
Citation: Godovykh, M. Hospitality

Art Experience Model: The Effects of

Visual Art on Guests’ Attitudes and

Behavior. Tour. Hosp. 2024, 5, 439–447.

https://doi.org/10.3390/

tourhosp5020027

Academic Editor: Brian Garrod

Received: 9 April 2024

Revised: 18 May 2024

Accepted: 20 May 2024

Published: 28 May 2024

Copyright: © 2024 by the author.

Licensee MDPI, Basel, Switzerland.

This article is an open access article

distributed under the terms and

conditions of the Creative Commons

Attribution (CC BY) license (https://

creativecommons.org/licenses/by/

4.0/).

Perspective

Hospitality Art Experience Model: The Effects of Visual Art on
Guests’ Attitudes and Behavior
Maksim Godovykh

Rosen College of Hospitality Management, University of Central Florida, Orlando, FL 32816, USA;
maksim.godovykh@ucf.edu

Abstract: Art evokes a wide range of effects, including emotional, cognitive, and behavioral outcomes.
Despite the growing recognition of the role of art in tourism and hospitality, there is a gap in
understanding how the different attributes of visual art influence guests’ responses. This perspective
paper aims to address this gap by introducing a conceptual framework of the effects of visual
art attributes on guests’ perceptions and behavioral intentions and calls for future research on
the effects of different art characteristics in hospitality settings. Various attributes of visual art,
such as the style, content, size, context, color palette, and thematic relevance of artworks, can
serve as antecedents to guest experiences. Several factors can moderate the relationships between
different art attributes and perceptions of art, including socio-demographic characteristics, personality
traits, cultural differences, familiarity with art, and prior experiences. Hotel or vacation rental
characteristics, including price, service quality, ratings, amenities, and other factors, can also interact
with art perceptions in shaping attitudes toward the accommodation and behavioral intentions.
A combination of survey methods, interviews, experience sampling, experiments, and emerging
techniques can be applied in future studies to explore the effects of visual art and its attributes on
guest and business outcomes. The proposed framework brings important implications for both
academic scholarship and industry practice.
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1. Introduction

Art is described as the expression of human creativity and has a wide range of forms
and activities, including painting, sculpture, literature, architecture, music, and many
others [1,2]. The effects of art on people are diverse and profound, encompassing affec-
tive, cognitive, and behavioral dimensions. Art has the power to evoke a wide variety
of feelings, from joy and awe to sadness and contemplation [3]. Moreover, art has been
proven to stimulate cognitive processes such as problem-solving, critical thinking, and
creativity [4]. By engaging with art, people can enhance their cognitive abilities and gain
new insights into the world around them. Additionally, art can influence attitudes, prefer-
ences, and behavioral intentions. Exposure to art in public spaces has been associated with
increased prosocial behavior and community engagement, fostering a sense of belonging
and cohesion among individuals [5,6].

Visual art comprises works expressed through visual means and appreciated by sight,
such as paintings, photos, or sculptures [7,8]. Visual art attributes encompass a wide range
of characteristics that contribute to its aesthetic and the impact of artwork on people. In
addition to style, technique, subject matter, and medium, attributes such as size, content,
and color play important roles in shaping the impact of artwork [9]. Size influences the
physical presence and scale of an artwork, affecting how it interacts with the surrounding
space. Content refers to the themes depicted in artworks, conveying the artist’s intentions
and inviting viewers to engage with deeper meanings. Color has an emotive and symbolic
significance and evokes viewers’ specific moods, symbolic associations, and emotional
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responses from viewers. These diverse attributes contribute to the artistic experience and
influence people’s feelings, attitudes, and behavior [10,11].

Studies of the effects of visual art in hospitality settings have revealed its potential to
enhance the atmosphere, evoke positive emotions, and create memorable experiences [12–15].
Art installations, curated exhibitions, and artistic decor have often become integral components
of the hospitality experience, contributing to the overall aesthetic appeal and immersive atmo-
sphere of hotels, restaurants, and resorts. However, despite the growing recognition of the role
of art in hospitality, there is a gap in understanding how different art attributes influence guests’
responses. While some studies have explored the effects of specific art forms or styles, such
as paintings, sculptures, or installations, on guest perceptions, there remains a lack of compre-
hensive understanding regarding the nuanced relationships between various art attributes and
guests’ experiences. This paper aims to address this gap by introducing a conceptual framework
of the effects of visual art attributes on guests’ emotions, attitudes, and behavioral intentions
and calls for future research on the effects of different art characteristics in hospitality settings.

2. The Effects of Art

Art has been shown to have multifaceted effects on various aspects of human cog-
nition, emotion, and behavior across different contexts. Exposure to art can capture and
sustain people’s attention, leading to increased engagement and focus [11]. Studies in
museum settings have demonstrated that visually stimulating artworks can enhance visitor
satisfaction, experience, and recommending behavior [16]. Moreover, art-based interven-
tions have been found to improve attentional focus and cognitive functioning in clinical
settings, suggesting the potential therapeutic effects of art on enhancing attentional and
mental processes [17].

Art has long been recognized as a trigger of emotions that has the potential to evoke
a wide range of affective experiences [18]. Studies have shown that viewing artworks
can elicit emotions such as joy, awe, or sadness [19–22]. Neuroimaging research has also
explored the neural mechanisms underlying emotional responses to art, involving the brain
regions associated with reward processing, empathy, and aesthetic appreciation [23–25]. Art
possesses persuasive qualities that can shape people’s attitudes and values. Studies have
investigated the effects of art-based interventions on attitudes toward cultural norms and
social issues. Visual art techniques employed in advertising campaigns have been shown
to influence attitudes and behavioral intentions [26]. Additionally, art design elements in
branding and marketing have been found to impact consumer preferences and purchase
behavior [27].

Art can influence people’s behavioral intentions and decision-making processes
through its persuasive and motivational qualities [28]. Research in consumer behavior
and environmental psychology has examined the effects of art-based interventions on
consumer preferences, purchase intentions, and pro-environmental behaviors. Aesthetic
design elements have been found to enhance product attractiveness and perceived value,
leading to increased purchase intentions [29]. Furthermore, art-based interventions have
been shown to inspire pro-environmental actions and social change [30]. The effects of
art have been examined in diverse settings, including education, consumer behavior, and
healthcare, with implications for learning, healing, and social interactions [8,31]. Over-
all, the literature emphasizes the transformative nature of art as a means of engaging,
motivating, and influencing people in various settings.

Art plays a crucial role in enhancing guest experiences in hotels and other hospitality
settings, extending from the rooms to common areas like lobbies, restaurants, and bars.
Boutique and lifestyle hotels have particularly utilized this trend, focusing on incorporating
art into their design to reflect local or international culture [32]. By integrating local cultural
landmarks and artistic resources, hotels can offer innovative services that attract guest
attention and contribute to a unique hospitality experience. Collaboration between hotels
and artists creates authentic environments, showcasing a variety of artworks by established
artists and emerging talents [33]. The integration of art into the hospitality experience
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transforms some hotels into immersive art installations where guests actively engage with
the artistic environment, while art also serves as an additional entertainment factor [34]. It
is important to explore the underlying mechanisms and boundary conditions of the effects
of art in hospitality in order to improve the effectiveness of hospitality businesses, enhance
guests’ experience, and contribute to positive changes.

3. Hospitality Art Experience Model

A conceptual framework can be useful in understanding the nuanced effects of art on
guest experiences in hospitality settings. The Hospitality Art Experience Model, designed to
represent the complex relationships between various attributes of art, guest characteristics,
hotel characteristics, and outcomes, can serve as a guiding framework for understanding
and managing the effects of visual art in hospitality settings (Figure 1).
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Figure 1. Hospitality Art Experience Model.

Various attributes of visual art can serve as antecedents to guest experiences. These
attributes encompass the style, content, size, context, color palette, and thematic relevance
of artworks within hospitality spaces [8,9]. Content refers to the subject matter, themes,
and narratives depicted in artworks, while style encompasses the artistic techniques and
movements employed by artists. Color, quality, and size play crucial roles in shaping the
visual impact and aesthetic appeal of artworks, while placement and thematic relevance
influence their accessibility and resonance with guests. A range of hospitality business
outcomes are associated with guest attitudes and behavioral intentions, including willing-
ness to book, recommend, and promote the hotel or vacation rental. The perception of art
mediates the relationship between different art attributes and outcomes. Visual art has
been shown to capture guests’ attention, evoke emotional responses, shape attitudes and
perceptions, enhance satisfaction levels, influence behavioral intentions, and contribute to
the overall guests’ experience [10,11,18].

Several factors can moderate the relationships between visual art attributes and per-
ceptions of art. These moderators include socio-demographic characteristics such as age,
gender, income, or social status [35,36]. Personality traits and cultural differences can also
serve as important moderators in the relationship between different attributes of art and
guest outcomes in hospitality settings [37–39]. Individuals with different personality traits
may respond differently to various art attributes based on their psychological disposi-
tions. For example, individuals high in openness to experience may be more receptive
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to abstract and unconventional art styles, whereas those high in conscientiousness may
prefer representational and structured compositions. Similarly, cultural differences influ-
ence perceptions of art and aesthetic preferences, with individuals from different cultural
backgrounds exhibiting varying degrees of familiarity, appreciation, and interpretation of
art [40].

Factors such as familiarity with art, travel experience, and hotel characteristics (e.g.,
price, quality, ratings, and amenities), as well as the interrelationships between them, may
also moderate the effects of art on guest experiences. Hotel or vacation rental characteristics,
including price, service quality, ratings, amenities, and other factors, can also interact with
art perceptions in shaping attitudes toward the accommodation and behavioral intentions.
Hotel star ratings and accommodation infrastructure were found to have important effects
on guests’ attitudes [41]. For example, in upscale hotels or vacation rentals, the presence of
artwork may be perceived as a reflection of the exclusivity of the property, while in budget
accommodations, the perception of art will not have a significant impact on attitudes and
behavioral intentions compared to cleanliness, safety, and other factors [42]. At the same
time, in accommodations with a wide range of amenities and technological innovations,
visual art perceptions can be leveled out with the oversupply of other facilities, while
guests in accommodations lacking amenities may rely more heavily on the aesthetic appeal
of artwork perceptions in shaping their attitudes toward the property and behavioral
intentions [43]. Online reviews were also found to have the highest impact on guests’
attitudes and booking intentions [44].

The conceptual Hospitality Art Experience Model describes the relationships between
various visual art attributes, perceptions of art, and guests’ attitudes and behavioral inten-
tions, moderated by different guests’ and accommodations’ characteristics. It can provide
a comprehensive framework for understanding the effects of visual art in tourism and
hospitality. However, the model is not holistic and does not include the whole range of
factors affecting guests’ attitudes and behavioral intentions for conceptual clarity. Future
research is necessary to validate the model and explore the effects of visual art on guests’
attitudes and behavior.

4. Exploring the Effects of Visual Art on Guests’ Attitudes and Behavior

Exploring the effects of visual art and its attributes on guest experience and outcomes
in hospitality settings requires a multidisciplinary approach that incorporates various
research methods [45]. First, surveys offer an opportunity to collect self-reported data from
guests regarding their perceptions, preferences, and experiences with art in hospitality
settings [46–48]. By administering structured questionnaires, researchers can gather insights
into guests’ attitudes toward different art attributes, their emotional responses to artworks,
satisfaction levels, and behavioral intentions. In-depth interviews provide an opportunity
to explore guests’ experiences with art in greater depth and detail [47]. Through semi-
structured interviews, researchers can delve into guests’ motivations for engaging with art,
their interpretations of specific artworks, and how art influences their overall hospitality
experience. Interviews allow for a deeper understanding of guests’ subjective perceptions
and preferences regarding art, as well as insights into the contextual factors that shape
their responses.

The Experience Sampling Method (ESM) involves collecting real-time data on guests’
experiences and behaviors through repeated assessments at random or predetermined
intervals [49]. ESM can be particularly useful for capturing the dynamics of guests’ experi-
ences with art in hospitality settings, as it allows for the assessment of instant changes in
emotions, attention, and engagement.

Several discrete modeling techniques like conjoint analysis can serve as a powerful
method for understanding how guests value different attributes of art and their relative
importance in shaping guest preferences [50]. This method provides insights into the under-
lying preferences and priorities that drive guests’ choices in hospitality art environments.
However, only experimental research design offers a rigorous tool to isolate the effects
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of specific art attributes on guest outcomes by controlling for extraneous variables [51].
Through carefully designed experiments, researchers can manipulate various art stimuli
(e.g., content, style, and color) and assess their impact on attention, emotions, attitudes, and
behavioral intentions. The experimental approach enables researchers to establish causal
relationships between art attributes and guest responses, providing valuable insights into
the mechanisms underlying art’s effects in hospitality settings.

Advancements in technology have led to the development of emerging methods
for studying the effects of art on guest outcomes. Psychophysiological and neurological
measures, such as heart rate variability, skin conductance, or event-related potentials, can
provide objective indicators of guests’ emotional arousal and engagement with art [52–54].
Pupillometry, which involves measuring changes in pupil size, offers insights into cognitive
processing and attentional allocation in response to visual stimuli, while eye-tracking data
can be useful in measuring guests’ attention toward particular art attributes. Online testing
tools, such as time-on-task, click-through rates, A/B testing, etc., can be also used to assess
the impact of art-related content in hospitality contexts. In addition, emerging technologies
such as virtual reality (VR), augmented reality (AR), and artificial intelligence (AI) can
enhance the study of art in tourism and hospitality [55,56]. VR and AR platforms can create
immersive art experiences for guests, while AI algorithms can analyze guest feedback and
preferences to optimize art curation and placement in hospitality settings.

5. Conclusions and Future Research

The Hospitality Art Experience Model offers valuable insights into the use of art to
enhance guest experience and improve the effectiveness of hospitality businesses. A combi-
nation of survey methods, interviews, experience sampling, experiments, and emerging
technologies can be used to explore the effects of visual art and its attributes on guest
outcomes. Each method offers unique advantages, allowing researchers to gain a compre-
hensive understanding of the complex interplay between art and guest experiences.

The Hospitality Art Experience Model has significant implications for both academic
scholarship and industry practice. From an academic standpoint, the model contributes
to the advancement of knowledge by describing relationships between art attributes and
guest experiences. By providing a theoretical framework for analyzing and interpreting
the impact of art in hospitality environments, the model can serve as the groundwork for
future research endeavors aimed at exploring new avenues of inquiry and generating ac-
tionable insights for the hospitality industry. The conceptual model is not holistic and does
not include some previously described factors affecting guests’ attitudes and behavioral
intentions that are not directly related to the effects of visual art for the sake of conceptual
clarity. Future empirical studies should validate the reliability and validity of the model
and test the effects of additional factors on business and guest outcomes.

From a practical perspective, the proposed model offers valuable guidance for hos-
pitality managers, online travel agencies, peer-to-peer economy platforms, destination
marketing organizations, and other stakeholders. The model can be useful in hospitality
marketing and help strategically place visual artworks in rooms and lobbies aiming at
attracting attention, influencing guests’ attitudes, and encouraging booking intentions. Ho-
tels, hosts, and vacation rental managers can collaborate with local artists and art galleries
to display various artworks and evaluate their effects on business outcomes. By evalu-
ating the effects of various art attributes on guest perceptions and behaviors, hospitality
professionals can strategically curate art experiences to establish brand loyalty, increase
satisfaction, and cultivate emotional connections with their guests. Furthermore, the model
informs marketing strategies, experiential design initiatives, and destination branding
efforts, empowering stakeholders to leverage art as a strategic asset in motivating guests’
visitations and maximizing their experience.

Directions for future research in hospitality art encompass a range of avenues aimed at
deepening the understanding of the interplay between art attributes, guest experiences, and
outcomes centered on both business and guests. Some potential directions include further
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investigation into specific art attributes such as content, style, color, and placement that can
shed light on their differential effects on guest perceptions and behaviors. Experimental
and cross-sectional studies examining the impact of different art styles or thematic content
on guest outcomes could provide valuable insights for hospitality. Research focusing
on moderating factors, such as socio-demographic characteristics, familiarity with art,
and travel experience, can elucidate how individual differences influence the relationship
between art and guest experiences. Understanding how personality traits and cultural
differences moderate the effects of art attributes on guest outcomes can provide valuable
insights for hospitality professionals in designing art experiences that resonate with diverse
guest populations and develop unique propositions for each guest category. Understand-
ing these interaction effects can inform targeted marketing strategies and personalized
guest experiences.

Using emerging methodology from different disciplines will help to investigate the
relationships outlined in the model. Future studies can gather rich data on guests’ inter-
actions with art throughout their hospitality journey by using the Experience Sampling
Method and administering brief surveys via mobile devices. Lab and field experiments
should be conducted to explore the role of each art attribute in influencing guests’ attitudes
and behavioral intentions by controlling for the effects of other factors. As promising
directions for future research, psychophysiological and neuroimaging techniques can be
used to explore the effects of color, content, and other affective attributes, as well as guests’
attention, memory enhancement, emotional states, and other reactions to visual art objects
in hospitality settings.

Visual art also possesses the potential to influence guest-centered outcomes within hos-
pitality experiences, notably affecting guests’ well-being and personal transformation. Well-
being is related to positive emotional states, positive functioning, and self-fulfillment [57],
while the aesthetic experience of art has the potential to reduce stress, evoke positive
emotions, and increase mindfulness [58]. Tourism and hospitality aesthetic experiences
were found to bring positive changes to people’s beliefs, vision of self, and personality [59].
Encounters with art have also been shown to effectively challenge people’s perspectives
and worldviews [60]. Various art forms serve as instruments for fostering social interactions
with other people and better understanding themselves [61]. Future research can explore
the effects of visual art characteristics and moderation factors from the Hospitality Art
Experience Model on guests’ self-changes and personal transformation.

Longitudinal research designs could explore the temporal dynamics of guest expe-
riences with art over time, allowing for the assessment of how perceptions and attitudes
change with prolonged exposure. Such studies can provide insights into the long-term
effects of art on guest satisfaction, loyalty, and overall well-being. Furthermore, compara-
tive studies across different cultural contexts can reveal the cultural factors that influence
the interpretation and impact of art in hospitality settings. By examining cross-cultural
variations in guest feelings, attitudes, and behaviors, researchers can identify culturally
sensitive art strategies that resonate with diverse guest populations. Incorporating experi-
ential research methods such as ethnography, phenomenology, and participatory design
can provide deeper insights into the subjective experiences of guests with art in hospitality
settings. These qualitative approaches can capture the lived experiences and meaning-
making processes underlying guests’ interactions with art in hospitality settings. Overall,
in addition to the effects of art on guests’ emotions, attitudes, and behavioral intentions,
further research should investigate the underlying mechanisms and boundary conditions
of these effects in terms of enhancing guests’ well-being.

Funding: This research received no external funding.

Institutional Review Board Statement: Not applicable.

Informed Consent Statement: Not applicable.



Tour. Hosp. 2024, 5 445

Data Availability Statement: The original contributions presented in the study are included in the
article, further inquiries can be directed to the corresponding author.

Acknowledgments: ChatGPT (GPT-3.5) has been utilized for conducting grammar checks and
enhancing the writing style of this perspective paper.

Conflicts of Interest: The author declares no conflicts of interest.

References
1. Dissanayake, E. What Is Art for? University of Washington Press: Seattle, WA, USA, 2015. Available online: https://books.google.

com/books?hl=en&lr=&id=DvmACgAAQBAJ&oi=fnd&pg=PP1&dq=1.%09Dissanayake,+E.+What+Is+Art+for?+University+
of+Washington+Press:+2015.&ots=9LlzBvmW6a&sig=UGzfpYVJvFQFOEgfGofdHa9FY3I#v=onepage&q=1.%09Dissanayake,
%20E.%20What%20Is%20Art%25 (accessed on 8 April 2024).

2. Heidegger, M. The origin of the work of art. In Aesthetics; Routledge: New York, NY, USA, 2017; pp. 40–45.
3. Noy, P.; Noy-Sharav, D. Art and emotions. Int. J. Appl. Psychoanal. Stud. 2013, 10, 100–107. [CrossRef]
4. Bolwerk, A.; Mack-Andrick, J.; Lang, F.R.; Dörfler, A.; Maihöfner, C. How art changes your brain: Differential effects of visual art

production and cognitive art evaluation on functional brain connectivity. PLoS ONE 2014, 9, e101035. [CrossRef] [PubMed]
5. Sharp, J.; Pollock, V.; Paddison, R. Just art for a just city: Public art and social inclusion in urban regeneration. In Culture-Led

Urban Regeneration; Routledge: New York, NY, USA, 2020; pp. 156–178.
6. Grodach, C. Art spaces, public space, and the link to community development. Community Dev. J. 2010, 45, 474–493. [CrossRef]
7. Hagtvedt, H.; Patrick, V.M.; Hagtvedt, R. The perception and evaluation of visual art. Empir. Stud. Arts 2008, 26, 197–218.

[CrossRef]
8. Godovykh, M.; Baker, C. Hospitality art: A research note on the main factors affecting attractiveness of visual art in Airbnb

settings. J. Hosp. Tour. Manag. 2022, 51, 401–405. [CrossRef]
9. Chatterjee, A.; Widick, P.; Sternschein, R.; Smith, W.B.; Bromberger, B. The assessment of art attributes. Empir. Stud. Arts 2010, 28,

207–222. [CrossRef]
10. Leder, H.; Gerger, G.; Dressler, S.G.; Schabmann, A. How art is appreciated. Psychol. Aesthet. Creat. Arts 2012, 6, 2. [CrossRef]
11. Pelowski, M.; Markey, P.S.; Lauring, J.O.; Leder, H. Visualizing the impact of art: An update and comparison of current

psychological models of art experience. Front. Hum. Neurosci. 2016, 10, 160. [CrossRef] [PubMed]
12. Wang, T.C.; Tang, T.W.; Cheng, J.S. Art-oriented model of hotel service innovation. Int. J. Contemp. Hosp. Manag. 2018, 30, 160–177.

[CrossRef]
13. Dewey, J. Art as experience. In The Richness of Art Education; Brill: Leiden, The Netherlands, 2008; pp. 33–48.
14. Sigala, M. Scarecrows: An art exhibition at Domaine Sigalas inspiring transformational wine tourism experiences. Manag. Mark.

Wine Tour. Bus. Theory Pract. Cases 2019, 313–343. [CrossRef] [PubMed]
15. Sigala, M.; Rentschler, R. Developing a destination within a destination: The d’Arenberg cube, the iconic monument of experiences

that synergise wine, tourism and art. Wine Tour. Destin. Manag. Mark. Theory Cases 2019, 245–274. [CrossRef] [PubMed]
16. Cotter, K.N.; Fekete, A.; Silvia, P.J. Why do people visit art museums? Examining visitor motivations and visit outcomes. Empir.

Stud. Arts 2022, 40, 275–295. [CrossRef]
17. Reynolds, F. Art therapy after stroke: Evidence and a need for further research. Arts Psychother. 2012, 39, 239–244. [CrossRef]
18. Silvia, P.J. Emotional responses to art: From collation and arousal to cognition and emotion. Rev. Gen. Psychol. 2005, 9, 342–357.

[CrossRef]
19. Matravers, D. Art and Emotion; Oxford University Press: Oxford, UK, 2001.
20. Menninghaus, W.; Wagner, V.; Wassiliwizky, E.; Schindler, I.; Hanich, J.; Jacobsen, T.; Koelsch, S. What are aesthetic emotions?

Psychol. Rev. 2019, 126, 171–195. [CrossRef] [PubMed]
21. Keltner, D.; Haidt, J. Approaching awe, a moral, spiritual, and aesthetic emotion. Cogn. Emot. 2003, 17, 297–314. [CrossRef]

[PubMed]
22. Hjort, M.; Laver, S. Emotion and the Arts; Oxford University Press: Oxfrod, UK, 1997.
23. Vessel, E.A.; Starr, G.G.; Rubin, N. Art reaches within: Aesthetic experience, the self and the default mode network. Front.

Neurosci. 2013, 7, 52124. [CrossRef] [PubMed]
24. Nadal, M. The experience of art: Insights from neuroimaging. Prog. Brain Res. 2013, 204, 135–158. [PubMed]
25. Boccia, M.; Barbetti, S.; Piccardi, L.; Guariglia, C.; Ferlazzo, F.; Giannini, A.M.; Zaidel, D.W. Where does brain neural activation in

aesthetic responses to visual art occur? Meta-analytic evidence from neuroimaging studies. Neurosci. Biobehav. Rev. 2016, 60,
65–71. [CrossRef] [PubMed]

26. Petty, R.E.; Brinol, P. The elaboration likelihood model. Handb. Theor. Soc. Psychol. 2011, 1, 224–245.
27. Hagtvedt, H.; Patrick, V.M. Art infusion: The influence of visual art on the perception and evaluation of consumer products.

J. Mark. Res. 2008, 45, 379–389. [CrossRef]
28. Tao, S.P. Personality, motivation, and behavioral intentions in the experiential consumption of artworks. Soc. Behav. Personal. Int.

J. 2013, 41, 1533–1546. [CrossRef]
29. Holbrook, M.B.; Hirschman, E.C. The experiential aspects of consumption: Consumer fantasies, feelings, and fun. J. Consum. Res.

1982, 9, 132–140. [CrossRef]

https://books.google.com/books?hl=en&lr=&id=DvmACgAAQBAJ&oi=fnd&pg=PP1&dq=1.%09Dissanayake,+E.+What+Is+Art+for?+University+of+Washington+Press:+2015.&ots=9LlzBvmW6a&sig=UGzfpYVJvFQFOEgfGofdHa9FY3I#v=onepage&q=1.%09Dissanayake,%20E.%20What%20Is%20Art%25
https://books.google.com/books?hl=en&lr=&id=DvmACgAAQBAJ&oi=fnd&pg=PP1&dq=1.%09Dissanayake,+E.+What+Is+Art+for?+University+of+Washington+Press:+2015.&ots=9LlzBvmW6a&sig=UGzfpYVJvFQFOEgfGofdHa9FY3I#v=onepage&q=1.%09Dissanayake,%20E.%20What%20Is%20Art%25
https://books.google.com/books?hl=en&lr=&id=DvmACgAAQBAJ&oi=fnd&pg=PP1&dq=1.%09Dissanayake,+E.+What+Is+Art+for?+University+of+Washington+Press:+2015.&ots=9LlzBvmW6a&sig=UGzfpYVJvFQFOEgfGofdHa9FY3I#v=onepage&q=1.%09Dissanayake,%20E.%20What%20Is%20Art%25
https://books.google.com/books?hl=en&lr=&id=DvmACgAAQBAJ&oi=fnd&pg=PP1&dq=1.%09Dissanayake,+E.+What+Is+Art+for?+University+of+Washington+Press:+2015.&ots=9LlzBvmW6a&sig=UGzfpYVJvFQFOEgfGofdHa9FY3I#v=onepage&q=1.%09Dissanayake,%20E.%20What%20Is%20Art%25
https://doi.org/10.1002/aps.1352
https://doi.org/10.1371/journal.pone.0101035
https://www.ncbi.nlm.nih.gov/pubmed/24983951
https://doi.org/10.1093/cdj/bsp018
https://doi.org/10.2190/EM.26.2.d
https://doi.org/10.1016/j.jhtm.2022.04.014
https://doi.org/10.2190/EM.28.2.f
https://doi.org/10.1037/a0026396
https://doi.org/10.3389/fnhum.2016.00160
https://www.ncbi.nlm.nih.gov/pubmed/27199697
https://doi.org/10.1108/IJCHM-02-2016-0059
https://doi.org/10.1007/978-3-319-75462-8_16
https://www.ncbi.nlm.nih.gov/pubmed/38482466
https://doi.org/10.1007/978-3-030-00437-8_16
https://www.ncbi.nlm.nih.gov/pubmed/38482466
https://doi.org/10.1177/02762374211011740
https://doi.org/10.1016/j.aip.2012.03.006
https://doi.org/10.1037/1089-2680.9.4.342
https://doi.org/10.1037/rev0000135
https://www.ncbi.nlm.nih.gov/pubmed/30802122
https://doi.org/10.1080/02699930302297
https://www.ncbi.nlm.nih.gov/pubmed/29715721
https://doi.org/10.3389/fnins.2013.00258
https://www.ncbi.nlm.nih.gov/pubmed/24415994
https://www.ncbi.nlm.nih.gov/pubmed/24041322
https://doi.org/10.1016/j.neubiorev.2015.09.009
https://www.ncbi.nlm.nih.gov/pubmed/26619805
https://doi.org/10.1509/jmkr.45.3.379
https://doi.org/10.2224/sbp.2013.41.9.1533
https://doi.org/10.1086/208906


Tour. Hosp. 2024, 5 446

30. Marks, M.; Chandler, L.; Baldwin, C. Re-imagining the environment: Using an environmental art festival to encourage pro-
environmental behaviour and a sense of place. Local Environ. 2016, 21, 310–329. [CrossRef]

31. Estrada-Gonzalez, V.; East, S.; Garbutt, M.; Spehar, B. Viewing art in different contexts. Front. Psychol. 2020, 11, 510712. [CrossRef]
[PubMed]

32. Khosravi, S.; Malek, A.; Ekiz, E.H. Why Tourists Are Attracted to Boutique Hotels: Case of Penang Island, Malaysia. J. Hosp. Tour.
2014, 12, 26–41.

33. Floricic, T. Art inspired hotels-competitiveness context and market positioning. Econ. Soc. Dev. Book Proc. 2020, 10–25.
Available online: https://www.researchgate.net/profile/Marija-Iles/publication/356186962_THE_IMPACT_OF_FISCAL_
AUTONOMY_ON_REGIONAL_DEVELOPMENT_IN_THE_REPUBLIC_OF_CROATIA/links/618fa04d07be5f31b776c276
/THE-IMPACT-OF-FISCAL-AUTONOMY-ON-REGIONAL-DEVELOPMENT-IN-THE-REPUBLIC-O (accessed on 8 April 2024).

34. Strannegård, L.; Strannegård, M. Works of art: Aesthetic ambitions in design hotels. Ann. Tour. Res. 2012, 39, 1995–2012.
[CrossRef]

35. Makanyeza, C.; Svotwa, T.D.; Jaiyeoba, O. The effect of consumer rights awareness on attitude and purchase intention in the hotel
industry: Moderating role of demographic characteristics. Cogent Bus. Manag. 2021, 8, 1898301. [CrossRef]

36. Kung’u, S.K.; Muiruri, J.N.; Makori, A.; Mapelu, I. Moderating Influence of Socio-Demographic Factors on the Relationship
between Social Media Applications and Guests’ Choice of Fine Dining Restaurants. Int. J. Appl. Sci. Tour. Events 2022, 6, 24–30.
[CrossRef]

37. Jani, D.; Han, H. Influence of environmental stimuli on hotel customer emotional loyalty response: Testing the moderating effect
of the big five personality factors. Int. J. Hosp. Manag. 2015, 44, 48–57. [CrossRef]

38. Bujisic, M.; Bilgihan, A.; Smith, S. Relationship between guest experience, personality characteristics, and satisfaction: Moderating
effect of extraversion and openness to experience. Tour. Anal. 2015, 20, 25–38. [CrossRef]

39. Godovykh, M.; Tasci, A.D. Developing and validating a scale to measure tourists’ personality change after transformative travel
experiences. Leis. Sci. 2022, 1–19. [CrossRef]

40. Qi, X.; Shi, D.; Huang, Z.; Chang, W. Fostering customer loyalty across countries in hospitality and tourism: A meta-analysis of
cultural values as moderators. Int. J. Contemp. Hosp. Manag. 2023, 35, 1602–1619. [CrossRef]

41. Nunkoo, R.; Teeroovengadum, V.; Ringle, C.M.; Sunnassee, V. Service quality and customer satisfaction: The moderating effects
of hotel star rating. Int. J. Hosp. Manag. 2020, 91, 102414. [CrossRef]

42. Hsu, C.H.; Oh, H.; Assaf, A.G. A customer-based brand equity model for upscale hotels. J. Travel Res. 2012, 51, 81–93. [CrossRef]
43. Bilgihan, A.; Smith, S.; Ricci, P.; Bujisic, M. Hotel guest preferences of in-room technology amenities. J. Hosp. Tour. Technol. 2016, 7,

118–134. [CrossRef]
44. Phillips, P.; Barnes, S.; Zigan, K.; Schegg, R. Understanding the impact of online reviews on hotel performance: An empirical

analysis. J. Travel Res. 2017, 56, 235–249. [CrossRef]
45. Godovykh, M.; Tasci, A.D. Customer experience in tourism: A review of definitions, components, and measurements. Tour.

Manag. Perspect. 2020, 35, 100694. [CrossRef]
46. Brunt, P.; Semley, N.; Horner, S. Research Methods in Tourism, Hospitality and Events Management; Sage Publications: London,

UK, 2017.
47. Nunkoo, R. (Ed.) Handbook of Research Methods for Tourism and Hospitality Management; Edward Elgar Publishing: Cheltenham,

UK, 2018.
48. Godovykh, M.; Tasci, A.D. Satisfaction vs experienced utility: Current issues and opportunities. Curr. Issues Tour. 2020, 23,

2273–2282. [CrossRef]
49. Csikszentmihalyi, M.; Larson, R. Validity and reliability of the experience-sampling method. J. Nerv. Ment. Dis. 1987, 175, 526–536.

[CrossRef] [PubMed]
50. Rao, V.R. Applied Conjoint Analysis; Springer: New York, NY, USA, 2014.
51. Fong, L.H.N.; Law, R.; Tang, C.M.F.; Yap, M.H.T. Experimental research in hospitality and tourism: A critical review. Int. J.

Contemp. Hosp. Manag. 2016, 28, 246–266. [CrossRef]
52. Godovykh, M. Measuring affective components of customer experience: Conceptual and methodological issues. In Contemporary

Approaches Studying Customer Experience in Tourism Research; Emerald Publishing Limited: Leads, UK, 2022; pp. 89–105.
53. Luck, S.J. An Introduction to the Event-Related Potential Technique; MIT Press: Cambridge, MA, USA, 2014.
54. Stern, R.M.; Ray, W.J.; Quigley, K.S. Psychophysiological Recording; Oxford University Press: New York, NY, USA, 2001.
55. Nayyar, A.; Mahapatra, B.; Le, D.; Suseendran, G. Virtual Reality (VR) & Augmented Reality (AR) technologies for tourism and

hospitality industry. Int. J. Eng. Technol. 2018, 7, 156–160.
56. Godovykh, M.; Baker, C.; Fyall, A. VR in tourism: A new call for virtual tourism experience amid and after the COVID-19

pandemic. Tour. Hosp. 2022, 3, 265–275. [CrossRef]
57. Godovykh, M.; Ridderstaat, J.; Fyall, A. The well-being impacts of tourism: Long-term and short-term effects of tourism

development on residents’ happiness. Tour. Econ. 2023, 29, 137–156. [CrossRef]
58. Mastandrea, S.; Fagioli, S.; Biasi, V. Art and psychological well-being: Linking the brain to the aesthetic emotion. Front. Psychol.

2019, 10, 430007. [CrossRef] [PubMed]
59. Godovykh, M. Transformative experiences in tourism: Where, when, with whom, and how does tourists’ transformation occur?

Front. Sustain. Tour. 2024, 3, 1377844. [CrossRef]

https://doi.org/10.1080/13549839.2014.958984
https://doi.org/10.3389/fpsyg.2020.00569
https://www.ncbi.nlm.nih.gov/pubmed/32300320
https://www.researchgate.net/profile/Marija-Iles/publication/356186962_THE_IMPACT_OF_FISCAL_AUTONOMY_ON_REGIONAL_DEVELOPMENT_IN_THE_REPUBLIC_OF_CROATIA/links/618fa04d07be5f31b776c276/THE-IMPACT-OF-FISCAL-AUTONOMY-ON-REGIONAL-DEVELOPMENT-IN-THE-REPUBLIC-O
https://www.researchgate.net/profile/Marija-Iles/publication/356186962_THE_IMPACT_OF_FISCAL_AUTONOMY_ON_REGIONAL_DEVELOPMENT_IN_THE_REPUBLIC_OF_CROATIA/links/618fa04d07be5f31b776c276/THE-IMPACT-OF-FISCAL-AUTONOMY-ON-REGIONAL-DEVELOPMENT-IN-THE-REPUBLIC-O
https://www.researchgate.net/profile/Marija-Iles/publication/356186962_THE_IMPACT_OF_FISCAL_AUTONOMY_ON_REGIONAL_DEVELOPMENT_IN_THE_REPUBLIC_OF_CROATIA/links/618fa04d07be5f31b776c276/THE-IMPACT-OF-FISCAL-AUTONOMY-ON-REGIONAL-DEVELOPMENT-IN-THE-REPUBLIC-O
https://doi.org/10.1016/j.annals.2012.06.006
https://doi.org/10.1080/23311975.2021.1898301
https://doi.org/10.31940/ijaste.v6i1.24-30
https://doi.org/10.1016/j.ijhm.2014.10.006
https://doi.org/10.3727/108354215X14205687167509
https://doi.org/10.1080/01490400.2022.2060882
https://doi.org/10.1108/IJCHM-04-2022-0496
https://doi.org/10.1016/j.ijhm.2019.102414
https://doi.org/10.1177/0047287510394195
https://doi.org/10.1108/JHTT-02-2016-0008
https://doi.org/10.1177/0047287516636481
https://doi.org/10.1016/j.tmp.2020.100694
https://doi.org/10.1080/13683500.2020.1769573
https://doi.org/10.1097/00005053-198709000-00004
https://www.ncbi.nlm.nih.gov/pubmed/3655778
https://doi.org/10.1108/IJCHM-10-2014-0506
https://doi.org/10.3390/tourhosp3010018
https://doi.org/10.1177/13548166211041227
https://doi.org/10.3389/fpsyg.2019.00739
https://www.ncbi.nlm.nih.gov/pubmed/31019480
https://doi.org/10.3389/frsut.2024.1377844


Tour. Hosp. 2024, 5 447

60. Sigala, M. Managing and marketing wine destinations with and through art: A framework for designing wine experiences. Wine
Tour. Destin. Manag. Mark. Theory Cases 2019, 221–243. [CrossRef] [PubMed]

61. Simeone, L.; Secundo, G.; Schiuma, G. Arts and design as translational mechanisms for academic entrepreneurship: The metaLAB
at Harvard case study. J. Bus. Res. 2018, 85, 434–443. [CrossRef]

Disclaimer/Publisher’s Note: The statements, opinions and data contained in all publications are solely those of the individual
author(s) and contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s) disclaim responsibility for any injury to
people or property resulting from any ideas, methods, instructions or products referred to in the content.

https://doi.org/10.1007/978-3-030-00437-8_15
https://www.ncbi.nlm.nih.gov/pubmed/38567201
https://doi.org/10.1016/j.jbusres.2017.10.021

	Introduction 
	The Effects of Art 
	Hospitality Art Experience Model 
	Exploring the Effects of Visual Art on Guests’ Attitudes and Behavior 
	Conclusions and Future Research 
	References

