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KEYWORDS ABSTRACT

Millennials, Gen Z, | The "services theatre model" is used in this study to comprehend customer service experience of
Revisit intention, millennials and Gen Z at seaside resorts. It is a conceptual structure that uses the three dimensions
Customer trust, of actor, performance, and environment to define and analyze services using theatre as a metaphor
Service theatre (Grove et al., 1998). Staff members who collaborate to deliver services are referred to as the
model. actor, the physical settings/environment wherein services are delivered is referred to as the

setting. The collection of actions carried out in front of an audience and the evaluation of the
service is called performance (Fisk et al., 2004; Grove et al., 1998; Grove & Fisk, 1992).

This research paper investigates how customer service influences the likelihood of millennials'
and Gen Z's intention to revisit resorts. The study also investigates the mediating role of factors
driving the desire to return. Data for this research was collected from 412 participants,
predominantly millennials and Gen Z individuals. This study's findings provide valuable insights
into the determinants of customers' intention to revisit resorts. It reveals the associations among
physical environment, staff and customer interactions, trust, perceived value, and revisit
intention. Additionally, the study underscores the mediating roles of related variables, revealing
the intricate dynamics within the hospitality and travel sector. This paper augments theoretical
and practical implications to improve customer experience in the travel and hospitality sector and
highlights the impact of several aspects that drive customers’ intention to revisit the resort. The
framework introduced enhances the existing knowledge and serves as a basis for future research
and practical applications in this field..

1. INTRODUCTION

The tourism and hotel industries have recently seen tremendous growth potential, especially in emerging markets like India.
Academic research is now focusing on customer experience and how it can provide exhilarating services to customers.
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Regardless of the importance of this topic, not many studies have been conducted on it. Travel and hospitality are one of the
fastest-growing sectors in a developing market. It urges service providers to provide customers with a wonderful and
remarkable experience (Ali et al., 2014). In addition, resort hotels are one of several types of visitor attractions with the
highest growth (Ali et al., 2016b). Managing the customer is vital in the hospitality industry as the services are perishable.
Moreover, delivering a positive customer experience enhances customer happiness and involves cooperation among service
industry participants (Ali & Amin, 2014). The hospitality sector provides an abundance of opportunities both for social and
physical interactions, which makes it an interesting field for studying customer experience (Cetin & Dincer, 2014). Several
studies have discussed customer experiences in the context of tourism, travel and hotel sectors (Sharma & Rather, 2015; Ali
et al., 2018; Quifiones & Rojas, 2023; Trini & Salim, 2018).

The fundamental element of the service experience is an interactive process with several aspects, such as social dimension
(interaction with staff, interaction with customer) and physical interfaces. Because of this, consumers are left with distinct
memories of their experiences (Tran et al., 2020). An experience pre, post, or during a consumption encounter influences
internal customer factors such as cognition and emotion. Enterprises may attempt to affect a customer's perceptions through
external influences like interacting with staff or the physical environment (Alnawas & Hemsley-Brown, 2019). When it
comes to serving customers and communicating with them, interaction is a crucial aspect of marketing activity (Chan, 2018).

Due to India’'s excellent tourism potential, the sector has forged ahead to be one among the most essential key economic
drivers (Varma et al., 2021). Following the pandemic, domestic visitors are expected to support growth in this sector (IBEF,
2022). Modernization and improvement of technology have greatly boosted hotels and resorts to rise phenomenally
(GrowthSource, 2020).

Millennials are perpetually searching for experiences, so they anticipate getting a good experience while visiting the resort
(Ramgade & Kumar, 2021). By 2025, Millennials and Gen Z, it is anticipated, would constitute 50% of tourists. In addition,
Generation Z has begun to assert its economic and social impact globally. The hotel industry should see the upcoming
generations as its most significant assets (Ramgade & Kumar, 2021). Gen Z travelers desire more individualized experiences,
unique locations, and greater involvement in local customs. India is seventh among the top 10 unconventional family
destinations (Trend Watch, 2017).

This research was done in the hospitality sector (resorts) context. Building a setting that would promote and enhance a sense
of happiness and well-being is the core notion behind the resort concept (Gee, 2000). After the pandemic, people are excited
to travel to different places and visit different hotels and resorts to cheer themselves up. In order to relax, discover, and get
away from their regular activities, many individuals now stay in hotels and resorts in magnificent and distant areas (Yang &
Chan, 2010). Getting a better understanding of how millennials' and Gen Z's experiences with the resort's customer service
(the “physical environment, social environment™) affect their chances of revisiting is the primary purpose of current study.
Moreover, location and outlets are two of the most crucial characteristics of hotels (Masa'deh et al., 2019). Based upon that
the research questions investigates the following.

RQ1: What are the key components influencing customer service in seaside resorts?
RQ2: What factors mediate the relation between customer service and revisit intention?

This study seeks to contribute to the existing body of knowledge by presenting and empirically testing a comprehensive
model that examines various aspects of the service experience in hotels, encompassing both the physical and social
environment. Additionally, it delves into the intricate relationships between customer perception of value and trust within
this context. To provide a more holistic perspective, this study takes into account both tangible and intangible factors that
shape the service experience.

Furthermore, building upon the prior studies (Ali & Omar, 2014; Ali et al., 2016 a; Ali et al., 2018) which have indicated the
need for further exploration in the areas of trust, and perceived value, this study bridges this gap by identifying the
components and dimensions of the customer service experience specifically in the context of a seaside resort. This study
analyzes how these elements collectively influence perceived value and the trust that patrons develop during their resort visit,
subsequently impacting their inclination to return. Moreover, our research aims to enhance comprehension regarding the
mediating roles played by perceived value and trust in connecting various independent and dependent variables within the
hotel service industry. By shedding light on these intricate relationships, we contribute to a more nuanced understanding of
the dynamics at play in the service experience. Finally, there are only few credible studies which have been undertaken on
the application of the service theatre model in studies relating to the Indian hospitality industry
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2. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT

The review of the literature puts forth several components of customer experience. In this study consumer experience is
intended to be a multifaceted and varied construct, evolved by various elements like (a) “the physical environment”, (b)
“Interactions with staff”, and (c) “interactions with other customers” within the tourist resort

2.1 Service Theatre Model

Grove (1998) developed the “Service Theatre Model”. It is a conceptual structure that uses the three dimensions of actor,
performance, and environment to define and analyze services using theatre as a metaphor (Grove et al., 1998). Staff members
who collaborate to deliver services are referred to as the actor, the physical settings/environment wherein services are
delivered is referred to as the setting. The collection of actions carried out in front of an audience and the evaluation of the
service is called performance (Fisk et al., 2004; Grove et al., 1998; Grove & Fisk, 1992). An essential first step to achieving
service excellence is a thorough knowledge of the nature of services (Grove & Fisk, 2004). The company owns or maintains
control over the physical environment. The service theatre's furnishings, decorations, and ambiance are considered the
company's “physical environment”. (Grove & Fisk, 1992). Customers are especially influenced by the service theatre’s
interior design and furnishings. The audience is essential to the process of making decisions. The staff's performance and
attitude are essential to the service theatre. Staff members will perform in a way that satisfies the customer's needs during a
service engagement with the help of coordination (Awasthi & Shrivastava, 2014).

Grove & Fisk (1992), in their study, outlined the service theatre model from the marketer and customer perspectives, wherein
focusing on the dramatic elements of a service delivery process may help the marketer regularly provide higher levels of
customer delight. From the perspective of consumer researchers, the idea of service experience as theatre provides a novel
way to categorize and evaluate customer service interactions. Few researchers have addressed that marketing products differs
from marketing services (Sasser, 1976). Very few previous studies that have been done in the field of Service Theatre Model
e.g., Fisk et al., (2004); Ali et al., (2016b); Ali et al., (2015).

2.2 Physical environment

The surroundings in the hospitality and tourism industry can influence whether or not customers consider or ignore (Ali &
Omar, 2014) their choice of preferring resort/ hotel. The physical environment is a key differentiator when comparing
enterprises and reaching out to customers (Ozdemir-Giizel & Zeki Dinger, 2018). Also, a business owner and marketer can
use the physical environment of a hospitality business as a crucial marketing tactic to stand out from rivals (Slack et al.,
2021). According to Lee & Jeong (2012), The basic design, layout, aesthetics, ornamentation are all included in the physical
environment. The significance of the physical environment while assessing the customer's experience has only been
mentioned in a few studies (Ali and Amin, 2014; Ali et al., 2014; Hendriyani, 2018). Moreover, Visitors quickly form
opinions about a hotel based on concrete characteristics, which greatly influences their level of trust. Few studies prove that
the physical environment directly influences perceived value (Ryani & Soesanto, 2021; Ozdemir-Giizel & Zeki Dinger, 2018;
Ali & Amin, 2014; Durna et al., 2015). The below hypotheses were formulated in the light of those studies.

H1 (a): Physical environment significantly influences perceived value.
H1 (b): Physical environment significantly influences trust
2.3 Interaction with customers

Lin, et al. (2020) stated that interaction with other customers is the conversation about knowledge, thoughts, feelings, and
emotions between customers, which can play an integral role in consumer’s personal experiences and the outcome of those
interactions. Customer interactions in service environments are an essential component of the customer experience and a
factor determining how motivated and satisfied a consumer feels toward services provided by firms (Yoo et al., 2012).
Individuals engage in interaction as a process of communication where they share thoughts, feelings, and facts to help a
relationship grow (Wilson, 1976). Therefore, Chan (2018) suggests that resorts offer shared activities so visitors can
socialize. According to Davies et al. (1999), positive interactions with other customers can occur even as someone stands in
a queue to pay, reinforcing a positive experience that both parties share. In the context of a service, a customer may
purposefully gather information from another customer to confirm or deny information offered by the service providers (Yoo
etal., 2012).

A few studies states that interaction with customers have significant relationship with perceive value (Ali et al., 2018; Lee et
al., 2020). The following hypotheses are stated based on the prior studies.

H2 (a): Interaction with customers significantly influences perceived value.
H2 (b): Interaction with customers significantly influences trust.
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2.4 Interaction with staff

When a service organization needs to interact with a consumer, it is usually the staff who do so initially, and they make an
effort to continue doing so throughout the customer service encounter (Lemke et al., 2011). The sense of a favourable
relationship between a customer and staff is highlighted by a feeling of connectedness between them (Gremler & Gwinner,
2000). Lee et al. (2020) study examined customer and staff relationships that leads to customer satisfaction. Since consumer
and service providers are typically present during the service encounter, their engagement has the capability to impact
customer's service experience (Ali et al., 2016b). In support, Huang & Xie (2017) discussed in their study that in an
environment with frequent contact with service delivery, such as hotels, restaurants, and resorts staff and customer
interactions are a continuous process that usually extends throughout the consumer consumption experience. In addition,
customers are more inclined to build positive opinions of staff to enable trust-based relations with service organizations if
they receive personal care and attention from staff during service encounters (Matute et al., 2018). Increased staff and
consumer interaction provide a unique chance to develop positive customer-enterprise associations, which is favourable for
establishing beneficial associations between staff and clients (Yim et al., 2008). The level of communication, the hotel's
responsiveness, and the general rapport built up during these exchanges all play a part in developing and maintaining trust.

Some studies show that Interaction with the staff is significantly related to perceived value, (Ali et al., 2018; Lee et al., 2020).
Whereby the following hypotheses are framed.

H3 (a): Interaction with the staff significantly influences perceived value.
H3 (a): Interaction with the staff significantly influences trust
2.5 Perceived value

Perceived value can be understood as, per Zeithaml (1988, p. 10), “a consumer’s overall assessment of the utility of a product
(or service) based on perceptions of what was received.” In other words, it is the discrepancy between the amount an
individual spends for a good or service and the price they would like to pay (Gumussoy & Koseoglu, 2016). Another study
states that, the contrast between the price invested and the advantages gained by the customers is termed as perceived value
(Zeithaml et al., 2013). The possibility of a customer engaging in positive behaviour is higher when a product or service
offers more benefits, increases customer satisfaction (Aulia et al., 2016). Studies on perceived value have drawn much
interest because of its significance in service marketing (McDougall & Levesque, 2000; Ge et al., 2021). Perceived value
increases trust in Tourism and Hospitality. Perceived value has been seen and analyzed as a reliable construct when
determining customer behaviour (Vrontis, et al., 2022). Prior studies highlighted the association between perceived value
and trust (Hermanus & Indradewa, 2022; Prameka et al., 2016). Furthermore, customers' preference of place, dining
experience, and value that customers perceived are mostly impacted by the physical environment quality and staff service
quality (Slack et al., 2021). Moreover, some studies stated that trust and intent to return are impacted by the perceived value
of the customer (Cuong, 2020; Helal, 2022). The hypotheses were formulated in the light of previous studies.

H4(a): Perceived value significantly influences trust.

H4(b): Perceived value significantly influences revisit intention.

H4(c): Perceived value plays a mediation role between physical environment and revisit intention.

H4(d): Perceived value plays a mediation role between interaction with customers and the intention to revisit.
H4(e): Perceived value plays a mediation role between interaction with staff and the intention to revisit.

2.6 Customer trust

Trust refers to the customer's capacity to have faith in the potential destination providers to exceed or meet their expectations
(Osman, 2013). Customers' opinions towards any service or business are considered to be captivated by their level of trust
(Taylor, 2001). Moreover, trust in customers lessens uncertainty. Positive outcomes are substantially influenced by building
trust between customers and an enterprise (Mannan et al., 2019). Some studies state that Customer trust influences repurchase
intention (Mannan et al., 2019; Abubakar et al., 2017). A consumer that feels confident in the staff member is more likely to
be interactive and be loyal to the process (Matute et al., 2018). Previous studies show that trust directly impacts revisit
intention The hypotheses were made with the understandings of previous studies.

H5(a): Customer trust significantly influences revisit intention.
H5(b): Customer Trust plays a mediation role between physical environment and revisit intention.
H5(c): Customer Trust plays a mediation role between interaction with customers and intention to revisit.
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H5(d): Customer Trust plays a mediation role between interaction with staff and intention to revisit.
H5(d): Customer Trust plays a mediation role between perceived value and intention to revisit.
2.7 Revisit intention

Visitors frequently return to places they found fascinating or that provided a good experience (Kim et al., 2010) (Khasawneh
& Alfandi, 2019). The consumer's intent to go back to the same destination in future is known as their revisit intention
(Kusumaningrum et al., 2022). Reliable services encourage consumers to visit again or plan future purchases (Kim & Baker,
2022). Inclination to return is a vital factor to consider for the expansion and sustainability of tourism and hotel firms,
according to Thipsingh, et al. (2022). One way of understanding customer behavior is the intention to return to a location
they have previously visited and extend positive feedback about it. One example of post-consumption behavior is repeatedly
wanting to return to a destination (Cole & Scott, 2004). Repurchase intentions of previously purchased goods or services are
another example of a revisit intention (Juliana et al., 2022). If a destination area gives out positive feelings, visitors are more
likely to be happy and more inclined to return.

2.8 Sequential mediation of perceived value and trust:

Drawing from the theoretical framework of the service theatre model, we propose that revisit intention is significantly
influenced by the physical environment, interactions with staff, and customers, all of which modulate different psychological
states. Furthermore, we propose that the physical surroundings and interactions with staff and customers are important in
forming a variety of psychological perceptions, particularly perceived value and trust, which in turn encourage revisit
intention. Thus, we anticipate that those with higher perceived values which originate from the desire to return will also
probably have higher levels of trust. This ultimately leads to an improvement in revisit intention overall. Basing on this the
following hypothesis were framed

H6(a) Perceived value and trust sequentially mediate physical environment to revisit intention.
H6(b) Perceived value and trust sequentially mediate interaction with customers to revisit intention.
H6(c) Perceived value and trust sequentially mediate interaction with staff to revisit intention.

Figurel: Framework of the study

Physical
environment

Perceived value |

Interaction with Revisit intention
customers

N
Customer trust

Interaction with
staff

3. METHODOLOGY:
3.1 Research instrument

This study utilized a survey questionnaire, the first section of questionnaire includes demographic and other details of the
respondents and second part includes eight constructs, namely, physical environment, interaction with customers, interaction
with staff, perceived value, customer trust, revisit intention. A five-point scale ranging from “strongly disagree” (1) to
“strongly agree” (5) was used to measure the responses. Physical environment was measured using five items adapted from
the study of Wu & Liang, (2009); Ali, et al. (2015); Ali et al. (2016); Four items adapted from the study of Wu & Liang,
(2009); Ali et al. (2015); Ali et al. (2016) to measured interaction with customers; However, interaction with staff was
assessed using four items adapted from the studies of Wu & Liang, (2009); Ali et al. (2015); Ali et al. (2016); Four items
adapted from the study of Ali et al. (2013); Waheed & Hassan, (2016) to evaluate Perceived value; Customer trust was
assessed using four items adapted from the study Bohdanowicz-Godfrey et al. (2018); Revisit Intention was evaluated using
four items adapted from the study of Tosun et al. (2015); Soliman, (2019).
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3.2 Sample and Data collection

The sample includes 412 respondents (visitors) who had visited the resorts along the seaside in Visakhapatnam, India.
Visitors who fell within the categories of millennials or Generation Z were the respondents in the study. Data was gathered
using a convenience and purposive sampling approach by providing a printed and online questionnaire to hotel visitors.

3.3 Analytical method

In this study, the researchers used Smart PLS M3 Version v.3.2.9 to assess the aforementioned hypotheses based on structural
equation modelling and mediation analysis. For calculating the path coefficients in structural models, the well-known PLS
approach is used (Hair et al., 2013). However, PLS has gained acceptance in marketing research because it can simulate
latent elements under non-normality with small to medium-sized sample (Hair et al., 2013)

4. DATA ANALYSIS AND RESULTS

The data was examined using the two-step method (Anderson & Gerbing, 1998). A “confirmatory factor analysis” (CFA)
was performed in the initial stage to see whether the measured variables accurately mirrored the anticipated latent variables.
Testing both the general model fit and the path coefficients significance were done in the second stage. Additionally, the
bootstrapping method (1000 samples) was used to establish the significance levels of the proposed hypothesized link. The
relevance of the path coefficients was examined using path analysis to evaluate the general model fit.

4.1 Empirical results and Findings

Table I: Respondents profile

Groups Variable Frequency percentage
Female 187 45.4
Gender
Male 225 54.6
18-25 167 40.5
Age 26-32 164 39.8
33-42 81 19.7
Bachelor Degree 216 52.4
Master Degree 109 26.5
Education
PhD 18 4.4
Others 69 16.7
1 88 21.4
How many times you've been to a 2-3 156 37.9
resort in the last 2 years 4.5 70 17.0
6 and above 98 23.8

Table 1 shows 87 female respondents and 225 male respondents. 167 respondents are in the age group of 18 to 25; 164 are
in the range of 26 to 32; and 81 were in the range of 33 to 42. Out of 412 responders, 216 hold bachelor's degrees, 109 hold
master's degrees, 18 have PhDs, and 69 respondents fall under the category of others. 88 respondents reported having visited
the resort once in the previous two years. 156 respondents made two to three visits, 70 respondents made four to five, and
98 respondents made six or more Visits.

4.2 Measurement model

The results presented (table 2) indicate the “construct reliability (CR)” and “average variance extracted (AVE)” indices for
each construct, which are based on Hair et al. (2010) research. CFA establishes confidence in the measurement model and
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to evaluate the validity and reliability of the estimated model presented in Table 2. According to Hair et al. (2011), all CR
values were higher above the minimum threshold of 0.70, ranging from 0.893 to 0.946, proving the reliability of all
constructs' elements. The AVE values range from 0.626 to 0.815, all greater than 0.50, indicating a good “convergent
validity” (Nunnally & Bernstein, 1994).

Table 2: Factor lodgings of model, AVE and CR

Items constructs loadings Cronbach’s CR AVE
alpha
PE1 0.869
PE2 0.875
Physical environment (PE) PE3 0.864 0.850 0.893 0.626
PE4 0.808
PE5 0.825
IC1 0.853
; ; IC2 0.816
Iln(t:eractlon with customers 0.877 0.916 0.731
(1€) IC3 0.848
IC4 0.900
IS1 0.901
IS2 0.894
Interaction with staff (1S) 0.924 0.946 0.815
IS3 0.895
1S4 0.921
PV1 0.914
PV2 0.867
Perceived Value (PV) 0.905 0.935 0.781
PV3 0.852
PV4 0.901
T1 0.855
T2 0.898
Customer Trust (CT) 0.899 0.930 0.768
T3 0.823
T4 0.925
RI1 0.887
RI2 0.882
Revisit Intention (RI) 0.912 0.938 0.791
RI3 0.898
RI4 0.890
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We employed the “Heterotrait-Monotrait (HTMT)” criterion (Table-3), which requires that the ratio between the constructs
be less than 0.90 and was also achieved in this study (Henseler et al., 2015; Sarstedt et al., 2017) Under the findings shown
in Table 3 of the discriminating validity evaluation the model exhibits reasonable discriminant validity.

Table 3: HTMT discriminant validity

CT IC IS PE PV RI
CT
IC 0.597
IS 0.757 0.601
PE 0.510 0.439 0.460
PV 0.742 0.609 0.789 0.540
RI 0.554 0.508 0.655 0.763 0.687

The R2 value measures the performance of the structural model. The R2 number represents the degree to which independent
variables impact the dependent variable. R2 of 0.25 or less suggests a minimum effect. R2 values of 0.75 and above indicated
a significant or substantial effect, whereas values of 0.50 and above indicated a moderate effect (Hair et al., 2011). The R2
value for this study is PV- 0.576; CT-0.559; RI-0.447.

We used mediation analysis for the analysis Smart PLS (v.3.2.9). The “standardized root means squared residual (SRMR)”
and “normed fit index (NFI)” were utilized to measure the goodness of fit (Henseler et al., 2016). The model effectively met
the SRMR value of 0.038, fulfilling a predetermined threshold value of 0.08 The model's NFI score of 0.914 was higher (>)
0.90 indicating good fit (Henseler et al., 2016).

4.3 Hypothesis test and results

Table 4: Direct effect results

Hypothesis Path Path coefficient T- value Decision

H1(a) PE -> PV 0.167 4.780 Supported
H1(b) PE ->CT 0.100 2.559 Supported
H2(a) IC ->PV 0.186 5.179 Supported
H2(b) IC->CT 0.145 3.263 Supported
H3(a) IS -> PV 0.550 15.309 Supported
H3(b) IS->CT 0.370 7.731 Supported
H4(a) PV ->CT 0.277 5.486 Supported
H4(b) PV ->RI 0.418 8.389 Supported
H5(a) CT->RI 0.314 5.803 Supported

4.4 Mediation analysis
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Table 5: Mediation effect results

Path

Hypothesis Path coefficient T value Decision
H4(c) PE -> PV ->RI 0.070 3.686 Supported
H4(d) IC->PV ->RI 0.077 4.390 Supported
H4(e) IS ->PV ->RI 0.230 7.300 Supported
H5(b) PE ->CT ->RI 0.031 1.941 Not
supported
H5(c) IC->CT->RI 0.046 2.977
H5(d) IS->CT ->RlI 0.116 4.448 Supported
H5(e) PV ->CT ->RI 0.087 4.429 Supported
H6(a) PE ->PV -> CT->RI 0.014 3.191 Supported
H6(b) IC->PV ->CT->RI 0.016 3.370 Supported
H6(c) IS->PV ->CT->RI 0.048 4.290 Supported

5. DISCUSSION

This study examines the factors influencing resort visitors' intentions to revisit. Three independent variables, two mediating
variables, and one dependent variable are the key aspects of the study. With the help of SEM and mediation analysis, the
nine hypotheses were examined, depicted in table 4 and 5. The study results support the significance of comprehending how
experience affects various factors. It shows (Figure 2) that the statistical test finds that all hypotheses are significant and that
all elements are directly or indirectly related to visitors' revisit intentions. Concerning the effects of the independent
component determining perceived value, and trust significantly effects intent to return
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Figure 2: Results of Path diagram

First, the results of physical environment (PE) related to resort shows that it directly relates positively to Perceived value
supports previous studies findings (Ozdemir-Giizel and Zeki Dinger, 2018; Ryu et al., 2012; Durna et al., 2015). The physical
components, which include the architecture, interior design, cleanliness, and atmosphere, have a big influence on how guests
feel about the place as a whole. A clean, attractive physical space improves customer perceptions of comfort, quality of
service, and satisfaction. Visitors' decisions to return to a hotel are influenced by their perception that an appealing setting
equates to better service quality. These physical characteristics are integral to the overall value offer and have a significant
influence on how guests want to see their future visits. Apart from this PE also depicts the direct relation with trust and revisit
intention. Similarly, interaction with customers and interaction with the staff has a direct positive relation with perceived
value and trust which supports the findings of previous studies (Ali et al., 2018; Ali et al., 2016b). Positive interactions with
customer as well as staff members raise the perceived value of services and improve the guest experience. Positive
interactions between customers and workers impacts the whole visitor experience and build trust. When staying at a hotel,
visitors are likelier to return if they feel appreciated and a part of the community. The hotel's perceived value and ability to
build trust are both influenced by this simultaneous focus on staff and customer interactions, which in turn affects guests'
intents to return. Additionally, Physical environment, Interaction with customers and staff indirectly boosts revisit intention

Value is considered as a vital element in trust and revisit intention since consumers in the sector of travel and hospitality
appreciate the cuisine and the interactions with the staff (Marinkovic et al., 2014). Perceive value is significantly associated
to trust and revisit intention. This finding is constant with (Sodawan & Hsu, 2022; Waheed & Hassan, 2016; Cuong, 2020)
which emphasize that visitors' perceptions of value has a significant impact on their decision to return, with customer trust
acting as a mediating factor. Restaurants can create joyful, pleasant atmosphere that could improve the interaction between
customers and staff members (Levy, 2010). In addition, the results of the study show that, in the case of hotels, trust does
not significantly mediate the relationship between the physical environment and the intention to return. Rather, depending
on the physical surroundings, perceived value emerges as a significant mediator, emphasizing the critical role that visitors'
value perceptions play in determining their intention to return. This suggests that guests' evaluations of the value they receive
from their total hotel experience are the primary mechanism via which the physical environment influences their intention
to return. High value creates a sense of confidence in the hotel's commitment to visitor happiness, which in turn makes guests
more likely to think about returning.
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When people are pleased with any service or product, it automatically creates trust, encouraging them to revisit the place or
recommend it to others. Additionally, this study shows that trust and revisit intention have significant relation, which is in
line with Mannan, et al. (2019). Furthermore, trust is a mediating factor between perceived value and revisit intention
(Sodawan & Hsu, 2022). When visitors perceive value in the resort services, it will impact customer trust in the place they
visit. Finally, revisit intention is considered an essential factor in the hotel industry as it increases the business's goodwill
and improves the organization's financial status

6. IMPLICATIONS:
6.1 Theoretical implications

The "services theatre model" is used in this study to comprehend resort services concerning to theatrical performances, where
the staff (actors) serves as the individual who provide services to the consumers (audience), in a given environment (setting).
The interaction of the actors, audience, and environment settings shapes the customers' total experience. Along with the
resort services physical environment should be appealing (Park & Park, 2018). Ryu & Han (2011) stated that the physical
settings influence the overall experience of the customer. Another study states interactions with staff and consumers will
enhance customer happiness and emotion in addition to the physical setting (Ali et al., 2015). This study emphasizes the
Service Theatre Model's constant relevance and applicability, indicating its success in capturing the complex interaction of
factors in the context of resort experiences among millennials and Gen Z. This validates the model's usefulness in
understanding how customer experience effects behavior, particularly in the context of millennials' and Gen Z's tastes and
expectations. Furthermore, the study emphasizes the interlinked nature of Service Theatre Model elements. It demonstrates
how the physical environment, interactions with other customers and staff, perceived value, trust, and intention to return are
all inextricably linked. This holistic viewpoint is consistent with the Service Theatre Model's emphasis on an integrated and
comprehensive approach to comprehending the multidimensional nature of client encounters.

Furthermore, the study digs into mediation mechanisms, especially via the lens of perceived value shedding insight into how
multiple elements of the service theatre influence consumer behavior directly or indirectly. This contributes to our
understanding of the fundamental processes within the theatre model and how they influence customers' intents. Finally, by
emphasizing on the opinions of millennials and Generation Z, the study recognizes the generational perspective. This is
especially important given that different generations could have different resort expectations and behaviors. However, Trust
is recognized as a critical element influencing revisit intention in this study. Furthermore, it is viewed as a mediating element
between perceived value and intent to return. By adapting to the individual interests of various consumer segments, the
Service Theatre Model proves its flexibility and practicality.

6.2 Practical implications:

In the context of the hospitality industry, prioritizing investments in the physical environment is crucial to cater to the tastes
of millennials and Generation Z. These generations' values align with the contemporary aesthetics and ecological practices.
A distinctive experience that appeals to the target audience can be produced by incorporating aspects of regional culture and
design. To ensure that hotel employees interact with visitors in a way that promotes inclusivity, it is essential to give them
thorough training. Additionally, building trust, and accommodating a range of guest preferences all depend on
communication competency and cultural sensitivity training.

It is critical to effectively manage customer emotions in order to minimize bad encounters, particularly when faced with
service delays. To minimize unhappiness, empathic communication and proactive problem solving must be prioritized. In
order to ensure that solutions meet local expectations and values, it is important to address customer concerns while keeping
cultural nuances in mind. Optimizing pricing strategies becomes essential in the cost-conscious market. Offering perceived
value through bundled offerings and special discounts is one way to draw in millennials and Generation Z, who value
affordability over quality. Economic factors and local purchasing patterns must be thoroughly understood in order to develop
effective pricing strategies. In order to satisfy the social demands of millennials and Generation Z, hotels can improve the
entire experience by encouraging guest interactions. Creating social areas and events for visitors to interact with one another
promotes a feeling of community.

In the ever-changing world of hospitality sector, it is critical for hotels to regularly solicit feedback from guests in order to
remain aware of changing expectations. Additionally, by conducting surveys and actively seeking feedback, it is possible to
make well-informed improvements to services and amenities, enabling offerings to be precisely customized to meet the needs
of the local population. Technological solutions such as smartphone check-ins and personalized digital services are relevant
and improve consumer happiness, achieving a user-friendly interface and multilingual assistance is crucial for achieving
widespread acceptance and seamless integration of technology-enabled process.
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Building trust and promoting repeat visits requires paying attention to internet evaluations and participating in online
communities. In the digital age, where having an online presence is crucial, millennials and Generation Z have a positive
perception of a hotel when it responds promptly to criticism and remains dedicated to improving. Additionally, offering
loyalty plans or invitation-only events to regular customers fosters a feeling of community and boosts client retention.

7. CONCLUSION, LIMITATIONS, AND FUTURE STUDIES

Finally, based on the previous academic contributions, there are enormous differences between generations in how visitors
behave while experiencing and revisiting resorts and hotels. As millennials and Generation Z are willing to share their
experiences, earning trust is imperative while considering their overall resort experience. This study's results have
implications for both theoretical aspects and practical aspects. The research revealed relationships between several factors
essential to customers' experiences and their likelihood of returning to the resort. Besides the numerous theoretical and
management implications suggested by this study, there are still several limitations, such as geographical location, as it was
confined to a particular place in India.

Further research can be done to broaden the study's focus by examining additional variables like Value Co-creation. Besides,
this study only considered positive aspects, so future studies can be done on the negative experiences that customers have
faced. Future studies could use the above framework to explore a comparative analysis between Zen Y (millennials) and Zen
Z
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