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Abstract

This study examines the effects of the e-servicescape on flow experience, positive affect,
trust, website loyalty, and e-WOM in the context of online travel platforms, while inves-
tigating the moderating role of e-familiarity. Drawing on servicescape theory, the S-O-R
framework, and the Technology Acceptance Model (TAM), a comprehensive research model
is proposed. Data were collected from 256 consumers residing in Tiirkiye who had previ-
ously used online travel agencies, and the hypotheses were tested using partial least squares
structural equation modeling (PLS-SEM). The findings reveal that the e-servicescape has
significant positive effects on flow experience, positive affect, and trust. While flow experi-
ence was a significant predictor of positive affect, it did not have a significant direct effect
on e-WOM. Furthermore, positive affect and trust, in turn, significantly predicted both
website loyalty and e-WOM. Moreover, e-familiarity negatively moderated the relationship
between e-servicescape and flow experience, suggesting that highly familiar users derive
less immersive benefit from enhanced online environments. The study contributes to the
digital tourism and consumer behavior literature by highlighting the role of user familiarity
in shaping experiential outcomes.

Keywords: e-servicescape; flow experience; e-familiarity; e-WOM; website loyalty

1. Introduction

Despite the growing prevalence of mobile applications in tourism, websites remain
a central digital touchpoint for travelers, particularly during information search and evalu-
ation stages. Compared to mobile applications, websites offer broader content visibility,
fewer technical constraints, and higher accessibility across devices, making them critical
platforms for shaping tourists’ perceptions, trust, and booking-related decisions. Online
platforms now function as the primary channels through which businesses interact with
consumers, particularly in service industries where digital interfaces shape the overall
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experience. In these environments, features such as interface structure, navigational coher-
ence, and functional reliability influence how users perceive and evaluate online services.
This concept, often referred to as the e-servicescape (ES), encompasses the virtual settings
where services are delivered and experienced. Originating from traditional servicescape
theory [1], the ES extends these principles to the digital realm, incorporating factors such
as aesthetic appeal, online layout, functionality, and financial security [2,3].

The ES serves as a critical interface between businesses and consumers, shaping user
experiences and influencing emotions, trust, and behavioral outcomes. A high-quality ES
has been linked to enhanced customer satisfaction, trust, and loyalty, as well as increased
positive e-WOM [4,5]. However, the nuanced mechanisms through which ES impacts
consumer behavior, especially in the context of flow experience (FE), positive affect (PA),
and trust, remain underexplored. Additionally, the role of e-familiarity (EF), or the extent
to which users are accustomed to navigating digital environments, adds another layer of
complexity, potentially moderating these relationships [6,7].

Research conducted to date suggests that the ES is significantly associated with several
key consumer-related outcomes, including FE [8-10], trust [2,11,12], and e-WOM communi-
cation [11,13]. Moreover, the impact of the ES on affective responses, especially PA, has been
investigated in recent empirical research [14]. While earlier research has provided valuable
insights into various outcomes associated with ES, the literature remains fragmented with
respect to several critical relationships. Specifically, empirical studies directly examining
the effect of the ES on PA remain limited, indicating a need for further investigation in this
area. Moreover, although Website Loyalty (WL) constitutes a critical outcome in online
service contexts, research explicitly addressing the relationship between the ES and WL is
scarce. In particular, existing research has yet to offer a comprehensive examination that
integrates emerging constructs within a unified framework.

Furthermore, while the concept of EF has only recently emerged in the literature,
there is insufficient empirical research examining its impact both directly and indirectly in
online service contexts. By including EF in the proposed research model, this study aims to
extend the literature and offer a novel theoretical perspective. Data were collected from
consumers residing in Tiirkiye, who had previously used online travel agencies at least
once, thereby ensuring the relevance and contextual validity of the findings within the
online travel domain.

This study aims to examine the effects of the ES on FE, PA, trust, WL, and e-WOM, as
well as to examine the moderating role of EF in these relationships. By integrating insights
from the literature on consumer behavior, marketing, and digital interface design, this
research offers a holistic framework for understanding the influence of the ES on online
consumer behavior and its implications for digital marketing strategies.

The current study addresses the following research questions:

1. How does ES influence FE, PA, and trust?

What are the downstream effects of these factors on WL and e-WOM?

3. How does EF moderate the relationships between ES and these outcomes?

The findings of this study are expected to inform both academic inquiry and man-
agerial practice by clarifying how online service environments can be designed to foster
stronger consumer engagement and support organizational outcomes.

2. Theoretical Background

In hospitality and tourism research, service experiences have long been understood as
outcomes shaped not only by service performance but also by the environments in which
consumption-related interactions occur. The concept of ES can be exemplified through
various platforms in the tourism industry. Websites like Trivago, TripAdvisor, and Book-
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ing.com not only offer visually appealing images but also stand out as user-friendly and
financially secure platforms. A study conducted by Amer (2021) [15] revealed that partici-
pants were also familiar with various third-party sites such as Agoda, AlMosafer, Wego,
and Expedia. Expedia and Booking.com are companies with significant positions in the
tourism industry [16]. As tourism services increasingly shift to digital platforms, online
environments have become central spaces where tourists form evaluations, experience
emotions, and develop behavioral intentions prior to actual consumption. In such contexts,
the absence of physical interaction heightens the importance of environmental cues embed-
ded in digital interfaces, making theoretical examination of online service environments
particularly relevant.

Servicescape theory provides a useful point of departure for understanding how
environmental characteristics influence consumer responses. Originally developed to
explain the effects of physical surroundings in service settings, the theory emphasizes that
environmental cues shape individuals’ interpretations, emotional reactions, and subsequent
behaviors [1]. Within hospitality and tourism research, this perspective has been widely
applied to explain how atmospherics contribute to experiential evaluations in hotels,
restaurants, and destinations. As service encounters increasingly occur online, these
ideas have been extended to digital contexts through the notion of ES. In online tourism
settings, design coherence, functional clarity, and perceived security collectively form
the environment in which tourists engage with service providers [2]. These elements
serve as substitutes for tangibility and interpersonal contact, thereby influencing perceived
reliability and experiential quality.

While servicescape theory defines the service environment, the Stimulus-Organism-
Response (S-O-R) paradigm sheds light on how such environments influence consumer
behavior. The S-O-R framework, derived from environmental psychology, views envi-
ronments as stimuli that activate internal psychological processes, which then influence
behavioral responses. [17,18]. In tourism research (including sustainability-oriented stud-
ies), this framework has been particularly valuable for examining experiential mechanisms
through which environmental cues affect emotions, trust, and loyalty-related outcomes.

Although the Stimulus-Organism-Response framework serves as the primary the-
oretical foundation of this study, the Technology Acceptance Model (TAM) is explicitly
incorporated within the organism component. Users’ evaluations of system efficiency and
ease of interaction are conceptualized as TAM-based cognitive appraisals that mediate
the relationship between environmental stimuli and behavioral responses in the online
tourism context.

In the present context, ES operates as the stimulus that initiates tourists” internal
evaluations. These internal responses include experiential immersion, affective reactions,
and relational judgments. FE reflects a state of concentrated engagement that enhances
the perceived meaningfulness of digital interactions. PA captures emotional responses
such as enjoyment and interest that emerge during interaction with online platforms. Trust
represents a critical relational assessment in tourism contexts characterized by information
asymmetry and pre-consumption risk [6]. Together, these internal states shape behavioral
outcomes such as WL and e-WOM. From a sustainability perspective, such outcomes
contribute to stable platform usage, reduce dependence on short-term promotional tactics,
and support long-term consumer—platform relationships. By combining servicescape
theory, the S-O-R framework, and the Technology Acceptance Model (TAM), this study
conceptualizes online travel platforms as experiential environments that shape tourists’
cognitive evaluations, affective responses, and long-term behavioral intentions, thereby
providing a coherent and integrative theoretical foundation for examining sustainable
behavioral outcomes in hospitality and tourism.
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3. Conceptual Model
3.1. E-Servicescape

ES as a construct originates from earlier discussions of digitally mediated service en-
vironments. It builds upon Venkatesh’s (1998) notion of cyber market scapes [19] and
Koernig’s (2003) conceptualization of e-scapes [20]. In subsequent studies, the same
phenomenon has been examined under different terminologies, including virtual ser-
vicescape [21], online servicescape [2,22,23], digital servicescape [24], and electronic ser-
vicescape [3]. Although these labels vary, they collectively refer to the characteristics of
online environments in which service encounters take place.

Harris and Goode (2010) [2] define ES as a set of environmental cues present dur-
ing online service delivery that shape consumer perceptions and evaluations. Similarly,
Wau et al. (2017) [4] emphasize the role of online “physical” elements that exist at the mo-
ment of service interaction and influence customer satisfaction. In this respect, the ES
functions as a digital counterpart to the traditional servicescape, adapting Bitner’s (1992)
framework to virtual contexts [1].

Within online settings, ES plays a critical role in shaping consumers’ behavioral inten-
tions and emotional responses. By guiding users toward particular actions, it contributes
to both affective and cognitive evaluations of the service experience [25]. According to
Harris and Goode (2010) [2], the ES consists of three core dimensions: aesthetic appeal,
online layout and functionality, and financial security. While the first two dimensions
are conceptually aligned with those proposed in physical service environments, financial
security reflects the unique demands and risks associated with online transactions.

Aesthetic appeal refers to the overall visual attractiveness and sensory impression of a
website. It encompasses design elements that stimulate users’ interest and enhance their
engagement with online content [5]. Effective visual design not only captures attention but
also mitigates information overload by facilitating clarity and coherence [3]. In this context,
consistency in visual elements such as colour schemes, typography, and layout structure is
essential for creating a positive user experience.

Online layout and functionality represent the structural and operational aspects of a
website that enable smooth interaction. Layout relates to the organization, adaptability,
and navigational structure of web pages, whereas functionality concerns the usefulness,
relevance, and accessibility of website content [23]. Together, these elements determine
how efficiently users can accomplish their goals and how enjoyable they perceive the
interaction [5]. Financial security is another fundamental dimension of the ES. Beyond
safeguarding personal and payment information, it also involves minimizing perceived
risk and simplifying the online purchasing process. Perceptions of smooth and secure
transaction processes contribute to higher levels of user trust in the platform [22].

In virtual service environments, the ES serves as the primary interface through which
communication between firms and consumers occurs. Although a substantial body of
research has examined the relationship between ES attributes and behavioral outcomes,
relatively limited attention has been given to consumers’ experiential evaluations of on-
line hotel booking platforms. Prior empirical studies indicate that well-designed service
environments significantly enhance user experience across different settings. For instance,
websites that effectively balance hedonic and utilitarian design features are positively
associated with FE [26].

Within tourism and hospitality contexts, website quality has been identified as a key
determinant of flow in both virtual travel communities and hotel booking platforms [27,28].
Furthermore, Eroglu et al. (2003) [29] argue that online service environments are closely
linked to users” emotional states. Supporting this view, Huang et al. (2017) [9] highlight the
online environment as a crucial antecedent of PA. The influence of environmental cues on
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emotional responses has also been widely discussed in tourism research across both offline
and online domains [30].

Finally, the performance of ES dimensions has been shown to exert a significant impact
on consumer trust. A well-designed and reliable online environment enhances users’
confidence in a website, thereby fostering trust [5]. Trust, in turn, plays a mediating role
in the relationship between website quality, design features, and the broader ES, shaping
long-term consumer-brand relationships [31].

In light of this information, we propose the following hypotheses:

H1: ES is positively related to FE on the website.
H2: ES is positively related to PA on the website.

H3: ES is positively related to Trust on the website.

3.2. Flow Experience

The relationship between ES and FE is well-documented in the context of online
platforms. FE, characterized by an immersive state of deep involvement and enjoyment, is
closely tied to the design and functionality of online environments [27]. A well-designed
ES, with its appealing aesthetics, seamless layout, and robust functionality, facilitates user
engagement by minimizing distractions and enhancing usability [32]. For instance, studies
have shown that ES with hedonic and utilitarian features positively influences consumers’
likelihood of experiencing flow states while browsing or shopping online [26]. These
immersive experiences, in turn, foster greater customer satisfaction and loyalty, making the
optimization of ES a strategic priority for businesses.

FE, often described as a condition of deep immersion and engagement in an activity,
significantly impacts customers’ emotions and satisfaction, particularly in the tourism
industry. It is characterized by a sense of enjoyment, focus, and a loss of self-consciousness.
Rather than representing a static psychological state, flow emerges through interaction
with environments that balance usability, challenge, and engagement. It involves elements
such as focused attention, time distortion, and a sense of control over the activity [33,34].

FE in tourism, such as during ecotourism or virtual reality tours, is positively related
to customer satisfaction. This is because flow enhances the enjoyment and memorability of
the experience, leading to higher satisfaction levels [35-37]. Flow contributes to the “fun”
emotion, which is crucial for memorable tourism experiences. This emotional engagement
can increase tourists’ intentions to recommend and revisit destinations [33,38].

Within the tourism domain, FE not only boosts satisfaction but also encourages envi-
ronmentally responsible behaviors and destination loyalty. This is particularly evident in
eco-tourism settings where FEs are linked to tourists’ value perceptions [35]. Novelty and
interpersonal interactions are important in creating FE, which in turn enhances satisfaction
and positive memories of the tourism experience [33].

Flow influences consumer behavior by fostering positive emotions and satisfaction,
which in turn encourages e-WOM. FEs in seamless omnichannel environments lead to
increased positive e-WOM. Consumers in a flow state tend to engage in positive experience-
sharing behaviors, as the seamless environment enhances their overall satisfaction and
engagement [39]. FEs within online brand communities enhance customer engagement,
which subsequently increases e-WOM intention. The immersive experience encourages
community members to share their positive experiences with others [40]. By fostering a
state of deep involvement and enjoyment, flow can lead to increased customer loyalty
and positive behavioral intentions, such as recommendations and revisits. In the tourism
industry, creating opportunities for FE can significantly improve customer satisfaction
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and emotional connections with destinations. Additionally, Website loyalty (e-loyalty)
refers to users’ intentions to revisit a website or to engage in future transactions on the site.
Although online loyalty is often measured through behavioral indicators such as the time
a visitor spends on a site or the frequency of return visits, determining whether users are
genuinely committed to a website is not always straightforward [41]. Without customer
loyalty, even the most well-designed e-commerce platforms may fail to sustain long-term
viability. Firms aiming to cultivate a loyal customer base must consistently satisfy their
users and focus on developing enduring relationships with them [42].
Accordingly, the following hypotheses are proposed:

H4: FE is positively related to WL.
H5: FE is positively related to e-WOM.

In the purchase decision-making process, both FE and PA are valuable experiences [9].
This relationship merits closer empirical examination. In several studies, PA is suggested to
be a consequence of FE. Greater FE is associated with greater PA [43]. Guo et al. (2016) [44]
further noted that the FE has a direct impact on consumers’ emotions when they search
and trade online. On this basis, the following hypothesis is proposed:

He6: FE is positively related to PA.

3.3. Positive Affect

Affect is a psychological construct that represents mental states of evaluative feelings
about a situation [45]. In accordance with Watson et al. (1988) [46] creators of the extensively
used PANSAS scale, PA captures the extent to which individuals feel energetic, attentive,
and emotionally engaged during an experience. It represents a state in which one is
highly aroused, fully focused and pleasantly engaged. PA is the feeling of being interested,
enthusiastic, alert and inspired while performing an activity [47].

When individuals experience positive emotions, their attentional focus, cognitive
processes, and range of behaviors tend to broaden [48]. If consumers feel more pleasure
and joy while shopping, this PA will in turn increase their positive behavior, such as buying
and revisiting [9]. In addition, their findings indicate that positive emotions partially
mediate the relationship with behavioral loyalty, whereas negative emotions partially
mediate the relationship with attitudinal loyalty.

PA, which encompasses feelings of pleasure, joy, and enthusiasm, is another critical
outcome of a well-constructed ES. The emotional appeal of an online environment, includ-
ing its visual and functional attributes, plays a key role in shaping consumers’ emotional
responses [45]. When customers perceive an ES as aesthetically pleasing and user-friendly,
they are more likely to associate their online interactions with positive emotions [9]. These
emotions contribute to a more favourable overall customer experience and, in turn, encour-
age repeat visits as well as positive e-WOM. Furthermore, studies in tourism and hospitality
sectors have revealed that PA mediated by high-quality ESs significantly increases customer
trust and loyalty [7,49]. Hereby, the following hypothesisare proposed:

H7: PA is positively related to WL.

HS8: PA is positively related to e-WOM.
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3.4. Trust

In e-commerce settings, trust reflects the level of confidence consumers place in online
vendors, which can fluctuate based on various factors such as perceived privacy, service
quality, and security. Trust is a multidimensional concept that includes elements like
integrity, benevolence, and ability, and is crucial for overcoming consumer hesitancy in
online transactions [50-52].

Trust is a cornerstone of successful online interactions, particularly in e-commerce,
where customers rely heavily on the perceived credibility of a website [53]. The ES con-
tributes to trust by providing a secure, visually appealing, and functional digital environ-
ment [2]. Elements such as financial security, user-friendly layouts, and consistent branding
reinforce customers’ confidence in the platform [5]. High levels of trust in the ES not only
encourage immediate purchase decisions but also promote long-term loyalty and advocacy
behaviors, such as positive e-WOM. The relationship between trust and ES highlights the
critical role of digital interface design in building sustainable customer relationships in the
online marketplace.

Trust influences consumers’ commitment to a brand or website, especially in high-
involvement situations where trust can have a stronger impact than overall satisfaction [54,55].
Trust affects not only the intention to purchase but also actual purchasing behavior, including
preference, cost, and frequency of visits, thereby enhancing consumer loyalty and profitability
for the website [56].

Trust significantly impacts e-WOM, as it determines how likely customers are to share
their experiences and recommendations online. A positive ES, which includes customer
reviews and other online environmental factors, enhances trust, which in turn positively
influences e-WOM and customer loyalty [31]. Trust in a brand or website encourages
consumers to engage in e-WOM, sharing their experiences and recommendations, which
can either benefit or harm the brand depending on the nature of the feedback [31,57].

Trust is a critical component in e-commerce, influencing both WL and e-WOM. It acts
as a foundation for consumer confidence, affecting their purchasing decisions and their
propensity to engage in brand recommendations. Trust enhances loyalty by fostering a
reliable and secure online environment, and it drives e-WOM by encouraging consumers
to share their positive experiences. In light of the theoretical arguments outlined above, the
following hypotheses are advanced:

H9: Trust is positively related to WL.

H10: Trust is positively related to e-WOM.

3.5. E-Familiarity

EF literature frequently conceptualizes familiarity as a form of situational normality,
referring to an individual’s perception that a given environment operates in an expected
and understandable manner based on prior experience [6]. Familiarity contributes to
the reduction in social uncertainty by enabling individuals to interpret and evaluate
situations more effectively through accumulated experience [58]. As individuals be-
come familiar with an environment, they are better able to anticipate the behavior of
other parties, which enhances their perceived level of control and, in turn, fosters the
development of trust [59].

In online contexts, users who possess extensive experience with internet technologies,
websites, and especially e-commerce platforms tend to exhibit lower levels of hesitation
and anxiety when engaging in online transactions [58]. Beyond technical competence, famil-
iarity also encompasses an understanding of institutional safeguards designed to protect

https://doi.org/10.3390/su18042105


https://doi.org/10.3390/su18042105

Sustainability 2026, 18, 2105 8 of 23

consumers. In this regard, perceptions of financial security represent an essential element
within the online environment and play a central role in the formation of online trust.

Existing empirical studies have examined the moderating role of e-trust in relation to
constructs such as e-satisfaction, e-loyalty, and e-service quality [60]. Similarly, studies in
adjacent domains have highlighted the importance of familiarity as a contextual moderator.
For instance, Catalan et al. (2019) [61] demonstrated that brand familiarity strengthens the
relationship between advergaming experiences and flow. Likewise, Park et al. (2019) [7]
found that brand familiarity significantly moderates the effect of substantive ES elements on
PA. The relationship between familiarity and trust has also been empirically supported by
Gefen (2000) [59], who showed that even non-personal and routine interactions mediated
through standardized technological interfaces can contribute to trust formation when
familiarity is present.

Building on this body of literature, EF is expected to shape how users interpret and
respond to experiential and affective cues within the ES. On this basis, the following
hypotheses are advanced:

H11: EF has a significantly moderating role in the relationship between FE and ES.
H12: EF has a significantly moderating role in the relationship between PA and ES.

H13: EF has a significantly moderating role in the relationship between trust and ES.

4. Methods
4.1. Research Model

As seen in Figure 1, this study aims to investigate the influence of ES on consumer
experiences, specifically focusing on FE, trust, WL, and electronic word-of-mouth (e-WOM).
ES has three components and these components aesthetically appealing, layout and func-
tionality and financial security. This study focuses on consumers who purchase services
via online websites. Within this context, a comprehensive model has been developed incor-
porating variables such as ES, FE, PA, trust, WL, and e-WOM. Firstly, the study examines
the existence of positive relationships between ES and FE, PA, and trust. Subsequently,
it investigates whether EF moderates these relationships. The proposed research model
represents a detailed extended model, which, to the best of our knowledge, constitutes the
first study to present such a framework in the literature (Figure 1).

e-Familiarity

Flow
experience

Aesthetically

Appealin;
= = Website

Lovalty

Layout and
Functionality

Positive
Affect

<HS

+H?

Figure 1. Proposed Research Model.
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4.2. Sample and Data Collection

The population of this study consisted of voluntary consumers aged 18 and above
residing in Tiirkiye. Participants were required to have purchased travel services at least
once, specifically within the last 12 months, using an online travel agency. This specific
timeline was enforced to ensure the contemporary relevance of the data and to mitigate
potential recall bias or the ‘halo effect’, ensuring that respondents’ evaluations were based
on recent and clear interactions with digital interfaces. The data were collected using a
survey method. The survey, developed for the purposes of this research, was administered
online to the study population via Google Forms. Between February 1 and March 1,
2024, the researchers collected 270 online surveys from consumers using the convenience
sampling method. This method, in which only easily accessible individuals are included in
the sample, provides researchers with advantages in terms of time and cost. However, the
main limitation of convenience sampling is that it is uncertain whether the obtained sample
accurately represents the population. Consequently, the generalizability of the findings
is limited [62]. Thus, 14 questionnaires excluded from the research due to incomplete
questionnaires. The study was conducted using the remaining 256 questionnaires.

The adequacy of the obtained sample size in representing the population was assessed
with reference to Bryman and Cramer (2001) [63]. The authors suggest that multiplying the
total number of items in a scale by five or ten is sufficient to represent the population. In this
study, the questionnaire used comprised 38 items, indicating that a minimum sample size
of 190 can be considered acceptable. Additionally, Tabachnick and Fidell (2007) [64] state
that studies involving multivariate analyses require at least 210 participants. Accordingly,
a total of 256 participants were reached in this study, suggesting that the sample size is
sufficient to represent the population.

Because the questionnaire was administered online, the sample is more reflective
of digitally active adult consumers. We therefore interpret the findings within this con-
text and acknowledge that differences in participants” educational background and other
unobserved characteristics may influence comprehension and response patterns. Future
studies should employ stratified sampling and measurement-invariance testing across
demographic groups to further enhance robustness. Moreover, while age may shape indi-
viduals’ familiarity with technology, age-related differences were not explicitly examined
as a moderating variable in the current research model.

4.3. Measures

The measurement scales employed in this study are summarized as follows. The ES
scale, adopted from Tankovi¢ and Benazi¢ (2018) [65], consists of 17 items and reflects
a three-sub-factor constructs. Specifically, the first factor, aesthetic appeal, comprises
five items; the second factor, layout and functionality, includes seven items; and the third
factor, financial security, consists of five items. The online FE construct was measured
using a five-item scale developed by Huang et al. (2017) [9]. In addition, the PA construct
was assessed using a four-item scale also developed by Huang et al. (2017) [9]. WL was
measured using a three-item scale proposed by Casal6 et al. (2008) [66]. Furthermore,
the electronic word-of-mouth (e-WOM) construct was measured using a three-item scale
developed by Line and Hanks (2019) [67]. Finally, EF was measured using a five-item
scale developed by Gefen (2000) [59], while trust was assessed using a three-item scale,
also adapted from Gefen (2000) [59]. Thus, the items on the scales were presented using a
5-point Likert-type scale (1 = Strongly disagree. .. 5 = Strongly agree).
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4.4. Data Analysis

Smart PLS 3.0.9 and SPSS v.27 were used to analyze the data. The study’s prediction-
oriented focus on explaining variance in important endogenous constructs (flow experience,
positive affect, trust, website loyalty, and e-WOM) within a complex model incorporating
a hierarchical second-order construct (e-servicescape) and moderation effects led to the
use of PLS-SEM. PLS-SEM was considered the most suitable analytical method due to its
suitability for higher-order and interaction models, strong performance with moderate
sample sizes, and broad support in tourism and hospitality research for maximizing
explained variance (R?) and predictive relevance Q.

In accordance with Podsakoff et al. (2003) [68] recommendations, potential common
method bias (CMB) was evaluated. To lessen evaluation anxiety and social desirability
bias, procedural remedies were put in place, such as guaranteeing respondent anonymity
and highlighting the lack of right or wrong answers. Furthermore, Harman’s single-factor
test revealed that the first factor explained 36.82% of the overall variation, which is less
than the 50% cutoff, indicating that CMB is not likely to seriously jeopardize the validity
of the study.

5. Findings
5.1. Demographic Features of Participants

As show in Table 1, the participants had an equal gender distribution (50% female,
50% male). Regarding age distribution, 41.4% are between 25 and 34 years old. The majority
of participants were unmarried (55.1%) and had a university degree (64.5%). Trivago was the
most popular online reservation platform (39.9%), followed by ETS Tour (30.3%), Tatilsepeti
(9.6%), and Booking (9.2%). Other platforms (Tatilbudur: 2.8%; hotel websites: 1.8%; Otelz:
3.2%; Jolly Tour: 3.2%) were used less frequently. 218 of the 256 participants answered the
question on platform usage. A significant fraction of the sample had significant experience
with online reservation systems, as seen by the fact that 47.7% reported making one online
reservation, 12.1% reported making two, and 40.2% reported making three or more.

Table 1. Demographic profile of participants.

Variable Category n %

Male 128 50.0
Gender
Female 128 50.0
University degree 165 64.5
Education level
Other 91 35.5
Single 141 55.1
Marital status
Married /Other 115 449
18-24 72 28.1
25-34 106 41.4
Age

35-44 63 24.6

45-58 15 5.9

https://doi.org/10.3390/su18042105


https://doi.org/10.3390/su18042105

Sustainability 2026, 18, 2105

11 of 23

Table 1. Cont.

Variable Category n %

Trivago 87 39.9
ETS Tour 66 30.3

Tatilsepeti 21 9.6

Booking 20 9.2

Most frequently used online reservation platform (n = 218) Otels 7 30
Jolly Tour 7 3.2

Tatilbudur 6 2.8

Hotel websites 4 1.8
Once 122 47.7
Frequency of online reservations Twice 31 12.1
Three or more times 103 40.2

As shown in Table 1, the sample has a balanced gender distribution, and the partici-
pants are quite young. Many participants reported being single and having a university
degree. Trivago and ETS Tour were found to be the most popular platforms for online
reservation behavior, and a sizable percentage of participants reported making reservations
online three or more times, suggesting a generally high degree of familiarity with digital
booking systems.

5.2. Measurement Model

The validity of the measurement model was evaluated in terms of convergent and
discriminant validity [69]. Convergent validity was assessed using factor loadings, aver-
age variance extracted (AVE), rho A values, and composite reliability (CR). Convergent
validity was confirmed by examining the factor loadings and AVE values of the constructs
(Table 2). The factor loadings for Flowexperience3, Layandfuncl, and Layandfunc3 were
below 0.40 and therefore excluded from the analysis. Ref. [69] emphasized the importance
of assessing internal consistency reliability when an item’s factor loading falls between
0.40 and 0.70. In this context, the factor loadings of Aesthetic3, Layandfunc2, Seconline4,
and Flowexp4 were found to be outside the ideal range of 0.70 to 0.90 [70]. Since the re-
moval of these items did not produce a positive change in the AVE values of the constructs,
they were retained to preserve construct integrity. Finally, the results indicated satisfactory
convergent validity, as the CR values ranged from 0.882 to 0.969 and the AVE values from
0.612 to 0.874.

Table 2. Measurement results.

Latent Variables Indicators Loading CR AVE
ES (Second-order) 0.923 0.801
Aestheticl 0.903
Aesthetic2 0.912
Aesthetically Appealing Aesthetic3 0.643 0.919 0.698
Aesthetic4 0.873
Aesthetic5 0.819
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Table 2. Cont.

Latent Variables Indicators Loading CR AVE
Layandfunc2 0.592
Layandfunc4 0.860

Layout and Functionality Layandfunc5 0.929 0.904 0.658
Layandfuncé 0.929
Layandfunc? 0.716
FinSecl 0.725
FinSec2 0.910

Financial Security FinSec3 0.842 0.883 0.612
FinSec4 0.484
FinSec5 0.872
Flowexp1 0.885

FE Flowexp? 0921 0.882 0.664
Flowexp4 0.468
Flowexp5 0.898
Posaffectl 0.866

PA Posaffect2 0.935 0.949 0.824
Posaffect3 0.905
Posaffect4 0.923
Trustl 0.904
Trust2 0.935

Trust Trust3 0.924 0.948 0.786
Trust4 0.943
Trust5 0.705
Loyl 0.932

WL Loy2 0.933 0.954 0.874
Loy3 0.938
Efamailiarl 0.940

EF Efamailiar2 0.939 0.969 0.885
Efamailiar3 0.938
Efamailiar4 0.946
Ewom1 0.936

e-WOM Ewom?2 0.943 0.952 0.868
Ewom3 0.916

Discriminant validity was evaluated using the Fornell-Larcker criterion and the
Heterotrait-Monotrait ratio (HTMT). Discriminant validity ensures that each construct is
empirically distinct from the others, which is verified when the square root of the AVE
for each construct exceeds its inter-construct correlations [71]. As shown in Table 3, this
criterion was met for all constructs, confirming discriminant validity.
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Table 3. Discriminant validity (Fornell-Larcker).

1 2 3 4 5 6 7 8 9 10
1 0.836
2 0.718 0.811
3 0.671 0.714 0.782
4 —* —* ¥ 0.793
5 0.729 0.697 0.700 0.723 0.815
6 0.678 0.640 0.647 0.732 0.754 0.908
7 0.684 0.680 0.724 0.777 0.742 0.697 0.887
8 0.647 0.624 0.637 0.711 0.679 0.675 0.720 0.935
9 0.635 0.631 0.678 0.723 0.684 0.621 0.738 0.700 0.941
10 0.660 0.575 0.620 0.692 0.625 0.629 0.720 0.706 0.625 0.932
Explanation: 1: Aesthetically Appealing; 2: Layout and Functionality; 3: Financial Security; 4: ES; 5: FE; 6: PA; 7: Trust;
8: WL; 9: EF; 10: E-Wom. Values in bold are the square root of AVE values. * e-Servicescape (In the secondary reflector-
reflector measurement, a check of discriminant validity among sub-dimensions was not performed by Hair et al. (2019) [69].
Discriminant validity between secondary dimensions and its sub-dimensions is also not examined).
In addition, the HTMT criterion was used to further assess discriminant validity [69,72].
As presented in Table 4, all HTMT values were below the threshold of 0.90, confirming that
discriminant validity was achieved. Overall, these results validate the measurement model
and allow for subsequent testing of the structural model.
Table 4. Discriminant validity (HTMT).
1 2 3 4 5 6 7 8 9 10 11
1
2 0.810
3 0.722 0.799
4 ¥ % ___*
5 0.830 0.806 0.781 0.880
6 0.743 0.708 0.703 0.784 0.839
7 0.743 0.736 0.778 0.820 0.823 0.748
8 0.704 0.687 0.669 0.749 0.758 0.727 0.771
9 0.682 0.688 0.714 0.757 0.749 0.658 0.777 0.741
10 0.720 0.627 0.661 0.731 0.693 0.678 0.772 0.760 0.662
11 0.488 0.448 0.509 0.525 0.512 0.426 0.427 0.385 0.309 0.376

Explanation: 2: Aesthetically Appealing; 3: Layout and Functionality; 4: Financial Security; 5: ES; 6: FE; 7: PA; 8: Trust;
9: WL; 10: EF; 11: E-Wom.* e-Servicescape = It is important to note that HTMT values between the second-order construct
(ES) and its first-order dimensions are omitted, in accordance with the recommendations of Hair et al. (2019) [69] for
reflective—reflective hierarchical component models.

5.3. Structural Model

After establishing the validity of the measurement model, the structural model was
analyzed (Table 5). First, the variance inflation factor (VIF) values were examined. All VIF
values ranged from 1.327 to 2.956, indicating no multicollinearity concerns. Second, to
assess the model’s predictive power, the coefficient of determination (R?) (Fornell & Larcker,
1981) [71] and cross-validated redundancy (Q?) values were analyzed (Hair et al., 2019) [69].
As shown in Table 4, the model explains 66.2% of FE, 62.1% of PA, 67.1% of Trust, 59% of
WL, and 55.3% of e-WOM. All Stone-Geisser Q? values were positive, indicating sufficient
predictive relevance ([64,65]).

To examine the significance and strength of the path coefficients, bootstrapping
(5000 resamples) was performed.

The findings indicate that ES exerted a strong positive effect on FE (3 = 0.563, p < 0.05,
f2 =0.370), a small but significant effect on PA (5 = 0.304, p < 0.05, f2 =0.010), and a moderate
positive effect on trust (B = 0.480, p < 0.05, £ = 0.276). Accordingly, Hypotheses H1, H2,
and H3 were supported.
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Table 5. Inner model results.
Hypothesis Manner B t p Outcome VIF 12
H; e-Serv — Flowexp 0.563 7.003 0.000 Supported 2.199 0.370
H, e-Serv — Posaff 0.304 3.121 0.002 Supported 2.294 0.010
H; e-Serv — Trust 0.480 5.748 0.000 Supported 2.119 0.276
Hy Flowexp — WebLoy 0.191 2.422 0.015 Supported 2.932 0.030
Hs Flowexp — e-Wom 0.095 1.153 0.249  Not Supported  2.932 0.007
Hg Flowexp — Posaff 0.432 4.696 0.000 Supported 2.956 0.166
H; Posaff — WebLoy 0.249 3.562 0.000 Supported 2.567 0.059
Hg Posaff — e-Wom 0.205 2.743 0.006 Supported 2.567 0.037
Hy Trust — WebLoy 0.406 5.280 0.000 Supported 2.467 0.233
Hyo Trust — e-Wom 0.507 6.574 0.000 Supported 2.467 0.163
Hy; e-Fam x e-Serv — Flowexp  —0.091 2.448 0.014 Supported 1.327 0.026
Hj e-Fam x e-Serv — Posaff —0.029 0.718 0.473  Not Supported 1.362 0.002
His e-Fam x e-Serv — Trust —0.049 1.325 0.185  Not Supported 1.327 0.006

Flowexp R? = 0.662 Q? = 0.643; Psaff R? = 0.621 Q? = 0.541; Trust R? = 0.671 Q? = 0.654; WebLoy R? = 0.590 Q? = 0.556;

e-Wom R? = 0.553 Q? = 0.496

Explanation: e-Fam: EF, e-Serv: ES, Flowexp: FE; Posaff: PA, WebLoy: WL.

FE demonstrated a small yet significant influence on WL (3 = 0.191, p < 0.05, f2 =0.030)
and a moderate, statistically significant effect on PA (3 = 0.432, p < 0.05, f2 =0.166), leading
to the acceptance of H4 and Hé. In contrast, the effect of FE on e-WOM was not statistically
significant (3 = 0.095, p > 0.05, £ = 0.007), resulting in the rejection of H5.

PA exhibited small but significant effects on both WL (3 = 0.249, p < 0.05, fz =0.059)
and e-WOM (B = 0.205, p < 0.05, 2 = 0.037), thereby supporting H7 and H8. Finally, trust
showed moderate and significant effects on WL (B = 0.406, p < 0.05, £ = 0.233) and e-WOM
(B =0.507, p < 0.05, f = 0.163), providing support for H9 and H10.

5.4. Results of Moderating Effect

The interaction between ES and FE was negatively and significantly influenced by
EF (3 =-0.091, t = 2.448, p < 0.05, f2 = 0.026). However, the interactions between ES and
PA, and between ES and Trust, were not significantly influenced by EF. These findings
indicate that EF negatively moderates the relationship between ES and FE. Thus, Hy; was
supported, whereas Hyp and H;3 were rejected. To further interpret the moderating effect
of EF, a simple slope analysis was conducted (Figure 2).

In this analysis, slope lines were plotted based on the mean of EF and its +1 standard
deviation values. The non-parallel nature of these lines confirms the presence of a mod-
eration effect. The slope test results indicate that the relationship between EF and ES is
significant and negative at both high and low levels of FE.

In summary, customers with higher EF experience lower levels of Flow when ES is
high compared to those with lower EF. Therefore, when accounting for EF, participants’
perception of FE may decrease as ES intensifies.
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Figure 2. Simple Slope test.

6. Discussion, Conclusion and Implications
6.1. The Effect of ES on FE

The findings of this study indicate that ES has a positive and statistically significant
effect on FE. This result suggests that the aesthetic appeal, functional design, and per-
ceived financial security of online environments play a critical role in facilitating users’
immersive experiences during digital interactions. FE, characterized by deep concentration,
enjoyment, and a diminished sense of time, emerges more readily when users interact
with well-structured and visually appealing online platforms. In this respect, ES func-
tions as a key environmental stimulus that reduces cognitive effort and enables seamless
user—platform interaction.

This finding is consistent with prior research emphasizing that well-designed online
environments enhance users’ engagement by minimizing distractions and improving
navigational efficiency [26,27,32]. When users perceive an online platform as intuitive
and aesthetically coherent, they are more likely to become fully absorbed in the activity,
thereby experiencing higher levels of flow. Accordingly, the present study reinforces the
notion that ES is not merely a functional interface but also an experiential mechanism
that shapes consumers’ psychological states. However, while the positive influence of
ES on FE is well established, the strength of this relationship may vary depending on
individual user characteristics. In particular, users’ prior experience and familiarity with
digital platforms warrant closer examination, highlighting the relevance of EF as a potential
boundary condition in this relationship.
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6.2. The Effect of ES on Trust

Beyond experiential outcomes, the results further demonstrate that ES exerts a sig-
nificant positive effect on trust. This finding underscores the importance of online envi-
ronmental cues in reducing perceived risk and fostering confidence in digital platforms.
Elements such as financial security, consistent visual design, and functional reliability
signal credibility and professionalism, thereby enhancing users’ trust perceptions. In online
contexts where face-to-face interaction is absent, such cues become especially salient in
shaping users’ evaluations of platform integrity and reliability.

This result aligns with previous studies suggesting that ES serves as a foundational
determinant of trust in e-commerce and digital service environments [2,5,53]. A secure and
well-organized online interface reassures users that their personal and financial information
is protected, which in turn strengthens their willingness to engage with the platform.
Moreover, trust plays a pivotal role in driving downstream behavioral outcomes, such
as loyalty and positive electronic word-of-mouth. Therefore, the positive relationship
identified in this study confirms the strategic importance of ES in establishing sustainable
consumer-platform relationships. Nevertheless, similar to experiential responses, trust
formation may also be contingent upon users’ prior exposure to and familiarity with online
environments, suggesting that the role of EF deserves further attention.

6.3. The Moderating Role of EF in the ES-FE Relationship

One of the most notable and theoretically meaningful findings of this study is the
negative moderating effect of EF on the relationship between ES and FE. Contrary to the
dominant assumption in the literature that familiarity consistently strengthens positive
experiential outcomes, the results reveal that as users’ EF increases, the positive impact of
ES on FE weakens.

Existing research generally posits that higher levels of familiarity reduce uncertainty
and cognitive effort, thereby facilitating more positive user experiences [6,7]. While this
assumption holds for the direct effects of EF, the present findings suggest a more nuanced
mechanism when familiarity interacts with environmental stimuli. Specifically, highly
familiar users may become habituated to standard design features and interface structures,
which diminish the novelty and stimulation necessary for experiencing flow. From this per-
spective, the marginal experiential value of an optimized ES decreases as users’ familiarity
with digital platforms increases.

This negative moderating effect can also be explained through the lens of behavioral
automatization. Users with high EF tend to adopt goal-oriented and efficiency-driven inter-
action patterns, focusing primarily on task completion rather than experiential enjoyment.
As a result, their interactions become more automatic and less immersive, limiting the
emergence of flow states that rely on deep cognitive and emotional engagement. Addition-
ally, familiar users often develop higher expectations regarding platform performance and
design quality. When these expectations are met but not exceeded, the ES may no longer
function as a sufficiently stimulating trigger for FE.

6.4. Theoretical Contributions

This study provides several significant theoretical contributions by expanding the ap-
plication of servicescape theory and the Stimulus-Organism—Response (S-O-R) framework
within the digital tourism domain. However, its primary value lies in identifying critical
boundary conditions and theoretical inconsistencies that challenge prevailing assumptions
in digital consumer behavior literature.
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First, this research offers a critical examination of the “unproven” relationship between
flow experience (FE) and electronic word-of-mouth (e-WOM). While established literature
in omnichannel marketing [39] and online brand communities [40] posits that immersive
flow states are primary drivers of social advocacy, our findings (H5 rejected; 3 = 0.095,
p > 0.05) demonstrate a significant theoretical divergence. This inconsistency suggests
an Internal-External Orientation Gap within utilitarian service environments. Flow is
fundamentally a private, self-referential state characterized by “deep concentration” and
a “loss of self-consciousness” [26]. In the goal-oriented context of an online travel agency
(OTA), this internal immersion is task-driven and does not automatically translate into the
external, social behavior of e-WOM. This suggests that the S-O-R framework’s “Response”
phase is more complex than previously assumed; social responses like e-WOM may require
external “bridge” mechanisms—such as social presence or community identification—that
are distinct from the internal cognitive state of flow [40].

Second, the study enhances theoretical criticality by explicitly contrasting competing
perspectives on e-familiarity (EF). A dominant theme in digital marketing research suggests
that familiarity acts as a facilitator, reducing cognitive friction and amplifying positive
experiential outcomes [7,61]. However, our results (H11: f =-0.091, p < 0.05) support the
competing theory of behavioral automatization [59]. By demonstrating that the impact of
the e-servicescape on flow weakens as familiarity increases, this study identifies EF as a
potential constraint rather than a universal enabler. For highly familiar users, an optimized
digital environment is perceived as a standard functional requirement rather than a novel
stimulus, leading to routine-driven interactions that lack the emotional intensity required
for a flow state [33].

Third, the research clarifies the hierarchy of drivers for digital advocacy in the tourism
sector. The findings reveal that Trust (H10: 3 = 0.507) and Positive Affect (HS: 3 = 0.205)
are much stronger predictors of e-WOM than the intensity of the digital interaction (FE)
itself. This provides a more nuanced understanding of the S-O-R paradigm, suggesting that
in service contexts characterized by financial risk and information asymmetry, relational
and emotional “Organism” states take precedence over cognitive immersion when driving
social responses [2].

In summary, by highlighting these theoretical inconsistencies and boundary conditions,
this study advances the understanding of the e-servicescape not merely as a structural
interface, but as a complex experiential stimulus whose effectiveness is contingent upon
user characteristics and the specific nature of the digital service environment.

6.5. Managerial Implications

This study yields managerial implications for online travel agencies (OTAs) and hotel
booking platforms, demonstrating that the effectiveness of e-servicescapes depends on
users’ e-familiarity. The significant negative moderating role of e-familiarity suggests that
standardized interface designs alone are insufficient for achieving long-term experien-
tial outcomes, as repeated interactions lead to behavioral automatization. Managers are
therefore advised to adopt adaptive e-servicescape strategies that differentiate between
novice and experienced users. While visually coherent and functionally intuitive interfaces
remain critical for reducing cognitive load and facilitating initial engagement with novice
users, experienced users require dynamically updated and personalized design elements
to mitigate habituation effects and maintain experiential value.

The findings challenge the assumption that immersive flow experiences directly stimu-
late electronic word-of-mouth (e-WOM) in utilitarian digital service contexts. Instead, trust
and positive affect are found to be the dominant antecedents of advocacy behavior, empha-
sizing the importance of relational and affective mechanisms over experiential immersion
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alone. From a managerial standpoint, this suggests that investments aimed at enhancing
perceived financial security and transactional transparency are likely to be more effective
in fostering e-WOM than focusing exclusively on gamified or hedonic design features.
Furthermore, the observed discontinuity between internal experiential states and out-
ward social behaviors implies that positive user experiences do not automatically result in
voluntary recommendations. To address this, practitioners should design structural mecha-
nisms that explicitly facilitate the conversion of private booking experiences into public
social signals, such as incentive-based sharing features or embedded social presence cues.
Significantly, previous usage frequency, platform exposure, and accumulated trans-
actional experience all affect e-familiarity; hence, it should not be regarded solely as
an age-related characteristic. Therefore, familiarity-based user categorization should take
precedence over demographic presumptions in managerial tactics. Personalized, efficiency-
focused features for highly familiar users and easier navigation for less familiar users are
just two examples of how adaptable interface designs can improve sustained engagement
on online travel platforms. Moreover, onboarding manuals, recommendation systems,
and trust-building indicators (such as transparent payment procedures and security assur-
ances) can improve sustained engagement beyond digital natives by reducing perceived
complexity and fostering loyalty among older or less technologically adept users.

6.6. Limitations

The present work contains numerous methodological deficiencies that warrant consid-
eration notwithstanding its contributions. The ability to draw causal inferences regarding
the development of flow experience and website loyalty is restricted by the cross-sectional
design and reliance on self-reported survey data, which hinder the ability to capture
temporal dynamics in user experiences. Furthermore, in technology-mediated service
environments where unconscious or habitual acts are prevalent, self-reported metrics
might not accurately reflect actual online behaviors. These limitations may restrict the
generalizability of the findings across cultures and industries. Consequently, while the
sample size is statistically sufficient for the model, the results should be interpreted with
caution when applied to different cultural or industrial settings. Additionally, while the
age categories show a broad range of respondents, the higher frequency of participants in
the 26-35 age group indicates a concentration of ‘digital natives.” This concentration may
limit the generalizability of the results to older cohorts, whose motivations and cognitive
responses to e-servicescape cues may differ from those of the more tech-savvy younger
segments. Second, the cross-sectional and self-reported nature of the data constrains causal
inference and may be subject to common method bias, despite satisfactory measurement
properties. Third, the results reflect the online reservation context; behavioral patterns and
path strengths may differ in other digital service settings. Although user motivation can
influence how online information is interpreted, motivation was not measured explicitly
in this study. We partially account for user heterogeneity by modeling e-familiarity as a
boundary condition; however, future research should incorporate motivational constructs
directly and test whether the proposed relationships differ across motivational segments
and platform contexts. Although the model explains substantial variance, it does not
incorporate additional antecedents such as perceived value, social influence, or broader
service quality signals beyond interface cues.

Furthermore, while PLS-SEM is a suitable statistical approach for validating the complex
structural relationships within our proposed model, its reliance on retrospective, self-reported
data represents a limitation compared to more objective methodologies such as laboratory
experiments, A/B testing, or neuro marketing tools. Unlike the current survey-based design,
these alternative methods—such as eye-tracking or the measurement of cognitive load—
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capture real-time behavioral and physiological responses, providing higher ecological validity
for analyzing the immediate impact of interface micro-interventions. Explicitly acknowledging
these methodological trade-offs highlights the potential for future research to bridge the gap
between perceived and observed user behavior in digital environments.

Finally, another limitation is that the research was conducted within the scope of
online travel platforms” websites serving the tourism sector. Although mobile tourism
applications have gained popularity in recent years, websites continue to play a crucial
role in the tourism industry. Mobile applications face several technical and operational
constraints, including limited hardware capacity, small screen sizes, battery restrictions,
high development costs, and compatibility issues across devices, as well as concerns re-
lated to network performance and data security, which may hinder user adoption [73].
In contrast, online travel websites remain influential in shaping consumers’ booking de-
cisions by offering comprehensive accommodation information, user-generated reviews,
visual content, and appealing service packages. These platforms deliver not only utili-
tarian value but also informative and epistemic value, thereby strengthening user trust
and enhancing the overall service experience [74]. By increasing perceived benefits and
reducing perceived risks, websites positively influence users’ intention to use online travel
agency services through accessibility, ease of use, and adaptability to diverse consumer
needs [75]. Furthermore, integrating advanced, user-friendly, and reliable features inspired
by mobile application functionalities can stimulate consumer curiosity and positively affect
booking intentions [76].

6.7. Directions for Future Research

Future studies could build on these findings in several ways. First, longitudinal
and experimental designs may provide stronger causal inference and provide insight into
how changes in e-servicescape components affect advocacy, affect, trust, and loyalty over
time. Second, to better capture actual user engagement and uncover the mechanisms
behind flow experience and loyalty development, future studies may incorporate objective
behavioral indicators (such as click-stream data, dwell duration, travel patterns, and
interaction logs). Third, cross-industry and cross-cultural comparisons could determine
context-specific boundary constraints and assess the generalizability of the suggested
model. Fourth, future research should investigate how varying motivations for internet
usage—such as purely utilitarian task-completion versus hedonic or social-driven goals—
influence the formation of flow experience and trust, providing a more granular view of
user behavior in digital tourism. Fifth, to further understand the observed non-significant
direct effect, future research should investigate other psychological mechanisms (such
as social presence, community identification, or gamified sharing incentives) that might
transform flow experience into e-WOM activity. Finally, the application of behavioral or
physiological measurements and A /B testing could improve ecological validity and provide
more detailed data on the efficacy of face design techniques at various e-familiarity levels.

To advance methodological rigor beyond retrospective self-reported data, which may
be subject to recall bias, researchers should integrate neuromarketing tools—such as eye-
tracking, heart rate monitoring, and cognitive load indicators—alongside A /B testing to
capture real-time, objective physiological responses to digital interface micro-interventions.

Furthermore, investigating the “Internal-External Orientation Gap” remains a critical
theoretical priority. Specifically, future research should explore social “bridge” mechanisms,
such as social presence, community identification, or gamified sharing incentives, that may
effectively convert the private, goal-oriented state of flow into externalized e-WOM advo-
cacy. Finally, to address the generalizability constraints inherent in convenience sampling,
subsequent inquiries should utilize stratified sampling and measurement-invariance testing
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across diverse demographic groups, cultures, and industries to validate the robustness of
the identified familiarity-based boundary conditions and behavioral automatization effects.
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