3 4.42 0.75 0.752
DE4 4.39 0.80 0.798

Instagramability
(0.551)

IN1 4.29 0.92 0.853

0.828
IN2 4.26 0.92 0.778
IN3 3.98 1.20 0.728
IN4 3.76 1.35 0.585

Brand
attitude
(0.644)

BA1 4.41 0.74 0.816

0.900
BA2 4.40 0.77 0.813
BA3 4.43 0.76 0.855
BA4 4.41 0.78 0.854
BA5 4.18 0.95 0.658

Intention to
revisit
(0.743)

IR1 4.19 0.99 0.899

0.920
IR2 4.24 0.97 0.850
IR3 4.14 1.07 0.840
IR4 4.18 1.00 0.857

Note: AVE denotes average value extracted, CR stands for construct reliability, and SD denotes standard deviation.
χ2 = 874.513 df = 367 Q(χ2/df) = 2.383 RMR = 0.046 GFI = 0.872 NFI = 0.900 RFI = 0.889 IFI = 0.939 TLI = 0.932
CFI = 0.939 RMSEA = 0.057.

Table 4 is the correlation matrix. Servicescape positively correlates with Instagramabil-
ity (r = 0.680), brand attitude (r = 0.795), and intention to revisit (r = 0.623). Instagramability
positively correlates with brand attitude (r = 0.626) and intention to revisit (r = 0.585). Brand
attitude positively correlates with intention to revisit (r = 0.567). Additionally, most of the
square roots of the diagonal values are greater than the correlation coefficients other than
that of brand attitude (r = 0.795), indicating that the discriminant validity of the constructs
is generally acceptable.

Table 4. Correlation matrix.

1 2 3 4

1. Servicescape 0.783

2. Instagramability 0.680 * 0.742

3. Brand attitude 0.795 * 0.626 * 0.802

4. Intention to revisit 0.623 * 0.585 * 0.567 * 0.862
Note: * p < 0.05, Diagonal is square root of AVE.

4.3. Results of Hypotheses Testing

Table 5 reports the results of structural equation modeling. The model is statistically
significant with regard to the goodness of fit indices (χ2 = 874.513, df = 367, Q(χ2/df) = 2.383,
RMR = 0.046, GFI = 0.872, NFI = 0.900, RFI = 0.889, IFI = 0.939, TLI = 0.932, CFI = 0.939, and
RMSEA = 0.057). Servicescape positively affects Instagramability (β = 0.746, p < 0.05), brand
attitude (β = 0.921, p < 0.05), and intention to use (β = 0.569, p < 0.05). Brand attitude also
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positively impacts Instagramability (β = 0.302, p < 0.05). Last, Instagramability (β = 0.339,
p < 0.05) exerts positive effects on intention to revisit. In sum, all hypotheses other than H5
are supported.

Table 5. Results of hypothesis testing.

Path Coefficient β t-Value Results

Servicescape → Instagramability 0.746 5.79 * Supported

Servicescape → Brand attitude 0.921 13.34 * Supported

Servicescape → Intention to revisit 0.569 3.77 * Supported

Brand attitude → Instagramability 0.302 2.84 * Supported

Instagramability → Intention to revisit 0.319 5.79 * Supported

Brand attitude → Intention to revisit 0.194 1.68 Not supported

Note: * p < 0.05, goodness of fit indices: χ2 = 874.513 df = 367 Q(χ2/df) = 2.383 RMR = 0.046 GFI = 0.872 NFI = 0.900
RFI = 0.889 IFI = 0.939 TLI = 0.932 CFI = 0.939 RMSEA = 0.057.

5. Discussion

The aim of this research was to identify sub-dimensions of servicescapes in the domain
of theme parks. Regarding the characteristics of theme park businesses, this research
investigated four sub-dimensions (e.g., ambient, layout, ride, and style of deco) of the
theme park servicescape. The proposed attributes appeared as valid manners based on
the results of confirmatory factor analysis. The analysis suggested that ambience, layout,
rides, and style of décor are the main elements for building a better service atmosphere
for users in theme park businesses. Indeed, the overall mean values of all four constructs
were greater than 4. Moreover, theme park visitors’ evaluations of brands were quite
positive considering their mean values because most of the survey participants were
experienced with theme parks with high brand values, such as Disney and Universal
Studios. Moreover, the overall mean values (around four) of Instagramability indicated that
theme park users regard taking picture for posting as a very important aspect. Next, this
research examined the structural relationship among servicescape, Instagramability, brand
attitude, and intention to revisit. The results presented the significant link among these
attributes. In detail, the servicescapes of theme parks led theme park users to take more
pictures in these places to post on their social networking services. In addition, the results
indicated that authentic servicescapes of theme parks play a pivotal role in establishing
better brand attitudes. Additionally, it is found that theme park users with more positive
brand attitudes were more likely to take pictures for their Instagram. It can be inferred
that Instagramability could be influenced by the assessment of certain brands in the service
area. Last, the results implied that more Instagramable conditions and better perceptions
of the servicescape of theme parks encouraged visitors’ intention to visit the place again,
which in turn resulted in the sales growth of theme park businesses. However, it was found
that the impact of brand attitude is not significantly related to intention to use. It could
be explained by the magnitude. Compared to other attributes, namely Instagramability
and servicescape, the impact of brand attitude is relatively weak from the viewpoint of
users. In detail, servicescape and Instagramability might be able to provide a higher level
of utility to the users of theme parks, while effect of brand attitude was limited as the only
indirect attribute.

6. Conclusions and Implications
6.1. Theoretical Implication

This research contributes to the literature in several ways. First, this research scruti-
nized the sub-dimensions of servicescape in the theme park sector, and we reported four
valid sub-elements: ambient conditions, layout, rides, and style of decor. The study sheds
light on the literature by elaborating more on the theme park servicescape. Moreover, the
extant literature has rarely explored the antecedents and consequences of Instagramability
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in the theme park area. To close this research gap, this research proposed several attributes:
servicescape, brand attitude, and intention to revisit. The results are significant. They imply
that Instagramability is an essential element in the context of theme park business user be-
haviors. In particular, this research is worthwhile in demonstrating the imperative effect of
Instagramability in the area of theme park businesses. Furthermore, this research externally
validated the outcomes of previous research by ensuring the structural relationship among
servicescape, brand attitude, and intention to revisit [21,23,60,61]. In detail, the finding of
the positive impact of servicescape on brand attitude is aligned with the findings of Ben
Haobin et al. [61] and Jang [60].

6.2. Practical Implications

This study has practical implications for theme park managers. Managers might be
able to consider the percentage of their budgets into the servicescape, such as building
facilities harmonizing with natural environments, lighting, layout, constructing new rides,
assuring the quality of rides, and the decor of theme park facilities and the natural resources
of the places. Such efforts could bring about better brand reputations and beneficial Insta-
gram marketing, which in turn could result in effective marketing. Additionally, managers
need not only consider offering more Instagramable places, such as photo zones for theme
park users, but they should also install lighting devices for better photos. Moreover, theme
park managers could consider investing more in Instagram marketing to derive more
consumer desire because tourists want to attain interesting pictures during their travel
experiences, and influencers’ messages are likely to encourage potential travelers to make
decisions to travel to theme parks. Theme park managers also might be able to allocate
resources to brand management because it can render the place a more Instagramable
location. Brand management might result in resource allocation to environmental, social,
and governance (ESG) implementation because ESG plays a significant role in building
a better brand reputation from the market. In doing so, theme parks might be able to
attain more repeat guests. As a result, businesses could accomplish more sales by elevating
intention to revisit for theme parks, and they in turn could become an avenue for achieving
sustainability of businesses.

6.3. Limitations and Suggestions for Future Research

This study has limitations. It considered two elements to account for Instagramability.
Future research might be able to find more diverse determinants of Instagramability. Using
more varying brand dimensions (e.g., brand trust, brand loyalty, and brand love) could be
a way to do so. Moreover, this study mainly depended on survey items. Future research
might consider more diverse methods, such as an experimental design, to determine tourist
behaviors in the theme park service sector. Furthermore, this study was limited to theme
parks to examine the characteristics of Instagramability. Future research might include a
more diverse context to inspect Instagramability because tourism attractions have varying
Instagramable servicescapes. Additionally, future research might consider moderating
variables to account for the characteristics of users. Moderating variables could consist of
both psychological constructs and demographic variables.
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