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Abstract: This research aims to examine the structural relationships between the dimensions 

of workation attachment, workationer power, the dimensions of workation relationship quality, 

and workation intention. It demonstrates that the proposed model aligns well with the collected 

data based on a convenience sample comprising 494 workationers in Bangkok using structural 

equation modeling. The analysis outcomes contribute to the tourism marketing theory by 

providing additional insights into the dimensions of workation attachment, workationer power, 

the dimensions of workation relationship quality, and workation intention. The findings from 

this study can aid workation managers in formulating and executing market-oriented service 

strategies to enhance the dimensions of workation attachment, workationer power, and 

workation relationship quality and foster workation intention. 
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1. Introduction 

Since the outbreak of COVID-19, “workation” has been becoming increasingly 
a new type of remote work, which plays an important role in increasing digitalization 
and flexibilization of work (Voll et al., 2023). Vogl and Micek (2023) define 
workation as an amalgamation of work and vacation. This concept is characterized as 
a hybrid form of vacation (Werther, 2021) emerging at the crossroads of work and 
leisure (Voll et al., 2023), typically occurring in tourist destinations with well-
developed infrastructure (Werther, 2021). Workation is also considered to work not 
only at a typical vacation destination but also from a hotel, apartment, Airbnb, or 
cottage (Voll et al., 2023). Likewise, workation is seen as a work style that involves 
staying in a resort area and working at a local coworking space on a weekly or monthly 
basis (Matsushita, 2021). It is an increasing trend that is increasingly focused after a 
lockdown is lifted (Gowtham and Vinitha, 2022). Behavioral intention is dependent 
on subjective norms, perceived behavioral control, and attitude (Ajzen, 1985). It is 
related to a workationer’s willingness to go on workation. It is also related to 
workationers’ actual behavior, displaying a high correlation between workationers’ 
intentions and their actual behavior. Accordingly, investigation drivers of 
workationers’ workation intention may play an important role in predicting their actual 
behaviors in terms of the notion that workation intention is a variable that can be used 
to predict their future behaviors (Quelette and Wood, 1998; Voll et al., 2023). 

Place attachment is considered a multi-dimensional construct consisting of place 
expectation, place social bonding, place memory, place identity, place dependence, 
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and place affect (Chen et al., 2014b; Huang et al., 2022). In addition, it can bring 
benefits for workationers and contribute to their activities while working on holiday. 
Therefore, the processes of place attachment are impacted and experienced not only 
by workationers, but also by their wider communities (Bassyiouny and Wilkesmann, 
2023; Florek, 2011). Recently, several researchers (Matsushita, 2021; Shin et al., 
2023; Zhang et al., 2022) have considered the concept of workation attachment as a 
way to extend the scope of place attachment. Workation attachment is an emotional 
bond or an affective relationship between workationes and their workation 
(Bassyiouny and Wilkesmann, 2023; Han et al., 2019; Shin et al., 2023). However, 
there has been little research on identifying or developing the dimensions of workation 
attachment, including workation expectation, workation social bonding, workation 
memory, workation identity, workation dependence, and workation affect. 

Perceptions of consumer power influence the workationer’s value-creation 
behaviors in which he or she engages in the workation job (Lee and Kim, 2019). 
Although consumer power boosts in the hands of the individual workationer based on 
the types of workation jobs provided and the places where they go to workation, few 
empirical studies focus on workationers from competing perspectives of power 
(Denegri‐Knott et al., 2006; Perkins and Grace, 2009; Voll et al., 2023). In this study, 
workationer power focuses on the psychological experience of power—a sense of 
power workationers have possessed while going on workation (Bassyiouny and 
Wilkesmann, 2023; Fan and Jia, 2023). The dimensions of place attachment represent 
an important emotional, cognitive, and functional role in influencing consumer power 
(Fan and Jia, 2023; Reitsamer and Brunner-Sperdin, 2021). To the best of our 
knowledge, there is little research to justify the effects of the dimensions of workation 
attachment on workationer power in the context of workation. 

Relationship quality consists of satisfaction, trust, and commitment (Tsao and 
Hsieh, 2012). Equity plays an important role in forming one of the dimensions of 
relationship quality (Waldron and Kelley, 2008; Williams, 2017). Relationship quality 
is a dynamic construct that tends to focus on the interaction between workationers and 
their work (Bassyiouny and Wilkesmann, 2023; Roberts et al., 2003; Shin et al., 2023). 
Workation influences relationship satisfaction, trust, commitment, and equity 
(Aborumman et al., 2011; Tsao and Hsieh, 2012; Voll et al., 2023; Williams, 2017). 
Satisfaction, trust, equity, and commitment are the main bases for perceived workation 
relationship quality (Bassyiouny and Wilkesmann, 2023; Moliner et al., 2007; 
Williams, 2017). However, little research focuses on the dimensions of relationship 
quality from the perspective of workation. Namely, workation relationship quality, 
including workation satisfaction, workation trust, workation equity, and workation 
commitment, has received very little attention in the context of workation. 

According to Hunter and Garnefeld (2008), consumer power plays a role in 
increasing satisfaction. Equity is considered an antecedent variable for both 
satisfaction and trust (Olsen and Johnson, 2003). Tourists who have more trust in tour 
guide services will be inclined to feel satisfied to shop during the tour activities 
(Chang, 2014). Satisfaction, trust, and equity are considered drivers of commitment 
(Erciş et al., 2012; Šerić et al., 2018). However, there is little work investigating the 
relationships among workation satisfaction, workation trust, workation equity, and 
workation commitment in terms of the existing research. 
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Yoshida (2021) proposes that workation is heavily influenced by people’s 
behavioral intentions. Matsushita (2022) shows that workation plays a critical role in 
influencing tourists’ behavioral intentions to change their work style. Paul and Roy 
(2023) present that workation may always result in tourists’ behavioral intentions. 
Although investigators have found workation which is related to tourists’ behavioral 
intentions, few studies have examined workation intention from workationers’ 
perspectives. Rather et al. (2019) describe that commitment has been found to 
influence the development of people’s behavioral intentions. However, the effect of 
workation commitment on workation intention remains sparse based on the existing 
literature. 

While previous research has focused on examining the relevant dimensions of 
place attachment (place expectation, place social bonding, place memory, place 
identity, place dependence, and place affect), consumer power, the dimensions of 
relationship quality (satisfaction, trust, equity, and commitment), and behavioral 
intention, very few studies concentrate on them from the workationer’s perspective 
while working on holiday. Bassyiouny and Wilkesmann (2023) believe that using the 
workationer term is helpful to cover up people who determine to work away from 
home for dual (leisure and business) purposes but do not behave or identify themselves 
as digital nomads. In general, workationers are considered well-paid and highly skilled 
professionals who perform the same job in different environments; therefore, they 
remain in labor markets like migrant tourism workers (Bassyiouny and Wilkesmann, 
2023). As a consequence, this paper attempts to fill the research gap and proposes 12 
new and novel constructs, namely, the dimensions of workation attachment (workation 
expectation, workation social bonding, workation memory, workation identity, 
workation dependence, and workation affect), workationer power, the dimensions of 
workation relationship quality (workation satisfaction, workation trust, workation 
equity, and workation commitment), and workation intention, in addition to examining 
their relationships. A better understanding of these relationships can provide travel 
managers with insights into knowing how workationers become attached to their 
workation and their intention to go on workation in order to strengthen their workation 
power and relationship quality from their perspectives. 

This research contributes to both academic and managerial perspectives in the 
fields of workation management and marketing. It offers fresh insights into the factors 
that workationers deem significant when evaluating workation attachment 
dimensions. Moreover, it explores the influence of workationer power on the 
dimensions of workation relationship quality, ultimately shaping workation intentions. 
Notably, this study introduces a novel conceptual research model that synthesizes the 
dimensions of workation attachment, workationer power, the dimensions of workation 
relationship quality, and workation intention within a cohesive path model. Unlike 
previous studies, this approach provides a comprehensive understanding of 
workationer experiences. The findings can empower tourism marketers and 
administrators by offering valuable information for the development and 
implementation of service marketing strategies, ensuring a high-quality workation 
experience for workationers. 
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2. Literature review and hypothesis development 

2.1. Place attachment 

Place attachment is referred to as individuals’ feelings of comfort, from which 
they can benefit from their living places (Brown et al., 2023). It is related to 
community members’s participation and their sustainable behavior (Pol and 
Castrechini, 2002). According to several researchers (Bowlby, 1980; Brown and 
Raymond, 2007; Jorgenson and Stedman, 2001), place attachment is defined as an 
emotional relationship between people and their environments, which is a basic human 
demand for security. Chen et al. (2014b) and Huang et al. (2022) consider place 
attachment as a multi-dimensional construct comprising place expectation, place 
social bonding, place memory, place identity, place dependence, and place affect. 
Place expectation is defined as how much the future experiences perceived by people 
are likely to take place in a place (Chen et al., 2014a). It is about people’s experiences 
rather than the evaluation of the place (Chen and Dwyer, 2018). Place social bonding 
is referred to as the strength of social relations between people and their emotional 
connections in terms of shared experiences, interests, and concerns (Raymond et al., 
2010; Scannell and Gifford, 2010; Wahyudie et al., 2021). It is a symbol representing 
a social group of people within a place (Ramkissoon et al., 2012). Place memory is 
referred to as how strongly the memories of stories perceived by people are related to 
a place (Milligan, 1998). It focuses on the retrieved memory reflecting people’s 
attachment to a place based on their experiences (Dwyer et al., 2019). Place identity 
is referred to as a system of references about the definition of a particular place over 
time (Woods, 2006). It is considered one important aspect that is able to assist people 
in defining their social identity (Chen et al., 2014b). Place dependence is referred to 
as functional attachment to a place (Stokols and Shumaker, 1981). It is the perceived 
strength of the bond between people and places (Lu et al., 2022). Place affect is defined 
as the emotional bond people share with environmental settings (Ramkissoon, 2016), 
the fosterage of psychological restorativeness (Ramkissoon, 2020), and a good feeling 
factor (Ramkissoon, 2021). It is considered a positive emotion and feeling that people 
develop with particular places (Brocato, 2006). 

2.2. Workation attachment 

Workation is considered one of the great opportunities of remote work (Hagen, 
2016). It is a vacation stay combined with additional work phases (Werther, 2021). 
Place attachment arises and transforms a place into someone’s home or place as a 
function of experience. In this sense, these movements of mobile work are 
transforming places into workplaces (Matsushita, 2022). New workplaces have the 
potential to improve tourists’ place attachment (Lange et al., 2022). In general, tourists 
develop place attachment by savoring their workation experiences supported by the 
‘broaden-and-build’ processes (Yan and Halpenny, 2022). Lee and Jeong (2021) 
suggest that workation is a direct determinant of place attachment. The concept of 
place attachment also seeks to explain differences in behavior among workationers 
doing work-related activities and enjoying exotic or foreign tourist destinations 
substantially depending on the acceptance of the employer's decision to loosen control 
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and physical presence at the office (Bassyiouny and Wilkesmann, 2023; Nouza et al., 
2018). 

This study proposes the concept of workation attachment as a way to extend the 
scope of place attachment. Adapted from several researchers (Bassyiouny and 
Wilkesmann, 2023; Chen et al., 2014b; Huang et al., 2022), this study focuses on six 
dimensions of workation attachment: workation expectation, workation social 
bonding, workation memory, workation identity, workation dependence, and 
workation affect. Referring to several studies (Hidalgo and Hernandez, 2001; Moore 
and Graefe, 1994; Voll et al., 2023), the workation attachment in this paper is defined 
as the development of an affective relationship between workationers and workations. 
Workation expectation is defined as workationers’ future cognitive experiences that 
are assumed to take place somewhere in the future based on long-term expectancies 
between workationers and the location, which are influenced by a few characteristics 
of working on holiday (Chen et al., 2014a; Zakaria and Yuserrie, 2021; Voll et al., 
2023). It is about a workationer’s experiences as opposed to the evaluation of the 
workation (Bassyiouny and Wilkesmann, 2023; Chen and Dwyer, 2018). Workation 
social bonding refers to the emotional reflection or affective relationship between 
workationers and workations (Almuzaini, 2017; Voll et al., 2023). It plays a key role 
in focusing on workationers’ experiences originating from social interactions through 
workations (Scannell and Gifford, 2010; Voll et al., 2023). Workation memory is 
referred to as memories of workationers’ interactions with workations (Chen et al., 
2015; Voll et al., 2023). It is kept in and related to work as a trace and memory 
(Bassyiouny and Wilkesmann, 2023; Park and Sung, 2012). Workation identity refers 
to the workation attributes contributing to a workationer’s self-concept (Voll et al., 
2023; Wahyudie et al., 2021). It is related to the meanings and perceptions held in 
workationers’ minds in relation to their workations (Bassyiouny and Wilkesmann, 
2023; Ujang, 2012). Workation dependence is referred to as workationers’ strong 
perceptions of the relationship between themselves and their workations (Stokols and 
Shumarker, 1981; Voll et al., 2023). It is conceptualized by a workationer’s positive 
evaluations of workations to offer necessary amenities to satisfy his or her demands 
(Stokols and Shumacker, 1981; Voll et al., 2023; Williams et al., 1992). Workation 
affect is referred to as the emotional relationship workationers develop with 
environmental settings (Bassyiouny and Wilkesmann, 2023; Halpenny, 2010) by 
establishing their sentiments about the workation (Tuan, 1977; Voll et al., 2023). The 
emotional relationship plays a crucial role in workationers and their workations 
(Altman and Low, 1992; Voll et al., 2023) and it has been found that workation affect 
can stand independently in the dimensional structure of workation attachment in work-
related activities combining with vacation (Bassyiouny and Wilkesmann, 2023; 
Ramkissoon et al., 2013; Yuksel et al., 2010). Based on the aforementioned review, 
the dimensions of workation attachment (workation expectation, workation social 
bonding, workation memory, workation identity, workation dependence, and 
workation affect) remain sparse in the tourism industry. 
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2.3. Workationer power 

Consumer power is referred to as the effect of a customer’s perceived ability on 
an organization and, in the recovery process, in a way that he or she will find 
advantageous (Grégoire et al., 2010). Such power may come from various sources 
(e.g., French Jr. and Raven, 1959), such as information access, threats generated by 
one’s ability, and the creation of interdependencies through the provision of business 
(Grégoire et al., 2010). Power can be an important attribute in vacationer relationships 
(Mitchell et al., 1997). The power of consumers’ attitudes, including value, concern, 
and knowledge, may play a critical role in predicting workationers’ workation 
intentions. (Li and Wu, 2020; Voll et al., 2023). Understanding the power relationships 
between workationers helps to improve their workation and its characteristics, and 
how it is managed now and in the future (Bassyiouny and Wilkesmann, 2023; Hazra 
et al., 2017). Bassyiouny and Wilkesmann (2023) and Grbac and Milohanovic (2008) 
show that the great consumer power in the workationers’ world quality is the priority 
that is required to fulfill. To better understand power structure and distribution, this 
paper extends and redefines customer power by exploring the concept of workationer 
power in workations. This paper attempts to apply the concept of consumer power to 
vacation power. Referring to several studies (Portuese, 2006; Lv et al., 2008; Voll et 
al., 2023), the workation power in this paper is defined as the relationship between 
workationers and workation and the workationer’s ability to understand, control, and 
potentially change his or her workation. The workationer power in this study focuses 
on a workationer’s psychological experience of power, namely, a sense of power he 
or she has while going on workation (Fan and Jia, 2023; Voll et al., 2023). 

The dimensions of people’s perceived place attachment positively influence 
consumer power (Horakova et al., 2022). Consumers’ emotional attachment 
dimensions play an important role in increasing the power that bonds consumers with 
the organization (Qadri et al., 2020). The dimensions of place attachment are intrinsic 
to human conditions and determinants of consumer power (Diener and Hagen, 2022). 
The dimensions of place attachment can change the nature of consumer power, which 
plays a key role in ensuring the success of relationship building (Fletcher, 2003; Zhe 
et al., 2023). Therefore, it is expected that the dimensions of workation attachment 
contribute to workationer power as follows: 

H1: Workation expectation (H1a), workation social bonding (H1b), workation 
memory (H1c), workation identity (H1d), workation dependence (H1e), and 
workation affect (H1f) positively influence workationer power. 

2.4. Relationship quality 

Relationship quality is defined as the excellence of the interaction between a 
customer and a supplier (Gummesson, 1987). Broadly speaking, relationship quality 
is a multi-dimensional construct encompassing dimensions such as satisfaction, trust, 
and commitment, as acknowledged by various scholars (Beatson et al., 2008; Chung 
and Shin, 2010; Tsao and Hsieh, 2012; Ulaga and Eggert, 2006). Waldron and Kelley 
(2008) and Williams (2017) propose that equity is an important dimension of 
relationship quality because it is a critical variable considered as a commitment to 
ensure that every person receives what he or she needs to succeed. Equity is becoming 
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increasingly important and attracting increasing interest to focus on its effective 
measurement in the tourism field (Frias et al., 2020). Therefore, based on the review 
above, this paper proposes that relationship quality is made up of satisfaction, trust, 
equity, and commitment. First, satisfaction is defined as satisfaction with products or 
services provided by organizations and is related to particular purchased products or 
services (Öztürk, 2015). In general, satisfaction is an overall assessment of the 
consumption experience (Johnson et al., 1995; Oliver, 1997). Second, trust refers to 
an expectation that is associated with the agent’s decision to act (Dumouchel, 2005). 
It is a conception deeply combined with satisfaction; therefore, trustful people attempt 
to display their high levels of attainment regardless of the concept (Jebbouri et al., 
2022). Third, equity is defined as the overall assessment of whether an individual is 
receiving equal and relative gains from the relationship (Walster et al., 1978). Swan 
and Mercer (1982) indicate that equity focuses on the bond between the marketer’s 
and the customer’s net gains, which strike a balance. Fourth, commitment is referred 
to as a lasting desire or intention to develop and keep a stable relationship (Sargeant 
and Woodliffe, 2007). It is considered a necessary component to form a successful 
long-term relationship (Walter et al., 2000). In general, people prefer to improve and 
maintain an emotional relationship with the product and/or service that makes people 
feel warm and enjoyable. Meanwhile, people with high product and/or service 
commitment would have a stronger affective attachment to the product and/or service 
(Sarkar et al., 2012). 

2.5. Workation relationship quality 

Workation is related to increased levels of relationship quality (Leutwiler-Lee et 
al., 2023; Shin et al., 2023). Relationship quality plays a crucial role in enhancing 
workationers’ perceptions of workations (Bassyiouny and Wilkesmann, 2023; Lai, 
2014). Workation with relationship quality may be impacted by the quality of the 
workation that workationers experience (Bassyiouny and Wilkesmann, 2023; Lai, 
2014). Higher relationship quality is related to positive workationer-work relationship 
quality (Bassyiouny and Wilkesmann, 2023; Loureiro et al., 2021). Based on the 
aforementioned review, therefore, we consider relationship quality to be a major factor 
influencing workation. Referring to several researchers (Bassyiouny and Wilkesmann, 
2023; Shin et al., 2023; Skarmeas and Robson, 2008), the workation relationship 
quality in this paper is defined as a workationer’s perception of lower levels of conflict 
in the workationer-work relationship and greater levels of satisfaction with, trust in, 
commitment to, and equity in the workation. In this paper, workation relationship 
quality is conceptualized and operationalized as a rich and multi-dimensional 
construct consisting of workation satisfaction, workation trust, workation 
commitment, and workation equity (Bassyiouny and Wilkesmann, 2023; Beatson et 
al., 2008; Frias et al., 2020; Tsao and Hsieh, 2012). First, workation satisfaction is 
referred to as a workationer’s perception of the performance of the workation related 
to his or her expectations (Dobrota et al., 2012; Shin et al., 2023). Satisfaction levels 
and willingness to go on workation will increase if workationers make positive 
evaluations of their workation experiences (Bassyiouny and Wilkesmann, 2023; Jani 
and Han, 2013). Second, workation trust is defined as a workationer expectation that 
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the workation can be trusted or relied on in fulfilling his or her promises (Shin et al., 
2023; Siagian and Cahyono, 2014). It is considered to play an important role in 
maintaining a long-term relationship between employers and workationers 
(Bassyiouny and Wilkesmann, 2023; Chiu et al., 2012; Han and Hyun, 2013). Third, 
workation equity is referred to as the value that workationers associate with a 
workation (Aaker, 1991; Bassyiouny and Wilkesmann, 2023). It primarily involves a 
workationer’s psychological reaction to the value of workation that an organization 
provides (Bassyiouny and Wilkesmann, 2023; Olsen and Johnson, 2003). Fourth, 
worktion commitment is defined as an enduring attitude or desire for workations 
(Bassyiouny and Wilkesmann, 2023; Moorman et al., 1992). Committed workationers 
are encouraged to maintain the relationship between workatoners and their work 
owing to a feeling of attachment and sincerity in their own attitudes (Lacey, 2007; 
Shin et al., 2023). 

Power-driven relationships can positively influence supplier satisfaction (Benton 
et al., 2005). Referent power has a direct and positive effect on satisfaction with 
supervision (Rahim and Buntzman, 1989). Expert power coming from digital 
influencers is a predictor of most people’s economic satisfaction (Wang et al., 2021). 
Reward power plays a key role in influencing job satisfaction (Richmond et al., 1986). 
Based on the theoretical background above, this study proposes the following 
hypothesis: 

H2: Workationer power has a direct and positive influence on workation 
satisfaction. 

Loureiro and González (2008) present that satisfaction has a direct positive 
influence on trust, displaying that a tourist’s trust in rural tourism lodging increases 
when he or she feels satisfied with it. Kostynets et al. (2021) and Shim et al. (2008) 
indicate that satisfaction positively and significantly affects tourists’ trust in 
workation. Olsen and Johnson (2003) present that equity plays a very different role in 
influencing satisfaction. Hutchinson and Wang (2009) show that equity has a direct 
influence on satisfaction. Hao and Chon (2022) propose that equity is an antecedent 
of trust, implying that higher perceived equity leads to higher perceived trust. Ha 
(2022) describes that green equity has a direct and positive effect on green brand trust. 
Ha (2022) presents that brand equity changes based on perceptions of levels of 
satisfaction and trust. Bassyiouny and Wilkesmann (2023) and Caceres and 
Paparoidamis (2007) argue that satisfaction and trust are key variables in influencing 
workationer commitment in successful relational exchanges. Sanchez-Franco (2009) 
and Voll et al. (2023) show that satisfaction and trust are significant preconditions for 
workation commitment. Chai et al. (2020) propose that equity can influence 
organizational commitment directly. N’Goala (2007) and Shin et al. (2023) suggest 
that perceived equity has a positive effect on commitment to workation. However, the 
relationships between the dimensions of relationship quality (satisfaction, trust, equity, 
and commitment) remain sparse in the context of workation. Therefore, we put 
forward the following hypotheses: 

H3: Workation satisfaction has a direct and positive influence on workation trust. 
H4: Workation equity has a direct and positive influence on workation 

satisfaction. 
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H5: Workation equity has a positive direct and indirect influence on workation 
trust. 

H6: Workation satisfaction has a direct and positive influence on workation 
commitment. 

H7: Workation trust has a direct and positive influence on workation 
commitment. 

H8: Workation equity has a direct and positive influence on workation 
commitment. 

2.6. Workation intention 

Behavioral intention is referred to as a certain likelihood of performing a given 
behavior (Cham et al., 2016; Douglass, 1977; Hwang et al., 2023). It is considered an 
antecedent to a workatoner’s actual behavior (Leonard et al., 2004; Shin et al., 2023). 
It is also related to workationers’ efforts in reaching goals, which predict their behavior 
(Anfossi, 2023; Battour et al., 2022). Likewise, it may be related to the tendency of a 
workationer to travel or vacation with the likelihood of exploring and enjoying 
different people, places, and cultures (Ra, 2022; Shin et al., 2023). Workationers’ 
behavioral intention is a proportion that relates to actions to go on workation (Karsana 
and Murhadi, 2021; Voll et al., 2023). Referring to Bassyiouny and Wilkesmann 
(2023) and Cham et al. (2016), this study creates a new construct, workation intention, 
and defines it as workationers’ tendency to adopt or engage in a certain behavior, 
namely, their intention to go on workation. Workation intention is considered the 
whole behavior that displays whether a workationer will go on workation in the future 
(Shin et al., 2023; Yang et al., 2011). Workation intention has been seen as a 
preliminary indicator of actual workation behavior even though it varies from time to 
time (Bassyiouny and Wilkesmann, 2023; Yu et al., 2014). 

Workationers’ commitment has a direct and positive influence on behavioral 
intention (Hsu et al., 2010; Shin et al., 2023). Commitment can be considered a key 
attitudinal factor that explains workation intention (Agyeiwaah et al., 2022; Voll et al., 
2023). It can significantly increase the level of workation intention (Bassyiouny and 
Wilkesmann, 2023; Lai, 2015). Based on the aforementioned review, it is meaningful 
to examine the effect of workation commitment on workation intention. Accordingly, 
the following hypothesis is suggested: 

H9: Workation commitment has a direct and positive influence on workation 
intention. 

3. Methodology 

3.1. Measurement 

The key variables, including the dimensions of workation attachment, 
workationer power, the dimensions of workation relationship quality, and workation 
intention were measured on a well-established five-point Likert scale; 1 to 7 presented 
the options from “strongly disagree” to “strongly agree”. The research team applied 
two-way translation to convert the original English scale to Thai and translate the Thai 
scale to English in order to ensure the understanding and readability of the items. To 
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confirm the comprehensibility and translation equivalence of the questionnaire, a pilot 
study was conducted with the participation of 40 respondents who worked on holiday. 
The pilot test showed that all items were easily understood by the participants. 
Accordingly, the researchers believed that the questionnaire was suitable to be used in 
its current status. 

The measures for workation expectation (four items), workation social bonding 
(three items), workation memory (four items), workation identity (four items), and 
workation dependence (three items) were adopted from Chen et al. (2014b, 2015) and 
Huang et al. (2022). Four items used to measure workation effects were drawn from 
Zhan et al. (2020). Workationer power was measured based on five items from several 
researchers (Kucuk, 2012; Lee and Kim, 2019; Wang and Head, 2007). Workation 
satisfaction was measured employing four items from Ranaweera and Prabhu (2003) 
and Rather et al. (2019). Workation trust included three items drawn from Martínez 
and Del Bosque (2013) and Ranaweera and Prabhu (2003). Workation equity was 
measured with four items used by Omar et al. (2011). Workation commitment was 
measured with eight items adapted from Dagger et al. (2010). Four items were 
designed to assess workation intention (Rather et al., 2019). 

3.2. Research site 

Bangkok, the dynamic capital of Thailand, claimed the top spot on the global 
workation cities list for 2021 (Expats in Bangkok, 2023; Holidu, 2024). With a 
harmonious blend of contemporary infrastructure, affordable living expenses, and a 
rich cultural heritage, Bangkok presents an ideal fusion of work and leisure for digital 
nomads, freelancers, and remote workers. Engaging in remote work in Bangkok 
provides workationers with a distinctive work-life balance that sets it apart from other 
cities. The city’s lively pace seamlessly integrates work commitments with the 
opportunity to relax and rejuvenate. Whether a workationer prefers a leisurely stroll 
along the Chao Phraya River or seeks tranquility in one of the numerous serene parks, 
Bangkok offers an ideal escape from the daily routine (Expats in Bangkok, 2023). 

3.3. Sampling and data collection 

An onsite survey was conducted in Bangkok between 3 October and 2 December, 
2023. Two researchers contacted potential workationers who were working on holiday 
in Bangkok. Participants were informed about the study’s purpose and guaranteed 
anonymity before responding to the questionnaire. Once they gave their consent to 
partake in the research, a self-administered survey questionnaire was distributed. The 
choice of convenience sampling was made to efficiently gather a substantial number 
of respondents while saving costs and time in data collection (Sinclair-Maragh, 2017). 
Also, this approach has been employed in similar contexts with comparable samples 
(De Rojas and Camarero, 2008). To mitigate common method variance (CMV), the 
recommendations of Podsakoff et al. (2003) were followed. 

The questionnaire was initially developed in English; then, it was translated into 
Thai and back-translated into English to ensure the consistency and correctness of the 
content. An English professor and an editor, who edit the questionnaire from English 
into Thai and vice versa, both of whom were native Thai, reviewed the content of both 
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copies to ensure the correctness of the translation. The English version was used with 
international workationers while the Thai version was used with domestic Thai 
workationers. After being completed by workationers, the surveys were collected by 
the researchers. Overall, 530 questionnaires were administered, out of which 494 were 
found useful for analysis. 

4. Analysis and results 

4.1. Demographic profiles of respondents 

Table 1 shows the demographic profiles of respondents. Most respondents were 
male (51%), single (57%), and between 25 and 34 years old (27%). Also, most of them 
held a bachelor’s degree (43%) and drew monthly income between 35,000 baht and 
49,999 baht (roughly USD$994 and USD$1420) (30%). In addition, the majority of 
them came to Bangkok to work on holiday (58%). 

Table 1. Respondents’ demographic information (N = 494). 

Variables  # % 

Socio-demographics    

Gender 
Male 
Female 

254 
240 

51.42 
48.58 

Marital status 
Single 
Married 

280 
214 

56.68 
43.32 

Age (years) 

18–24 
25–34 
35–44 
45–54 
55 or over 

108 
135 
114 
80 
57 

21.86 
27.33 
23.08 
16.19 
11.54 

Educational level 

High school or less 
Associate degree 
Bachelor’s degree 
Graduate or higher 

68 
112 
210 
104 

13.77 
22.67 
42.51 
21.05 

Income/per month 

Below 9999 baht 
10,000–19,000 baht 
20,000–34,999 baht 
35,000–49,999 baht 
50,000 baht or above 

54 
83 
108 
148 
101 

10.93 
16.80 
21.86 
29.96 
20.45 

First time to go on workation in Bangkok 
Yes 
No 

288 
206 

58.30 
41.70 

Note: 35.20 baht is equivalent to $1 USD (in January, 2024). 

4.2. Common method bias (CMB) 

The problem caused by CMV was checked through Harman’s single factor test. 
The analysis results display that the first common factor’s overall variance was 
47.25%, which was less than 50% of the of the criterion proposed by Podsakoff (2003). 
Moreover, the researchers conducted the CMV measurement model, which 
consistently relies on a common methodological latent factor. The measurement 
results display that some significant improvements were not generated in the fit indices 
of the CMV measurement model. Accordingly, the absence of CMB problems is 
confirmed in this paper. 
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4.3. Exploratory factor analysis (EFA) 

EFA was applied to the captured responses corresponding to attributes. Before 
establishing the factor structure, the correlation matrix was initially checked to 
determine its suitability for factor analysis. The sample size adequacy for factor 
analysis was determined by the Kasier-Meyer-Olkin Measure of Sampling Adequacy 
value, which was found to be more than 0.91 (Kaiser, 1974). Also, the test statistic for 
Bartlett’s Test of Sphericity (BTS) (Bartlett, 1954) value was found to be big enough. 
The BTS was also significant at a low significance level (0.000). To extract the factors, 
the principal axis factoring method was used by applying the constraint of higher than 
one eigenvalue for each factor (Malhotra and Birks, 2007). Moreover, only variables 
with loadings of more than 0.50 were included in the analysis. After EFA was 
conducted, a total of 47 items were loaded properly on the factors. One item (i.e., “I 
think I can easily communicate with or influence other workationers in the workation 
environment”) from workationer power, one item (i.e., “I think I did the right thing 
when I went on worktion”) from workation satisfaction, one item (i.e., “the workation 
has high integrity”) from workation trust, and two items (i.e., “the workation is 
prepared to make short-term sacrifices to maintain our relationship” and “I believe that 
I view my relationship with workation as a long-term partnership”) from workation 
commitment were removed from this study, respectively, since they did not load on 
any of the factors and their factor loading values were under 0.50. At the final stage, 
the identified factors were named as follows, according to the related literature and 
professional experience of the authors: As recommended by Ford et al. (1986), the 
factors with eigenvalues exceeding one were retained, and these factors accounted for 
64.75% of the cumulative total variance. Put differently, with less than 50% of the total 
variability attributed to randomness, these factors could serve as a suitable foundation 
for EFA. Moreover, only factor loadings greater than 0.50 were included in this study 
(see Table 2). Following the execution of EFA, the identified factors were named as 
follows according to the related literature and professional experience of the authors: 
(1) workation expectation (four items), (2) workation social bonding (three items), (3) 
workation memory (four items), (4) workation identity (four items), (5) workation 
dependence (three items), (6) workation affect (four items), (7) workationer power 
(four items), (8) workation satisfaction (three items), (9) workation trust (four items), 
(10) workation equity (four items), (11) workation commitment (six items), and (12) 
workation intention (four items). 
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Table 2. Model measurement and confirmatory analysis of factors. 

Construct Items Factor loadings α CR AVE VIF Skewness Kurtosis M SD 

Workation expectation 
Chen et al. (2014b, 2015) 

WE1. I will be enjoying workation in the future more than now. 
WE2. In the future workation continues creating unique experiences for me. 
WE3. In the future workation is better than now. 
WE4. I feel connected to workation in the future due to my experiences here. 

0.93*** 
0.93*** 
0.94*** 
0.84*** 

0.93 0.83 0.95 4.19 

−0.35 
−0.52 
−0.44 
−0.65 

−0.40 
−0.11 
−0.03 
0.46 

5.13 
5.20 
5.02 
5.21 

1.21 
1.22 
1.25 
1.25 

Workation social bonding Chen et 
al., (2014b, 2015) 

WSB1. I have friends/family who go on workation. 
WSB2. If I were to go on workation, I would lose contact with a number of 
friends. 
WSB3. My friends/family would be disappointed if I were to go on 
workation. 

0.91*** 
0.89*** 
0.84*** 

0.82 0.78 0.91 1.91 
−0.46 
0.69 
0.51 

0.14 
0.10 
0.67 

4.85 
4.72 
4.79 

1.41 
1.31 
1.21 

Workation memory 
Chen et al., (2014b, 2015) 
Huang et al. (2022) 

WM1. My experiences with workation are unique.  
WM2. My experiences with workation are unforgettable. 
WM3. My experiences with workation make me feel loving workation more. 
WM4. I feel connected to workation due to my experiences here. 

0.89*** 
0.91*** 
0.75*** 
0.88*** 

0.88 0.74 0.92 3.61 

0.39 
0.55 
0.27 
0.70 

−0.38 
−0.11 
−0.33 
0.28 

4.97 
4.89 
4.07 
4.59 

1.34 
1.31 
1.31 
1.16 

Workation identity 
Chen et al., (2014b, 2015) 

WI1. I identify strongly with workation. 
WI2. I feel commitment to workation.  
WI3. I feel that that I can really be myself in workation. 
WI4. Workation is very special to me. 

0.71*** 
0.93*** 
0.87*** 
0.86*** 

0.74 0.72 0.91 4.63 

0.85 
−0.73 
−0.63 
−0.56 

0.39 
0.10 
0.14 
0.17 

4.77 
5.25 
5.23 
5.14 

1.37 
1.33 
1.31 
1.18 

Workation dependence 
Chen et al., (2014b, 2015) 

WD1. I prefer workation over others for the activities that I enjoy.  
WD2. Workation is my favorite type of job I love to do. 
WD3. I really miss workation when I am away from it for too long. 

0.88*** 
0.87*** 
0.91*** 

0.85 0.79 0.92 5.42 
−0.76 
−0.55 
−0.79 

0.51 
−0.31 
0.77 

5.46 
4.92 
5.29 

1.19 
1.45 
1.21 

Workation affect 
Zhan et al. (2020) 

WA1. I am very attached to workation. 
WA2. The workation means a lot to me. 
WA3. The workation is a very special work pattern for me. 
WA4. I am charmed and enjoyed going on workation.  

0.87*** 
0.89*** 
0.90*** 
0.92*** 

0.91 0.80 0.94 4.68 

−0.73 
−0.56 
−0.66 
−0.84 

0.60 
−0.14 
0.20 
0.88 

5.28  
5.14  
5.23  
5.29  

1.21 
1.27 
1.25 
1.22 

Workationer power 
Kucuk (2012) 
Lee and Kim (2019) 
Wang and Head (2007) 

WP1. Going on workation makes me feel that I have social power over other 
people. 
WP2. Going on workation makes me feel that I have more authority than 
other people. 
WP3. Going on workation makes me feel more influential over others. 
WP4. I feel I have the power to influence the workation environment. 

0.92*** 
0.90*** 
0.91*** 
0.92*** 

0.94 0.83 0.96 5.86 

5.27 
5.04 
5.01 
5.14 

1.19 
1.26 
1.28 
1.22 

−0.65  
−0.50  
−0.44  
−0.41  

0.36 
0.21 
0.16 
−0.02 

Workation satisfaction 
Ranaweera and Prabhu (2003) 
Rather et al. (2019) 

WS1. Overall, I am happy with workation. 
WS2. The workation satisfies my expectations. 
WS3. I really enjoy going on workation. 

0.90*** 
0.93*** 
0.86*** 

0.92 0.82 0.95 4.85 
5.06 
4.97 
4.85 

1.29  
1.30 
1.39  

−0.45  
−0.36 
−0.33  

0.06  
−0.16 
−0.18 
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Table 2. (Continued). 

Construct Items Factor loadings α CR AVE VIF Skewness Kurtosis M SD 

Workation trust 
Martínez and Del Bosque (2013) 
Ranaweera and Prabhu (2003) 

WT1. The workation make me feel a sense of security. 
WT2. I trust on the quality of the workation.  
WT3. The workation can be counted to do what is right. 
WT4. The workation can be trusted at times. 

0.70*** 
0.81*** 
0.75*** 
0.72*** 

0.79 0.81 0.93 2.81 

5.52 
4.99 
5.24 
4.87 

1.10 
1.34 
1.34 
1.20 

−0.81 
−0.51 
0.30 
0.43 

0.84 
−0.03 
−0.09 
−0.08 

Workation equity 
Omar et al. (2011) 

WEQ1. The workation always tries to treat me right. 
WEQ2. The workaiton’s outcomes and earnings are fair when compared to 
cost that I have made to support this workation. 
WEQ3. The workation’s outcomes and benefits are fair when compared to 
what other workation has offered. 
WEQ4. I am treated fairly by this workation. 

0.82*** 
0.83*** 
0.75*** 
0.80*** 

0.83 0.64 0.88 6.69 

4.87 
4.82 
4.62 
5.31 

1.23 
1.16 
1.18 
1.11 

0.53 
0.39 
0.73 
−0.73  

0.14 
−0.10 
0.40 
0.90 

Workation commitment 
Dagger et al. (2010) 

WC1. My relationship with workation is something that I am very 
committed to. 
WC2. My relationship with workation is very important to me. 
WC3. My relationship with workation is something I really care about. 
WC4. My relationship with workation deserves my maximum effort to 
maintain. 
WC5. I believe that I am committed to the relationship with workation. 
WC6. I have a strong sense of loyalty to workation. 

0.88*** 
0.82*** 
0.86*** 
0.79*** 
0.80*** 
0.86*** 

0.81 0.69 0.95 6.90 

5.23 
5.19 
5.19 
5.08 
4.84 
5.20 

1.17 
1.12 
1.16 
1.13 
1.07 
1.10 

−0.67 
−0.63 
−0.56 
−0.40 
0.40 
−0.64 

0.56 
0.68 
0.17 
−0.08 
−0.25 
0.56 

Workation intention 
Rather et al. (2019) 

WIN1. I intend to keep going on workation. 
WIN2. I would recommend this workation to someone who seeks my 
advice. 
WIN3. I would encourage friends and relatives to go on workatin. 
WIN4. I would say positive things about this workation to other people. 

0.91*** 
0.94*** 
0.91*** 
0.93*** 

0.94 0.85 0.96 4.67 

5.07 
4.99 
5.23 
5.23 

1.06 
1.04 
1.04 
1.03 

−0.32 
−0.47 
−0.43 
−0.76 

0.16 
1.14 
−0.09 
1.31 

Note: ***p < 0.001, α = Cronbach’s alpha, CR = composite reliability, AVE = average variance extracted, VIF = variance inflation factor, M = mean, and SD = standard deviation. 
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4.4. Convergent and discriminant validity of the measures 

As proposed by Hair et al. (2010), the presence of multi-collinearity becomes 
problematic when the variance inflation factor (VIF) exceeds 10. In this study, the VIF 
values for all extracted variables fell within the range of 1.91 to 6.90, well below the 
acceptable threshold. Thus, none of the VIF values surpassed the critical limit of 10, 
indicating an absence of multi-collinearity issues. Also, the skewness and kurtosis 
values adhered to the range between −2 and +2, signifying a normal univariate 
distribution as recommended by George and Mallery (2016). Nunnally (1978) asserts 
that a variable demonstrates internal consistency if its Cronbach’s alpha (α) value is 
equal to or exceeds 0.70. The α values for all variables in this study are detailed in 
Table 2. Furthermore, in line with previous research, which suggests that the factor 
loadings of questionnaire items should be 0.50 or higher, the measurements for these 
items in this paper can be deemed appropriate (Hair et al., 2010). The composite 
reliability values in this work surpassed the specified cutoff of 0.70 as recommended 
by Hair et al. (2010). As presented in Table 2, the average variance extracted (AVE) 
values exceeded 0.50, as proposed by Fornell and Larcker (1981). As a result, the 
results indicate that the measurement model satisfies the criteria for convergent 
validity and reliability. Table 3 illustrates that the AVE value surpassed the correlation 
coefficient of other constructs, confirming the achievement of discriminant validity 
and validating the model’s reliability. 

Table 3. Descriptive statistics and correlation matrix for the items. 

Constructs 1 2 3 4 5 6 7 8 9 10 11 12 

1. Workation expectation 1.00            

2. Workation social bonding 0.56 1.00           

3. Workation memory  0.78 0.58 1.00          

4. Workation identity  0.58 0.49 0.67 1.00         

5. Workation dependence 0.59 0.45 0.68 0.75 1.00        

6. Workation affect 0.59 0.46 0.70 0.79 0.83 1.00       

7. Workationer power 0.70 0.50 0.78 0.56 0.58 0.62 1.00      

8. Workation satisfaction 0.67 0.42 0.74 0.54 0.56 0.60 0.87 1.00     

9. Workation trust 0.66 0.34 0.48 0.40 0.40 0.40 0.39 0.40 1.00    

10. Workation equity 0.80 0.60 0.87 0.63 0.51 0.55 0.74 0.67 0.49 1.00   

11. Workation commitment 0.73 0.50 0.79 0.84 0.89 0.94 0.76 0.74 0.49 0.68 1.00  

12. Workation intention 0.79 0.54 0.87 0.80 0.83 0.88 0.79 0.81 0.54 0.77 0.97 1.00 

Note: Squared correlations of paired constructs are on the off-diagonal. 

4.5. The measurement model test 

To evaluate the performance of the measurement model, a confirmatory factor 
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analysis (CFA) was conducted on the 12 measured constructs using AMOS, employing 
maximum likelihood estimation. The collected data underwent scrutiny through a two-
step structural equation modeling (SEM) approach (Anderson and Gerbing, 1988). As 
displayed in Table 2, the comprehensive goodness-of-fit indices for the CFA were 
deemed satisfactory, meeting established criteria (CFI, GFI, IFI, NFI, and AGFI > 0.90; 
RMSEA < 0.08; Bentler and Bonnett, 1980). The overall CFA measurement model 
demonstrated an excellent fit. (x2

 = 1071.38, df = 459.82, x2/df = 2.33, p < 0.0001, CFI 
= 0.98, GFI = 0.94, IFI = 0.98, NFI = 0.98, AGFI = 0.92, RMSEA = 0.06, and SRMR 
= 0.07). 

4.6. Findings and the structural model test 

The hypothesis-testing results using the SEM involve the 12 constructs of this 
paper outlined in Figure 1. The analysis of the structural model indicates a favorable 
fit, with overall model fitness indices as follows: x2 = 1061.98, df = 442.49, x2/df = 
2.40, CFI = 0.98, GFI = 0.92, IFI = 0.97, NFI = 0.98, AGFI = 0.91, RMSEA = 0.05, 
and SRMR = 0.06. 

 
Figure 1. A path model. 

Significant 
Non-significant 
Standardized path coefficient 
* p < 0.05, **p < 0.01, ***p < 0.001 

Statistically significant findings, accompanied by large effect sizes, were 
observed for the positive impacts of workation expectation (β = 0.37, t = 7.52, p < 
0.001), workation social bonding (β = 0.56, t = 18.43, p < 0.001), workation memory 
(β = 0.10, t = 2.31, p < 0.05), and workation identity (β = 0.44, t = 15.31, p < 0.001) 
on workationer power, providing support for H1a, H1b, H1c, and H1d. However, 
workation dependence (β = 0.04, t = 1.15, p = n.s.) and workation affect (β = 0.09, t = 
1.74, p = n.s.) did not exhibit any influences on workationer power, leading to the 
rejection of H1e and H1f. 

Workationer power (β = 0.14, t = 3.26, p < 0.01) and workation equity (β = 0.59, 
t = 17.82, p < 0.001) demonstrated statistically significant positive effects on 
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workation satisfaction, thereby supporting H2 and H4. Similarly, workation 
satisfaction (β = 0.43, t = 5.37, p < 0.001) and workation equity (β = 0.38, t = 7.89, p 
< 0.001) were found to exert statistically significant impacts on workation trust, 
providing support for H3 and H5. Furthermore, workation satisfaction (β = 0.16, t = 
3.76, p < 0.001), workation trust (β = 0.20, t = 4.59, p < 0.001), and workation equity 
(β = 0.47, t = 16.11, p < 0.001) were identified as having positive influences on 
workation commitment, thereby supporting H6, H7, and H8. 

The results from the path model indicated that workation commitment positively 
influenced workation intention (β = 0.64, t = 120.90, p < 0.001), providing strong 
support for H9. 

5. Discussion and conclusions 

The existing literature lacks a definitive understanding of how workation 
intention can be established and sustained within a comprehensive framework in the 
context of workation. Consequently, this paper proposes an approach that delineates 
the dimensions of workation relationship quality to initiate the construction of 
workation intention within the domain of workation management. The study 
formulates a research framework for workation intention and explores its associations 
with the dimensions of workation attachment, workationer power, and various aspects 
of workation relationship quality. Empirical validation of the model was undertaken 
using data obtained from workationers who embarked on workations in Brisbane. The 
development of a theoretical model encompassing the aforementioned factors was 
informed by a thorough review of relevant literature. 

In conclusion, this study used attachment and relationship quality theories linking 
workation attachment, workationer power, and workation relationship quality as 
antecedents of workation intention. The results provide insights into how the 
dimensions of workation attachment affect workation intention. Therefore, the study 
extends the workation marketing literature by displaying that workationer power 
influences the dimensions of workation relationship quality. The results of H1a, H1b, 
H1c and H1d display that workation expectation, workation social bonding, workation 
memory, and workation identity influence workationer power. The findings concur 
with Hashemnezhad et al. (2013), who propose that the dimensions of place 
attachment (place expectation, place social bonding, place memory, and place identity) 
developing with people’s positive interaction have direct influences on place power. 
However, workation dependence (H1e) and workaton affect (H1f) have no influence 
on workationer power. The outcome contradicts Alrobaee and Al-Kinani’s (2019) 
argument that place dependence affects perceptions of attachment power between 
individuals and the specific place linked to its unique qualities and the qualities of 
other alternative places in comparison to the intended location. Also, the result is 
inconsistent with Singh et al. (2022), who propose that play affection plays an essential 
role in driving the required consumer power. There are two reasons to explain these 
insignificant hypotheses. One reason is that workation dependence and workation 
affect are essential but not sufficient conditions for forming workationer power. The 
other reason is that higher perceptions of workation dependence and workation affect 
do not contribute to higher perceptions of workationer power. This variation in results 
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may be explained by several researchers (Bassyiouny and Wilkesmann, 2023; 
Kastenholz et al., 2020; Sánchez-Sánchez et al., 2021), who propose that workation 
dependence and workation affect have not been selected as innovative factors 
determining positive tourist power in the context of workation. 

Workationer power has a positive effect on workation satisfaction, as predicted 
by H2, which is supported by the contentions of Brick et al. (2022) and Fan and Jia 
(2023) that increased perceptions of power result in higher satisfaction within the 
relationship where decisions are made. Workation trust (H3) and workation equity 
(H4) can predict workation satisfaction. The result supports Chang (2014) and Shin et 
al. (2023), who contend that tourists’ perceived trust has a significant and positive 
effect on tourist satisfaction in the context of workation. Also, the finding agrees with 
Bassyiouny and Wilkesmann (2023) and Hutchinson et al. (2009), who contend that 
the degree of satisfaction among workationers after a purchase transaction is 
influenced by their perceptions of equity. Workation equity (H5) has a positive 
influence on workation trust, supporting the propositions of Bassyiouny and 
Wilkesmann (2023) and Hao and Chon (2022) that higher workatiner equity indicates 
that the destination possesses distinctive qualities that foster consistency, competence, 
honesty, and responsibility, thereby resulting in increased trust. Workation satisfaction 
(H6), workation trust (H7), and workation equity (H8) positively influence workation 
commitment. The empirical result aligns with Voll et al. (2023) and Zhong et al. 
(2017), who contend that satisfaction positively contributes to tourists’ affective 
commitment to workation. Also, the finding concurs with the proposition of Pesämaa 
and Hair Jr. (2008) and Shin et al. (2023) that commitment can be reinforced through 
workationer trust. Moreover, the structural result is consistent with several studies 
(Bassyiouny and Wilkesmann, 2023; Rust et al., 2001; Voll et al., 2023), who propose 
that workationers who have equity in certain workation destinations tend to be fiercely 
committed to workation. Workation commitment (H9) has a direct influence on 
workation intention, supporting Bassyiouny and Wilkesmann (2023) and Haery et al. 
(2014), who contend that commitment is a predictor of intention to go on workation. 
Building on existing conceptualizations, the main objective of this study was to test a 
conceptual framework linking perceptions of workation attachment, workationer 
power, workation relationship quality, and workation intention. The theoretical model 
was tested in the context of workation. The findings offer important theoretical and 
practical implications. 

6. Implications 

6.1. Theoretical implications 

This study offers theoretical contributions to existing research on workation 
marketing. First, this study highlights the simultaneous roles of workation expectation, 
workation social bonding, workation memory, and workation identity in workationer 
power. While prior studies have investigated how place expectation, place social 
bonding, place memory, and place identity are related to consumer power (Chen et al., 
2014b; Huang et al., 2022; Li and Wu, 2020), this study attempts to investigate those 
variables from the perspectives of workation and its workationers. Namely, this paper 
finds that workation expectation, workation social bonding, workation memory, and 
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workation identity play important roles in increasing workationer power while going 
on workation. Although workation identity and workation dependence are not 
antecedents of workationer power, workation identity and workation dependence 
stemming from the affective aspects of workationers’ understanding of the workation, 
need to be cultivated. Second, this paper focuses on relationship quality consisting of 
satisfaction, trust, equity, and commitment based on several studies (Chung and Shin, 
2010; Tsao and Hsieh, 2012; Waldron and Kelley, 2008; Williams, 2017). Despite 
numerous studies on the dimensions of relationship quality in the tourism industry, 
studies of the dimensions of relationship quality from the perspective of workation 
still remain sparse. Therefore, this study creates workation relationship quality 
consisting of workation satisfaction, workation trust, workation equity, and workation 
commitment. The finding displays that workationer power, workation trust, and 
workation equity are determinants of workation satisfaction. Without one of the 
determinants of workation satisfaction, workationers’ perceptions of satisfaction while 
going on workation cannot increase. Also, the study results show that workation equity 
plays a critical role in triggering perceptions of trust in workation. Moreover, with 
evidence from workationers working on holiday in Bangkok, this study empirically 
testifies that workation satisfaction, workation trust, and workation equity can be a 
function of workation commitment in this marketplace. Namely, workation 
satisfaction, workation trust, and workation equity can be considered as the 
workationers’ interpretation of the workation experience, which means only when 
workationers attend and experience the workation can they evaluate whether or not a 
variety of facilities, conditions, or the environment increase their commitment to 
workation. Finally, although behavioral intention has been widely studied in the 
tourism and hospitality industries, it has not been examined in the workation context. 
Therefore, this paper creates workation intention and finds that it is influenced by 
workation commitment. This means that only workationers who are strongly 
committed to their workation are willing to have the intention to work on holiday. 

6.2. Practical implications 

The workation context explored in this paper also presents interesting practical 
implications. This study thoroughly considers the psychological scenarios of 
workationers during their travel and constructs a comprehensive research model based 
on the collaborative effects of Workation expectation, Workation social bonding, 
Workation memory, Workation identity, Workation dependence, and Workation 
affect. This study comprehensively explores the formation mechanism of Workation 
intention, providing valuable information for both work managers and workation 
destinations. For employers, this research can assist in better understanding the needs 
and expectations of workationers, thereby enabling the formulation of more market-
oriented service strategies. By understanding their work environment, needs, and 
challenges, managers can provide support and services that are more aligned with the 
actual circumstances. As employers become familiar with the power structure and 
needs of traveling workers, measures can be taken to enhance their sense of 
empowerment. In-depth research into the team dynamics of travel work allows 
managers to identify and address potential work relationship issues. This 
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comprehensive management approach not only contributes to enhancing employee 
satisfaction and loyalty but also aids in the long-term success and competitiveness of 
the organization. For workation destinations, workation itself is a unified act of work 
and travel. A positive work experience enhances the mood and emotional state of 
workationers, with work satisfaction closely related to destination satisfaction. 
Furthermore, a positive work experience encourages individuals to engage in 
workation willingly (Rizky et al., 2022; Amah, 2023). Additionally, the positive 
experience of a friendly and comfortable work environment may extend to form a 
positive overall impression of the destination, creating a positive word-of-mouth 
effect. These factors collectively make a positive workation experience a key element 
in shaping individuals’ perceptions of the destination, playing a crucial role in 
enhancing its attractiveness, reputation, and competitiveness. 

The research results indicate that Workation expectation, Workation social 
bonding, Workation memory, and Workation identity have a significant positive 
impact on Workationer power. Workation expectations, in particular, may shape 
workationers’ expectations for work conditions (Sandi et al., 2021; Shin et al., 2023; 
Voll et al., 2023). When their expectations for a good work environment, facilities, 
and support are met, it enhances their perception of Workationer power. This suggests 
that employers and workation destinations can shape expectations before workation 
starts. From the perspective of Workation social bonding, the research finds that it has 
a profound impact on Workationer power, explaining the crucial role of social 
connections in workation behavior (Lee et al., 2021; Woo, 2020; Park et al., 2023). 
Employers should encourage workationers to maintain social connections with family 
or friends, as this encouragement significantly influences the shaping of Workationer 
power. Additionally, Workation memory also has a significant positive impact on 
Workationer power. Employers should leverage the unique features of Workation 
destinations, integrate work with local culture and customs, and shape distinctive 
Workation memories to enhance the perception of Workationer power. Furthermore, 
Workation identity also has a significant positive impact on Workationer power, and 
employers should create a positive atmosphere in work arrangements and management 
to boost Workation identity (Murrell & G. O., 2022). Interestingly, the research found 
no significant correlation between Workation dependence and Workationer power, 
revealing the uniqueness of the workation state and workationers’ purposes. From the 
perspective of workation status, workation can include domestic or international 
business trips, short-term business meetings, long-term project work, international 
collaborations, or market expansion, often requiring frequent movement between 
different regions with clear work goals. In strong purpose scenarios, this may lead to 
a conflict relationship between Workation dependence and Workationer power. 

Secondly, statistical results show that Workationer power and Workation equity 
have a significant positive impact on Workation satisfaction. This highlights the 
importance for employers to safeguard Workationer power and equity, as these 
protections are crucial for overall workation satisfaction (Afshari, 2023; Shin et al., 
2023; Grobelny, 2023). Lastly, the research results indicate that Workation 
satisfaction, Workation trust, and Workation equity have a significant positive impact 
on Workation commitment. Managers should strengthen satisfaction, trust, and equity 
in work arrangements to achieve higher Workation commitment, ultimately deepening 
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Workation intention. Understanding the needs and motivations of travel workers is 
crucial for establishing flexible work arrangements, enhancing team collaboration, and 
providing challenging development opportunities, thereby fostering employees’ 
Workation intention. 

7. Limitations and future research avenues 

Although this study has both theoretical and practical implications, it is important 
to acknowledge its limitations, which present various opportunities for future research. 
Firstly, the data for this paper were gathered from workationers going on workation in 
Brisbane, Australia, limiting the generalizability of the study findings. Therefore, 
future studies could validate the results in different regions or countries. Secondly, as 
this paper employed a cross-sectional survey-based approach, future research could 
explore alternative research designs, such as experimental or longitudinal studies, to 
enhance the understanding of workation dynamics. Thirdly, this paper does not delve 
into whether respondents’ demographic information, including factors like sex, 
marital status, age, race, education, occupation, and income, has varying influences on 
the dimensions of workation attachment, workationer power, workation relationship 
quality, and workation intention. Subsequent studies could examine whether these 
demographic characteristics significantly and positively impact the dimensions of 
workation attachment, workationer power, the dimensions of workation relationship 
quality, and workation intention in the context of workation. Finally, this study only 
focused on the effect of workation commitment on workation intention. Future studies 
should investigate more dynamic interaction between pull or push travel motivation 
and workation intention. For example, Bassyiouny and Wilkesmann (2023) and 
Khuong and Ha (2014) indicate that both pull and push motivation factors have 
positive direct effects on workation intention. Displaying such relationship dynamics 
through longitudinal studies may be insightful. 

Author contributions: Conceptualization, HCW and HX; methodology, HCW; 
software, HX; validation, HX; formal analysis, HX; investigation, HX; resources, 
HCW; data curation, HCW; writing—original draft preparation, HCW; writing—
review and editing, HCW; visualization, HCW; supervision, HCW and HX; project 
administration, HCW. All authors have read and agreed to the published version of the 
manuscript. 

Conflict of interest: The authors declare no conflict of interest. 

References 

Aaker, D. A. (1991). Managing brand equity. The Free Press. 

Aborumman, A. A. H., Alhawary, F. A., & Irtaimeh, H. J. (2011). Enhancing holiday travelers loyalty toward traveling agents 

through the relationship quality: An empirical study on the Jordanian travelers. International Journal of Academic Research, 

3(4), 461–467. 

Afshari, L. (2021). Identification through meaning-making: identity enactment towards organizational commitment. Human 

Resource Development International, 26(1), 7–28. https://doi.org/10.1080/13678868.2021.1996171 

Agyeiwaah, E., Dayour, F., & Zhou, Y. (2021). How does employee commitment impact customers’ attitudinal loyalty? Journal 

of Hospitality and Tourism Insights, 5(2), 350–376. https://doi.org/10.1108/jhti-09-2020-0169 



Human Resources Management and Services 2024, 6(4), 3469.  

22 

Almuzaini, K. (2017). Qualitative Modelling of Place Location on the Linked Data Web and GIS [PhD thesis]. Cardiff University. 

Alrobaee, T. R., & Al-Kinani, A. S. (2019). Place dependence as the physical environment role function in the place attachment. 

IOP Conference Series: Materials Science and Engineering, 698(3), 033014. https://doi.org/10.1088/1757-

899x/698/3/033014 

Altman, I., & Low, S. M. (1992). Place Attachment. Springer US. https://doi.org/10.1007/978-1-4684-8753-4 

Amah, O. E. (2022). Linking the COVID-19 work experience of SMEs employees to post-COVID-19 superior productivity of 

SMEs. Journal of the International Council for Small Business, 4(2), 128–142. 

https://doi.org/10.1080/26437015.2021.2019565 

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling in practice: A review and recommended two-step 

approach. Psychological Bulletin, 103(3), 411–423. https://doi.org/10.1037/0033-2909.103.3.411 

Anfossi, E. (2023). Post-pandemic tourism and new formula: Workation in centro de Portugal [PhD thesis]. Catholic University of 

Portugal. 

Bartlett, M. S. (1954). A Note on the Multiplying Factors for Various χ2 Approximations. Journal of the Royal Statistical Society: 

Series B (Methodological), 16(2), 296–298. https://doi.org/10.1111/j.2517-6161.1954.tb00174.x 

Bassyiouny, M., & Wilkesmann, M. (2023). Going on workation – Is tourism research ready to take off? Exploring an emerging 

phenomenon of hybrid tourism. Tourism Management Perspectives, 46, 101096. https://doi.org/10.1016/j.tmp.2023.101096 

Battour, M., Noviyani, N. A., Ratnasari, R. T., et al. (2022). The Impact of HDA, Experience Quality, and Satisfaction on 
Behavioral Intention: Empirical Evidence from West Sumatra Province, Indonesia. Sustainability, 14(8), 4674. 

https://doi.org/10.3390/su14084674 

Beatson, A., Lings, I., & Gudergan, S. (2008). Employee behaviour and relationship quality: impact on customers. The Service 

Industries Journal, 28(2), 211–223. https://doi.org/10.1080/02642060701842282 

Bentler, P. M., & Bonett, D. G. (1980). Significance tests and goodness of fit in the analysis of covariance structures. 

Psychological Bulletin, 88(3), 588–606. https://doi.org/10.1037/0033-2909.88.3.588 

Benton, W. C., & Maloni, M. (2004). The influence of power driven buyer/seller relationships on supply chain satisfaction. 

Journal of Operations Management, 23(1), 1–22. https://doi.org/10.1016/j.jom.2004.09.002 

Bowlby, J. (1980). Attachment and Loss: Volume 3. Loss, Sadness and Depression. Basic Books. 

Brick, D. J., Zhou, L., Chartrand, T. L., et al. (2021). Better to Decide Together: Shared Consumer Decision Making, Perceived 

Power, and Relationship Satisfaction. Journal of Consumer Psychology, 32(3), 387–405. https://doi.org/10.1002/jcpy.1260 

Brocato, E. D. (2006). Place attachment: An investigation of environments and outcomes in a service context [PhD thesis]. The 

University of Texas at Arlington. 

Brown, B., Perkins, D. D., & Brown, G. (2003). Place attachment in a revitalizing neighborhood: Individual and block levels of 

analysis. Journal of Environmental Psychology, 23(3), 259–271. https://doi.org/10.1016/S0272-4944(02)00117-2 

Brown, G., & Raymond, C. (2007). The relationship between place attachment and landscape values: Toward mapping place 

attachment. Applied Geography, 27(2), 89–111. https://doi.org/10.1016/j.apgeog.2006.11.002 

Chai, D. S., Jeong, S., & Joo, B.-K. (2020). The multi-level effects of developmental opportunities, pay equity, and paternalistic 

leadership on organizational commitment. European Journal of Training and Development, 44(4/5), 405–424. 

https://doi.org/10.1108/ejtd-09-2019-0163 

Cham, T. H., Lim, Y. M., Aik, N. C., et al. (2016). Antecedents of hospital brand image and the relationships with medical 

tourists’ behavioral intention. International Journal of Pharmaceutical and Healthcare Marketing, 10(4), 412–431. 

https://doi.org/10.1108/ijphm-02-2016-0012 

Chang, K.-C. (2012). Examining the Effect of Tour Guide Performance, Tourist Trust, Tourist Satisfaction, and Flow Experience 

on Tourists’ Shopping Behavior. Asia Pacific Journal of Tourism Research, 19(2), 219–247. 

https://doi.org/10.1080/10941665.2012.739189 

Chen, N., & Dwyer, L. (2017). Residents’ Place Satisfaction and Place Attachment on Destination Brand-Building Behaviors: 

Conceptual and Empirical Differentiation. Journal of Travel Research, 57(8), 1026–1041. 

https://doi.org/10.1177/0047287517729760 

Chen, N., Dwyer, L., & Firth, T. (2014). Conceptualization and Measurement of Dimensionality of Place Attachment. Tourism 

Analysis, 19(3), 323–338. https://doi.org/10.3727/108354214x14029467968529 

Chen, N., Dwyer, L., & Firth, T. (2014). Effect of dimensions of place attachment on residents’ word-of-mouth behavior. Tourism 

Geographies, 16(5), 826–843. https://doi.org/10.1080/14616688.2014.915877 



Human Resources Management and Services 2024, 6(4), 3469.  

23 

Chen, N., Dwyer, L., & Firth, T. (2015). Factors Influencing Chinese Students’ Behavior in Promoting Australia as a Destination 

for Chinese Outbound Travel. Journal of Travel & Tourism Marketing, 32(4), 366–381. 

https://doi.org/10.1080/10548408.2014.897299 

Chiu, C.-M., Hsu, M.-H., Lai, H., et al. (2012). Re-examining the influence of trust on online repeat purchase intention: The 

moderating role of habit and its antecedents. Decision Support Systems, 53(4), 835–845. 

https://doi.org/10.1016/j.dss.2012.05.021 

Chumpitaz Caceres, R., & Paparoidamis, N. G. (2007). Service quality, relationship satisfaction, trust, commitment and business‐

to‐business loyalty. European Journal of Marketing, 41(7/8), 836–867. https://doi.org/10.1108/03090560710752429 

Chung, K., & Shin, J. (2010). The antecedents and consequents of relationship quality in internet shopping. Asia Pacific Journal of 

Marketing and Logistics, 22(4), 473–491. https://doi.org/10.1108/13555851011090510 

Dagger, T. S., & O’Brien, T. K. (2010). Does experience matter? European Journal of Marketing, 44(9/10), 1528–1552. 

https://doi.org/10.1108/03090561011062952 

de Rojas, C., & Camarero, C. (2008). Visitors’ experience, mood and satisfaction in a heritage context: Evidence from an 

interpretation center. Tourism Management, 29(3), 525–537. https://doi.org/10.1016/j.tourman.2007.06.004 

Denegri‐Knott, J., Zwick, D., & Schroeder, J. E. (2006). Mapping consumer power: an integrative framework for marketing and 

consumer research. European Journal of Marketing, 40(9/10), 950–971. https://doi.org/10.1108/03090560610680952 

Diener, A. C., & Hagen, J. (2021). The power of place in place attachment. Geographical Review, 112(1), 1–5. 
https://doi.org/10.1080/00167428.2021.1884983 

Dobrota, M., Nikodijevic, A., & Mihailovic, D. (2012). Influence of the customer experience on satisfaction with mobile phones. 

Journal of Engineering Management and Competitiveness, 2(2), 69–75. https://doi.org/10.5937/jemc1202069d 

Douglass, R. B. (1977). Belief, attitude, intention, and behavior: An introduction to theory and research. Philosophy & Rhetoric, 

10(2), 130-132. 

Dumouchel, P. (2005). Trust as an Action. European Journal of Sociology, 46(3), 417–428. 

https://doi.org/10.1017/s0003975605000160 

Dwyer, L., Chen, N., & Lee, J. (2019). The role of place attachment in tourism research. Journal of Travel & Tourism Marketing, 

36(5), 645–652. https://doi.org/10.1080/10548408.2019.1612824 

Erciş, A., Ünal, S., Candan, F. B., et al. (2012). The Effect of Brand Satisfaction, Trust and Brand Commitment on Loyalty and 

Repurchase Intentions. Procedia - Social and Behavioral Sciences, 58, 1395–1404. 

https://doi.org/10.1016/j.sbspro.2012.09.1124 

Expats in Bangkok Staff Writer (2023). Available online: https://expatsinbangkok.com/how-to-guides-for-bangkok-and-living-in-

thailand/bangkok-named-amongst-top-workation-cities.html (accessed on 5 January 2024). 

Fan, D. X. F., & Jia, G. (2023). How do tourists respond to meta-stereotypes? Understanding their willingness to interact, self-

presentation and the role of power. Tourism Management, 94, 104652. https://doi.org/10.1016/j.tourman.2022.104652 

Fletcher, K. (2003). Consumer power and privacy: the changing nature of CRM. International Journal of Advertising, 22(2), 249–

272. https://doi.org/10.1080/02650487.2003.11072851 

Florek, M. (2011). No place like home: Perspectives on place attachment and impacts on city management. Journal of Town & 

City Management, 1(4), 346-354. 

FORD, J. K., MacCallum, R. C., & Tait, M. (1986). The application of exploratory factor analysis in applied psychology: a 

critical review and analysis. Personnel Psychology, 39(2), 291–314. https://doi.org/10.1111/j.1744-6570.1986.tb00583.x 

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with Unobservable Variables and Measurement 

Error. Journal of Marketing Research, 18(1), 39–50. https://doi.org/10.1177/002224378101800104 

French Jr., J. R. P., & Raven, B. (1959). The bases of social power. In: Cartwright D (editor). Studies in social power. Ann Arbor, 

MI: Institute for Social Research. pp. 251-260. 

Frias, D. M., Castañeda, J.-A., del Barrio-García, S., et al. (2019). The effect of self-congruity and motivation on consumer-based 

destination brand equity. Journal of Vacation Marketing, 26(3), 287–304. https://doi.org/10.1177/1356766719886888 

George, D., & Mallery, P. (2016). IBM SPSS Statistics 23 Step by Step. Routledge. https://doi.org/10.4324/9781315545899 

Ghosh, R., & Hutchins, H. M. (2022). HRD Perspectives on Developmental Relationships. Springer International Publishing. 

https://doi.org/10.1007/978-3-030-85033-3 



Human Resources Management and Services 2024, 6(4), 3469.  

24 

Gowtham, R., & Vinitha, V. U. (2022). Workation and aspects of workation in India. In: Gogoi, B. J., Chopdar, P., & Mandal, P. 

C. (editors). Contemporary research in marketing: Innovation, inclusion and integration. Indian Institute of Management 

Shillong. pp. 29–32. 

Grbac, B., & Milohanovic, A. (2008). Contribution of food products in creating cultural identity of tourist destination. In: 

Proceedings of the WSEAS International Conference on Cultural Heritage and Tourism; July 2008; Heraklion, Crete Island, 

Greece. 

Grégoire, Y., Laufer, D., & Tripp, T. M. (2010). A comprehensive model of customer direct and indirect revenge: understanding 

the effects of perceived greed and customer power. Journal of the Academy of Marketing Science, 38(6), 738–758. 

https://doi.org/10.1007/s11747-009-0186-5 

Grobelny, J. (2023). Factors Driving the Workplace Well-Being of Individuals from Co-Located, Hybrid, and Virtual Teams: The 

Role of Team Type as an Environmental Factor in the Job Demand–Resources Model. International Journal of 

Environmental Research and Public Health, 20(4), 3685. https://doi.org/10.3390/ijerph20043685 

Gummesson, E. (1987). The new marketing-developing long-term interactive relationships. Long Range Planning, 20(4), 10-20. 

https://doi.org/10.1016/0024-6301(87)90151-8 

Ha, M. T. (2020). Investigating green brand equity and its driving forces. Management Science Letters, 2385–2394. 

https://doi.org/10.5267/j.msl.2020.2.026 

Ha, M.-T. (2022). Greenwash and green brand equity: The mediating role of green brand image, green satisfaction, and green 

trust, and the moderating role of green concern. PLOS ONE, 17(11), e0277421. 

https://doi.org/10.1371/journal.pone.0277421 

Haery, F. A., Ghorbani, H., & Zamani, B. (2014). Investigating the Relationship between Corporate Reputation and Customer 

Behavioral Intentions through Roles of Customer Trust, Customer Commitment and Customer Recognition (Case Study: 

Iran Insurance Company in Iran, Isfahan City). International Journal of Academic Research in Business and Social Sciences, 

4(4). https://doi.org/10.6007/ijarbss/v4-i4/816 

Hagen, L. (2016). Available online: http://derstandard.at/2000038651493/Workation-Zwischen-Urlaub-undArbeit (accessed on 5 

January 2024). 

Hair, J. F. J., Black, W. C., Babin, B. J., & Anderson, R. F. (2010). Multivariate Data Analysis: A Global Perspective, 7th ed. 

Pearson Education. 

Halpenny, E. A. (2010). Pro-environmental behaviours and park visitors: The effect of place attachment. Journal of 

Environmental Psychology, 30(4), 409–421. https://doi.org/10.1016/j.jenvp.2010.04.006 

Han, H., & Hyun, S. S. (2012). Image Congruence and Relationship Quality in Predicting Switching Intention. Journal of 

Hospitality & Tourism Research, 37(3), 303–329. https://doi.org/10.1177/1096348012436381 

Han, J. H., Kim, J. S., Lee, C.-K., et al. (2019). Role of place attachment dimensions in tourists’ decision-making process in 

Cittáslow. Journal of Destination Marketing & Management, 11, 108–119. https://doi.org/10.1016/j.jdmm.2018.12.008 

Hao, F., & Chon, K. K.-S. (2021). Contactless service in hospitality: bridging customer equity, experience, delight, satisfaction, 

and trust. International Journal of Contemporary Hospitality Management, 34(1), 113–134. https://doi.org/10.1108/ijchm-05-

2021-0559 

Hashemnezhad, H., Heidari, A. A., & Mohammad Hoseini, P. (2013). Sense of place and place attachment. International Journal 

of Architecture and Urban Development, 3(1), 5-12. 

Hazra, S., Fletcher, J., & Wilkes, K. (2014). An evaluation of power relationships among stakeholders in the tourism industry 

networks of Agra, India. Current Issues in Tourism, 20(3), 278–294. https://doi.org/10.1080/13683500.2014.887662 

Hidalgo, M. C., & Hernández, B. (2001). Place attachment: Conceptual and empirical questions. Journal of Environmental 

Psychology, 21(3), 273–281. https://doi.org/10.1006/jevp.2001.0221 

HOLIDU (n.d.). Available online: https://www.holidu.co.uk/magazine/the-best-cities-for-a-workation (accessed on 5 January 

2024). 

Horáková, J., Uusitalo, O., Munnukka, J., et al. (2022). Does the digitalization of retailing disrupt consumers’ attachment to retail 

places? Journal of Retailing and Consumer Services, 67, 102958. https://doi.org/10.1016/j.jretconser.2022.102958 

Hsu, C. L., Liu, C. C., & Lee, Y. D. (2010). Effect of commitment and trust towards micro-blogs on consumer behavioral 

intention: A relationship marketing perspective. International Journal of Electronic Business Management, 8(4), 292–303. 



Human Resources Management and Services 2024, 6(4), 3469.  

25 

Huang, Y., Finsterwalder, J., Chen, N., & Crawford, F. R. L. (2022). Online student engagement and place attachment to campus 

in the new service marketplace: an exploratory study. Journal of Services Marketing, 36(4), 597–611. 

https://doi.org/10.1108/jsm-04-2021-0148 

Hunter, G. L., & Garnefeld, I. (2008). When does consumer empowerment lead to satisfied customers? Some mediating and 

moderating effects of the empowerment-satisfaction link. Journal of Research for Consumers, 15, 1–14. 

Hutchinson, J., Lai, F., & Wang, Y. (2009). Understanding the relationships of quality, value, equity, satisfaction, and behavioral 

intentions among golf travelers. Tourism Management, 30(2), 298–308. https://doi.org/10.1016/j.tourman.2008.07.010 

Hwang, J., Joo, K., & Kim, I. (2023). Identifying Chinese Tourists’ Shopping Values and Their Consequences in the Context of a 

Duty-Free Shop: The Moderating Role of Country Image. Sustainability, 15(6), 5304. https://doi.org/10.3390/su15065304 

Jani, D., & Han, H. (2013). Personality, social comparison, consumption emotions, satisfaction, and behavioral intentions. 

International Journal of Contemporary Hospitality Management, 25(7), 970–993. https://doi.org/10.1108/ijchm-10-2012-

0183 

Jebbouri, A., Zhang, H., Imran, Z., et al. (2022). Impact of Destination Image Formation on Tourist Trust: Mediating Role of 

Tourist Satisfaction. Frontiers in Psychology, 13. https://doi.org/10.3389/fpsyg.2022.845538 

Johnson, M. D., Anderson, E. W., & Fornell, C. (1995). Rational and Adaptive Performance Expectations in a Customer 

Satisfaction Framework. Journal of Consumer Research, 21(4), 695. https://doi.org/10.1086/209428 

Jorgensen, B. S., & Stedman, R. C. (2001). Sense of place as an attitude: Lakeshore owners attitudes toward their properties. 

Journal of Environmental Psychology, 21(3), 233–248. https://doi.org/10.1006/jevp.2001.0226 

Kaiser, H. F. (1974). An index of factorial simplicity. Psychometrika, 39(1), 31–36. https://doi.org/10.1007/bf02291575 

Kastenholz, E., Marques, C. P., & Carneiro, M. J. (2020). Place attachment through sensory-rich, emotion-generating place 

experiences in rural tourism. Journal of Destination Marketing & Management, 17, 100455. 

https://doi.org/10.1016/j.jdmm.2020.100455 

Khuong, M. N., & Ha, H. T. T. (2014). The Influences of Push and Pull Factors on the International Leisure Tourists’ Return 

Intention to Ho Chi Minh City, Vietnam — A Mediation Analysis of Destination Satisfaction. International Journal of Trade, 

Economics and Finance, 5(6), 490–496. https://doi.org/10.7763/ijtef.2014.v5.421 

Kostynets, V., Kostynets, I., & Olshanska, O. (2021). Pent-up demand’s realization in the hospitality sector in the context of 

COVID-19. Journal of International Studies, 14(1), 89–102. https://doi.org/10.14254/2071-8330.2021/14-1/6 

Kucuk, S. U. (2012). Can consumer power lead to market equalization on the Internet?. Journal of Research for Consumers, 21, 

1–25. 

Kuhl, J., & Beckmann, J. (1985). Action Control. Springer Berlin Heidelberg. https://doi.org/10.1007/978-3-642-69746-3 

Lacey, R. (2007). Relationship Drivers of Customer Commitment. Journal of Marketing Theory and Practice, 15(4), 315–333. 

https://doi.org/10.2753/mtp1069-6679150403 

Lai, I. K. W. (2014). The Role of Service Quality, Perceived Value, and Relationship Quality in Enhancing Customer Loyalty in 

the Travel Agency Sector. Journal of Travel & Tourism Marketing, 31(3), 417–442. 

https://doi.org/10.1080/10548408.2014.883346 

Lai, I. K. W. (2014). The Roles of Value, Satisfaction, and Commitment in the Effect of Service Quality on Customer Loyalty in 

Hong Kong–Style Tea Restaurants. Cornell Hospitality Quarterly, 56(1), 118–138. 

https://doi.org/10.1177/1938965514556149 

Lange, B., Herlo, B., Willi, Y., et al. (2022). New working spaces in rural areas. The COVID-19 Pandemic and the Future of 

Working Spaces, 95–108. https://doi.org/10.4324/9781003181163-10 

Lee, P. C., Xu, S., & Yang, W. (2021). Is career adaptability a double-edged sword? The impact of work social support and career 

adaptability on turnover intentions during the COVID-19 pandemic. International Journal of Hospitality Management, 94, 

102875. https://doi.org/10.1016/j.ijhm.2021.102875 

Lee, W., & Jeong, C. (2021). Distinctive roles of tourist eudaimonic and hedonic experiences on satisfaction and place 

attachment: Combined use of SEM and necessary condition analysis. Journal of Hospitality and Tourism Management, 47, 

58–71. https://doi.org/10.1016/j.jhtm.2021.02.012 

Lee, Y., & Kim, I. (2018). A value co-creation model in brand tribes: the effect of luxury cruise consumers’ power perception. 

Service Business, 13(1), 129–152. https://doi.org/10.1007/s11628-018-0373-x 



Human Resources Management and Services 2024, 6(4), 3469.  

26 

Leonard, L. N. K., Cronan, T. P., & Kreie, J. (2004). What influences IT ethical behavior intentions—planned behavior, reasoned 

action, perceived importance, or individual characteristics? Information & Management, 42(1), 143–158. 

https://doi.org/10.1016/j.im.2003.12.008 

Leutwiler-Lee, M. J., Kim, S., Badu-Baiden, F., & King, B. (2023). Dimensionality in the service quality perceptions of 

quarantine hotel guests. Tourism Management Perspectives, 47, 101124. https://doi.org/10.1016/j.tmp.2023.101124 

Li, Q., & Wu, M. (2020). Tourists’ pro-environmental behaviour in travel destinations: benchmarking the power of social 

interaction and individual attitude. Journal of Sustainable Tourism, 28(9), 1371–1389. 

https://doi.org/10.1080/09669582.2020.1737091 

Loureiro, S. M. C., & González, F. J. M. (2008). The Importance of Quality, Satisfaction, Trust, and Image in Relation to Rural 

Tourist Loyalty. Journal of Travel & Tourism Marketing, 25(2), 117–136. https://doi.org/10.1080/10548400802402321 

Loureiro, S. M. C., Japutra, A., Molinillo, S., et al. (2021). Stand by me: analyzing the tourist–intelligent voice assistant 

relationship quality. International Journal of Contemporary Hospitality Management, 33(11), 3840–3859. 

https://doi.org/10.1108/ijchm-09-2020-1032 

Lu, L., Long, D., Chuang, Y.-C., et al. (2022). Sustainability of Suburban Industrial Development through Place Attachment. Civil 

Engineering Journal, 8(7), 1522–1534. https://doi.org/10.28991/cej-2022-08-07-014 

Lv, H., Bai, X., Yin, W., et al. (2008). Judge neural networks for multi-channel retailing competition. In: Proceedings of the 2008 

IEEE International Conference on Service Operations and Logistics; and Informatics; 12–15 October 2008; Beijing, China. 
Malhotra, N., & Birks, D. (2007). Marketing research: An applied approach. London, UK: Prentice Hall. Available online: 

https://doi.org/10.1108/S1548-6435(2007)3 (accessed on 5 January 2024). 

Martínez, P., & Rodríguez del Bosque, I. (2013). CSR and customer loyalty: The roles of trust, customer identification with the 

company and satisfaction. International Journal of Hospitality Management, 35, 89–99. 

https://doi.org/10.1016/j.ijhm.2013.05.009 

Milligan, M. J. (1998). Interactional Past and Potential: The Social Construction of Place Attachment. Symbolic Interaction, 

21(1), 1–33. https://doi.org/10.1525/si.1998.21.1.1 

Mitchell, R. K., Agle, B. R., & Wood, D. J. (1997). Toward a Theory of Stakeholder Identification and Salience: Defining the 

Principle of Who and What Really Counts. The Academy of Management Review, 22(4), 853. 

https://doi.org/10.2307/259247 

Moliner, M. A., Sánchez, J., Rodríguez, R. M., et al. (2007). Perceived relationship quality and post‐purchase perceived value. 

European Journal of Marketing, 41(11/12), 1392–1422. https://doi.org/10.1108/03090560710821233 

Moore, R. L., & Graefe, A. R. (1994). Attachments to recreation settings: The case of rail‐trail users. Leisure Sciences, 16(1), 17–

31. https://doi.org/10.1080/01490409409513214 

Moorman, C., Zaltman, G., & Deshpande, R. (1992). Relationships between Providers and Users of Market Research: The 

Dynamics of Trust within and between Organizations. Journal of Marketing Research, 29(3), 314–328. 

https://doi.org/10.1177/002224379202900303 

Mowen, J. C., & Minor, M. (2002). Consumer behavior (Indonesian), 5nd ed. Erlangga. p. 90. 

Murhadi, W. R., & Karsana, W. (2021). Effect of service quality and patient satisfaction on behavioral intention. Journal of 

Entrepreneurship & Business, 2(1), 25–36. https://doi.org/10.24123/jeb.v2i1.3981 

N’Goala, G. (2007). Customer switching resistance (CSR). International Journal of Service Industry Management, 18(5), 510–

533. https://doi.org/10.1108/09564230710826278 

Nouza, M., Ólafsdóttir, R., & Sæþórsdóttir, A. D. (2015). Motives and behaviour of second home owners in Iceland reflected by 

place attachment. Current Issues in Tourism, 21(2), 225–242. https://doi.org/10.1080/13683500.2015.1072139 

Nunnally, J. C. (1978). Psychometric Theory, 2nd ed. McGraw Hill. 

Oliver, R. L. (1997). Satisfaction: A Behavioral Perspective on the Consumer, 2nd ed. Routledge. 

Olsen, L. L., & Johnson, M. D. (2003). Service Equity, Satisfaction, and Loyalty: From Transaction-Specific to Cumulative 

Evaluations. Journal of Service Research, 5(3), 184–195. https://doi.org/10.1177/1094670502238914 

Omar, N. A., Alam, S. S., Aziz, N. A., et al. (2011). Retail loyalty programs in Malaysia: The relationship of equity, value, 

satisfaction, trust, and loyalty among cardholders. Journal of Business Economics and Management, 12(2), 332–352. 

https://doi.org/10.3846/16111699.2011.573297 

Ouellette, J. A., & Wood, W. (1998). Habit and intention in everyday life: The multiple processes by which past behavior predicts 

future behavior. Psychological Bulletin, 124(1), 54–74. https://doi.org/10.1037/0033-2909.124.1.54 



Human Resources Management and Services 2024, 6(4), 3469.  

27 

Öztürk, R. (2015). Exploring the relationships between experiential marketing, customer satisfaction and customer loyalty: An 

empirical examination in Konya. International Journal of Social, Behavioral, Educational, Economic, Business and Industrial 

Engineering, 9(8), 2817–2820. 

Park, J., Sung, J. (n.d.). Available online: https://s-space.snu.ac.kr/bitstream/10371/83518/1/S5-3-P1.pdf (accessed on 5 January 

2024). 

Park, Y., MacDonald, G., & Impett, E. A. (2022). Partnership status and satisfaction with work–life balance. European Journal of 

Work and Organizational Psychology, 32(1), 118–127. https://doi.org/10.1080/1359432x.2022.2104717 

Paul, I., & Roy, G. (2023). Tourist’s engagement in eco-tourism: A review and research agenda. Journal of Hospitality and 

Tourism Management, 54, 316–328. https://doi.org/10.1016/j.jhtm.2023.01.002 

Perkins, H., & Grace, D. A. (2009). Ecotourism: supply of nature or tourist demand? Journal of Ecotourism, 8(3), 223–236. 

https://doi.org/10.1080/14724040802534992 

Pesämaa, O., & Hair, J. F. (2008). Cooperative Strategies for Improving the Tourism Industry in Remote Geographic Regions: An 

Addition to Trust and Commitment Theory with one Key Mediating Construct. Scandinavian Journal of Hospitality and 

Tourism, 8(1), 48–61. https://doi.org/10.1080/15022250701880695 

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., et al. (2003). Common method biases in behavioral research: A critical review of 

the literature and recommended remedies. Journal of Applied Psychology, 88(5), 879–903. https://doi.org/10.1037/0021-

9010.88.5.879 

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., et al. (2003). Common method biases in behavioral research: A critical review of 

the literature and recommended remedies. Journal of Applied Psychology, 88(5), 879–903. https://doi.org/10.1037/0021-

9010.88.5.879 

Pol, E., & Castrechini, A. (2002). City-Identity-Sustainability Research Network. Environment and Behavior, 34(1), 150–160. 

https://doi.org/10.1177/0013916502034001011 

Portuese, D. (2006). E-commerce and the Internet: A Study on The Impact of Relationship Marketing Opportunities for Better 

Online Consumer Intentional Relationship [PhD thesis]. Capella University. 

Qadri, U. A., Ghani, M. B. A., & Sheikh, M. A. (2020). Role of corporate identity, image and reputation in investors’ behavioral 

decision making: Does emotional attachment matter? Pakistan Journal of Commerce and Social Sciences, 14(1), 120–142. 

Ra, G. O. W. T. H. A. M. (2022). Workation and Aspects of Workation in India. Presented at the 2nd Edition of the virtual 

International Marketing Conference. 

Rahim, M. A., & Buntzman, G. F. (1989). Supervisory Power Bases, Styles of Handling Conflict with Subordinates, and 

Subordinate Compliance and Satisfaction. The Journal of Psychology, 123(2), 195–210. 

https://doi.org/10.1080/00223980.1989.10542976 

Ramkissoon, H. (2016). Place satisfaction, place attachment and quality of life: development of a conceptual framework for island 

destinations. Sustainable Island Tourism: Competitiveness and Quality of Life, 106–116. 

https://doi.org/10.1079/9781780645421.0106 

Ramkissoon, H. (2020). COVID-19 Place Confinement, Pro-Social, Pro-environmental Behaviors, and Residents’ Wellbeing: A 

New Conceptual Framework. Frontiers in Psychology, 11. https://doi.org/10.3389/fpsyg.2020.02248 

Ramkissoon, H. (2021). Place Affect Interventions During and After the COVID-19 Pandemic. Frontiers in Psychology, 12. 

https://doi.org/10.3389/fpsyg.2021.726685 

Ramkissoon, H., Smith, L. D. G., & Weiler, B. (2013). Relationships between place attachment, place satisfaction and pro-

environmental behaviour in an Australian national park. Journal of Sustainable Tourism, 21(3), 434–457. 

https://doi.org/10.1080/09669582.2012.708042 

Ramkissoon, H., Weiler, B., & Smith, L. D. G. (2012). Place attachment and pro-environmental behaviour in national parks: the 

development of a conceptual framework. Journal of Sustainable Tourism, 20(2), 257–276. 

https://doi.org/10.1080/09669582.2011.602194 

Ranaweera, C., & Prabhu, J. (2003). The influence of satisfaction, trust and switching barriers on customer retention in a 

continuous purchasing setting. International Journal of Service Industry Management, 14(4), 374–395. 

https://doi.org/10.1108/09564230310489231 

Rather, R. A., Tehseen, S., Itoo, M. H., et al. (2019). Customer brand identification, affective commitment, customer satisfaction, 

and brand trust as antecedents of customer behavioral intention of loyalty: An empirical study in the hospitality sector. 

Journal of Global Scholars of Marketing Science, 29(2), 196–217. https://doi.org/10.1080/21639159.2019.1577694 



Human Resources Management and Services 2024, 6(4), 3469.  

28 

Raymond, C. M., Brown, G., & Weber, D. (2010). The measurement of place attachment: Personal, community, and 

environmental connections. Journal of Environmental Psychology, 30(4), 422–434. 

https://doi.org/10.1016/j.jenvp.2010.08.002 

Reitsamer, B. F., & Brunner-Sperdin, A. (2021). It’s all about the brand: place brand credibility, place attachment, and consumer 

loyalty. Journal of Brand Management, 28(3), 291–301. https://doi.org/10.1057/s41262-020-00229-z 

Richmond, V. P., McCroskey, J. C., & Davis, L. M. (1986). The relationship of supervisor use of power and affinity‐seeking 

strategies with subordinate satisfaction. Communication Quarterly, 34(2), 178–193. 

https://doi.org/10.1080/01463378609369632 

Rizky, Y. I., Jaya, R. C., Aziz Mubarok, D. A., et al. (2023). The Influence of Job Description, Job Training and Work Experience 

on Employee Productivity PT XYZ. Dinasti International Journal of Management Science, 5(2), 224–231. 

Roberts, K., Varki, S., & Brodie, R. (2003). Measuring the quality of relationships in consumer services: An empirical study. 

European Journal of Marketing, 37(1/2), 169–196. https://doi.org/10.1108/03090560310454037 

Rust, R. T., Lemon, K. N., & Zeithaml, V. A. (2001). What drives customer equity: A company’s current customers provide the 

most reliable source of future revenues and profits. Marketing Management, 10(1), 20–25. 

Sanchez-Franco, M. J. (2009). The Moderating Effects of Involvement on the Relationships between Satisfaction, Trust and 

Commitment in e-Banking. Journal of Interactive Marketing, 23(3), 247–258. https://doi.org/10.1016/j.intmar.2009.04.007 

Sánchez-Sánchez, M.-D., Pablos-Heredero, C. D., & Montes-Botella, J.-L. (2021). The Internal Demand of Cultural Tourism: 

Understanding Satisfaction and Fidelity to Destination in Spain through a Non-Linear Structural Model. Sustainability, 

13(23), 13487. https://doi.org/10.3390/su132313487 

Sandi, H., Afni Yunita, N., Heikal, Mohd., et al. (2021). Relationship Between Budget Participation, Job Characteristics, 

Emotional Intelligence and Work Motivation as Mediator Variables to Strengthening User Power Performance: An 

Emperical Evidence from Indonesia Government. Morfai Journal, 1(1), 36–48. https://doi.org/10.54443/morfai.v1i1.14 

Sargeant, A., & Woodliffe, L. (2007). Building donor loyalty: The antecedents and role of commitment in the context of charity 

giving. Journal of Nonprofit & Public Sector Marketing, 18(2), 47-68. https://doi.org/10.1300/J054v18n02_03 

Sarkar, A., Ponnam, A., & Murthy, B. K. (2012). Understanding and measuring romantic brand love. Journal of Customer 

Behaviour, 11(4), 324–347. https://doi.org/10.1362/147539212x13546197909985 

Scannell, L., & Gifford, R. (2010). The relations between natural and civic place attachment and pro-environmental behavior. 

Journal of Environmental Psychology, 30(3), 289–297. https://doi.org/10.1016/j.jenvp.2010.01.010 

Šerić, M., Mikulić, J., & Gil-Saura, I. (2016). Exploring relationships between customer-based brand equity and its drivers and 

consequences in the hotel context. An impact-asymmetry assessment. Current Issues in Tourism, 21(14), 1621–1643. 

https://doi.org/10.1080/13683500.2016.1209163 

Shim, G., Lee, S., & Kim, Y. (2008). How investor behavioral factors influence investment satisfaction, trust in investment 

company, and reinvestment intention. Journal of Business Research, 61(1), 47–55. 

https://doi.org/10.1016/j.jbusres.2006.05.008 

Shin, H., Lee, J., & Kim, N. (2023). Workcation (workation) travel experiences, satisfaction and revisit intentions: Focusing on 

conceptualization, scale development, and nomological network. Journal of Travel Research. 

https://doi.org/10.1177/00472875231188717 

Siagian, H., & Cahyono, E. (2014). Analisis website quality, trust dan loyalty Pelanggan online shop. Jurnal Manajemen 

Pemasaran, 8(2). https://doi.org/10.9744/pemasaran.8.2.55-61 

Sinclair-Maragh, G. (2017). Demographic analysis of residents’ support for tourism development in Jamaica. Journal of 

Destination Marketing & Management, 6(1), 5–12. https://doi.org/10.1016/j.jdmm.2016.03.005 

Singh, P., Arora, L., & Choudhry, A. (2022). Consumer Behavior in the Service Industry: An Integrative Literature Review and 

Research Agenda. Sustainability, 15(1), 250. https://doi.org/10.3390/su15010250 

Skarmeas, D., & Robson, M. J. (2007). Determinants of Relationship Quality in Importer–Exporter Relationships. British Journal 

of Management, 19(2), 171–184. https://doi.org/10.1111/j.1467-8551.2007.00537.x 

Stokols, D., & Shumaker, S. (1981). People in places: A transactional view of settings. In: Harvey J (editor). Cognition, social 

behavior, and the environment. Erlbaum. pp. 441–488. 

Swan, J. E., & Mercer, A. A. (1982). Consumer satisfaction as a function of equity and disconfirmation. In: Hunt, H. K., Day, R. 

L. (editors). Conceptual and empirical contributions to consumer satisfaction and complaining behavior. Indiana University 

School of Business. 



Human Resources Management and Services 2024, 6(4), 3469.  

29 

The Second Offline. (2021). Advances in Information and Communication Research. Springer Singapore. 

https://doi.org/10.1007/978-981-16-2425-4 

Topologies of Digital Work. (2021). Dynamics of Virtual Work. Springer International Publishing. https://doi.org/10.1007/978-3-

030-80327-8 

Tsao, W.-C., & Hsieh, M.-T. (2012). Exploring how relationship quality influences positive eWOM: the importance of customer 

commitment. Total Quality Management & Business Excellence, 23(7–8), 821–835. 

https://doi.org/10.1080/14783363.2012.661137 

Tuan, Y. F. (1977). Space and place: The perspective to experience. University of Minnesota Press. 

Ujang, N. (2012). Place Attachment and Continuity of Urban Place Identity. Procedia - Social and Behavioral Sciences, 49, 156–

167. https://doi.org/10.1016/j.sbspro.2012.07.014 

Ulaga, W., & Eggert, A. (2006). Relationship value and relationship quality. European Journal of Marketing, 40(3/4), 311–327. 

https://doi.org/10.1108/03090560610648075 

Vogl, T., & Micek, G. (2023). Work-leisure concepts and tourism: studying the relationship between hybrid coworking spaces and 

the accommodation industry in peripheral areas of Germany. World Leisure Journal, 65(2), 276–298. 

https://doi.org/10.1080/16078055.2023.2208081 

Voll, K., Gauger, F., & Pfnür, A. (2022). Work from anywhere: traditional workation, coworkation and workation retreats: a 

conceptual review. World Leisure Journal, 65(2), 150–174. https://doi.org/10.1080/16078055.2022.2134199 
Wahyudie, P., Antariksa, A., Wulandari, L. D., et al. (2021). Place attachment in supporting the preservation of religious historical 

built environment. IOP Conference Series: Earth and Environmental Science, 737(1), 012035. https://doi.org/10.1088/1755-

1315/737/1/012035 

Waldron, V., & Kelley, D. (2008). Communicating Forgiveness. https://doi.org/10.4135/9781483329536 

Walster, E., Traupmann, J., & Walster, G. W. (1978). Equity and extramarital sexuality. Archives of Sexual Behavior, 7(2), 127–

142. https://doi.org/10.1007/bf01542062 

Walter, A., Mueller, T. A., & Helfert, G. (2000). The impact of satisfaction, trust, and relationship value on commitment: 

Theoretical considerations and empirical results. Available online: https://www.impgroup.org/uploads/papers/131.pdf 

(accessed on 2 January 2024). 

Wang, F., & Head, M. (2007). How can the Web help build customer relationships? Information & Management, 44(2), 115–129. 

https://doi.org/10.1016/j.im.2006.10.008 

Wang, P., Huang, Q., & Davison, R. M. (2020). How do digital influencers affect social commerce intention? The roles of social 

power and satisfaction. Information Technology & People, 34(3), 1065–1086. https://doi.org/10.1108/itp-09-2019-0490 

Werther, S. (2021). Coworking as a revolution in the world of work (German). Springer Berlin Heidelberg. 

https://doi.org/10.1007/978-3-662-62657-3 

Williams, D. R., Patterson, M. E., Roggenbuck, J. W., et al. (1992). Beyond the commodity metaphor: Examining emotional and 

symbolic attachment to place. Leisure Sciences, 14(1), 29–46. https://doi.org/10.1080/01490409209513155 

Williams, T. (2017). Excellence through equity: Five principles of courageous leadership to guide achievement for every student. 

Education Review, 24. https://doi.org/10.14507/er.v24.2072 

Wood, A. J. (2020). Despotism on Demand: How Power Operates in the Flexible Workplace. Cornell University Press. 

https://doi.org/10.7591/cornell/9781501748875.001.0001 

Woods, N. E. (2006). Place Attachment, Place-Identity, Self-Formation, and Imagination: A Narrative Construction [PhD thesis]. 

Alliant International University, San Diego, CA. 

Yan, N., & Halpenny, E. A. (2019). Tourists’ savoring of positive emotions and place attachment formation: a conceptual paper. 

Tourism Geographies, 24(2–3), 369–389. https://doi.org/10.1080/14616688.2019.1647454 

Yang, J., Gu, Y., & Cen, J. (2011). Festival Tourists’ Emotion, Perceived Value, and Behavioral Intentions: A Test of the 

Moderating Effect of Festivalscape. Journal of Convention & Event Tourism, 12(1), 25–44. 

https://doi.org/10.1080/15470148.2010.551292 

Yoshida, T. (2021). How has workcation evolved in Japan? Annals of Business Administrative Science, 20(1), 19–32. 

https://doi.org/10.7880/abas.0210112a 

Yu, H. S., Zhang, J. J., Kim, D. H., et al. (2014). Service Quality, Perceived Value, Customer Satisfaction, and Behavioral 

Intention Among Fitness Center Members Aged 60 Years and Over. Social Behavior and Personality: An International 

Journal, 42(5), 757–767. https://doi.org/10.2224/sbp.2014.42.5.757 



Human Resources Management and Services 2024, 6(4), 3469.  

30 

Yuksel, A., Yuksel, F., & Bilim, Y. (2010). Destination attachment: Effects on customer satisfaction and cognitive, affective and 

conative loyalty. Tourism Management, 31(2), 274–284. https://doi.org/10.1016/j.tourman.2009.03.007 

Zakaria, A. S., & Yuserrie, F. A. H. (2021). The community mosque to enhance community engagement case study: Gong Tok 

Masek Mosque, Kuala Terengganu. In: Proceedings of the fifth International Undergraduate Seminar on Built Environment 

and Technology, Universiti Teknologi MARA, Shah Alam, Malaysia (Indonesian). 

Zhan, F., Luo, W., & Luo, J. (2020). Exhibition attachment: effects on customer satisfaction, complaints and loyalty. Asia Pacific 

Journal of Tourism Research, 25(6), 678–691. https://doi.org/10.1080/10941665.2020.1754261 

Zhang, P., Guo, S., Zeng, L., et al. (2022). Formation Mechanisms of Rural Summer Health Destination Loyalty: Exploration and 

Comparison of Low- and High-Aged Elderly Leisure Vacation Tourists. Behavioral Sciences, 12(10), 367. 

https://doi.org/10.3390/bs12100367 

Zhe, L., Jie, W., & Yuan, H. (2023). The effect of place attachment of geographical indication agricultural products on repurchase 

intention. Journal of Retailing and Consumer Services, 72, 103266. https://doi.org/10.1016/j.jretconser.2023.103266 

Zhong, Y. Y. S., Busser, J., & Baloglu, S. (2017). A Model of Memorable Tourism Experience: The Effects on Satisfaction, 

Affective Commitment, and Storytelling. Tourism Analysis, 22(2), 201–217. 

https://doi.org/10.3727/108354217x14888192562366 

 


