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Abstract
This research built a conceptual model to show how attendances’ perceptions of event legibility influence
behavioral intentions through emotions in the seminar as a business event. An Mehrabian-Russells’ PAD model
was proposed to explore the linkages between customers’ perceptions and emotions (pleasure, arousal and
dominance) and between customers’ emotional states and behavioral intentions. Structural equation modeling
was employed to test the causal relationships among the hypothesized relationships. Based on customer surveys,
the findings are that organizational clarity had significant effects on the attendance pleasure while way finding
and devices had significant effect on attendances pleasure and dominance. In addition, pleasure and dominance
had significant effect on behavioral intentions.
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Introduction
Servicescape is a topic both on tourism and marketing and has been investigated for the last twenty years.
Especially, it is a subject that has been investigated on various branches of tourism: hotels, restaurants, cruises,
congress, festivals, and sport facilities. One of the most common models which is Stimuli-Organism-Response
Model (SOR) of Mehrabian and Russell has been used to examine the emotional and behavioral responses of
tourists/customers of service scapes in this study.
Mehrabian and Russell’s Stimuli-Organism-Response Model (SOR) is one of the most influencing models which
explains the effect of physical environment on human behavior. At this model, an individual’s emotional
responses are placed as a means between environmental stimuli and behavior. Physical environment or
environmental stimuli initially affect the emotional reactions of a person, and then these emotional reactions affect
a person’s behaviors toward the environment which is defined as approach or avoidance. The SOR model was
analyzed and it was found that this model is valid in various service environments such as in retail stores, hotel
management (Namasivayam and Lin, 2004; Heide and Gronhaug, 2006; Mattila 1999; Contryman and Jang 2006;
Sim et al., 2006), catering management (Tseet al., 2002; Andaleeb and Conway, 2006; Ryu and Jang, 2007;
Namasivayam and Mattila, 2007; Jang and Namkung, 2009; Kim and Moon, 2009), festivals (Lee et al., 2008)
and sport facilities (Wakefield and Blodgett, 1996; 1999; Hightower et al., 2002).
The aim of this study is to investigate the effects of legibility categorized as an experimental services cape in
terms of seminars, one of the tourism facilities, on attendee’s emotional responses and behavioral intentions.
When studies related to legibility were examined, it was observed that quite limited studies had been conducted in
environments where tourist/participant-environment interactions occur, such as in retail environments. In terms of
tourism literature, except the studies of Newman (1995; 2007) and Foxall and Hackett (1994), none of the studies
examined in the related literature did not investigate tourism experience and environment legibility. However, as
it is known, tourism is a phenomenon which includes individuals’ travels to foreign places. Nevertheless,
according to most relevant research, there is a focus on general services capes such as atmosphere and ambiance,
and it was observed that in terms of investigation, legibility dimension was ignored which has a vital contribution
on shaping customers’ experiences.
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Because of these reasons, especially, the legibility dimension which enables the individual to move easily in a
foreign environment and enrich his/her experience should be investigated. In this study, the effect of legibility
dimension as a part of a seminar event, which is defined as an experimental services cape, one of the most popular
business facilities, on relationship between attendees’ emotional responses and behavioral intentions was
investigated. More specifically, the aim of this study is to investigate:
 The effect of legibility dimensions on attendees’ emotional responses
 The effect of attendees’ emotional responses on behavioral intentions.
Literature Review
Servicescape and Legibility
Studies showed that services cape has a great effect on customers’ product perception (Donovan and Rossiter,
1982; Turley and Milliman, 2000). In marketing literature, as a services cape dimension “legibility” was first
examined by Foxall and Hackett (1994) for its spatial feature of an international congress center. In the study, the
legibility of the congress center was investigated as one dimension which was called as “wayfinding”. Another
study on legibility was conducted by Newmann (2007) who tried to define the legibility dimensions and to
determine the effects of these dimensions on airport visitors’ emotional responses. In the study, the legibility
dimensions of an airport was investigated in two dimensions which were “place organization” and “wayfinding”.
Although there has been limited number of studies on the concept of legibility, in the field of environmental
psychology, legibility is considered as a theoretical basis and many studies were conducted. Legibility has been
defined as an environmental stimulant in the field of environmental psychology (Lynch, 1960; Kaplan and
Kaplan, 1978; 1979; 1995; Weisman, 1981; Passini, 1984), and as an extension of servicescape in the field of
environmental tourism and marketing (Foxall and Hacket, 1994; Titus and Everett, 1995; Newmann, 1995;
Newmann, 2007).
In general, legibility is an environment being able to form a mental image and the probability of being able to
organize it as a consistent pattern (Lynch, 1960, p.2). In the preference matrix model developed by Kaplan and
Kaplan (Kaplan and Kaplan, 1978; 1979; 1992; 1995), legibility was considered as an environmental stimulant in
individual’s place references and defined as constructing a place with distinctive elements in a good way to enable
the individual find his/her way in the environment and turning back to his/her starting point easily. According to
Kaplan and Kaplan, the basic need for information related to certain environments and places affects individual’s
differences (Kaplan, 1995, p. 58). Moreover, Passini (1984, p. 6) defines legibility as creating meaning on the
targeted information and as the environment being convenient for inferring the information and as environment
quality. This definition emphasizes that environmental legibility plays a vital role for customers in finding their
way/directions in the service environment (Titus and Everett, 1995, p. 107). When these definitions are
considered closely in relation to tourism and event experience, it is seen that legibility plays an important role for
tourists or event participants while they find their ways and try to reach the information they look for in the
physical environment.
The first study on legibility was conducted by Lynch (1960). Lynch (1960, p.2) investigated legibility as a
psychological structure and defined legibility as realizing an environment easily and the easiness of organizing it
with a specific pattern. According to Lynch, a legible environment can be a concrete reference system or an
information organizer. It is seen that to explain the legibility concept in the field of environmental psychology,
various researchers investigated various dimensions (concepts) such as organization and clarity (Lynch, 1960;
Nasar, 1994, 2000; Oostendorp and Berlyne, 1978; Deng and Poole, 2012), wayfinding (Lynch, 1960; Weismann,
1981; Passini, 1984), signing/ equipment (Lynch, 1960; Newmann, 1995, 2000; Doğu and Erkip, 2000).
Similarly, Köseoğlu (2012) stated that in the literature, it is seen that different dimensions were used such as
order, simplicity, consistency, intelligibility and perception and all these concepts express the features which exist
because of the structure of the place (Köseoğlu, 2012). The sub dimensions of the concept legibility determined
after the literature study are presented below.
Organizational Clarity
Lynch used the concept legibility as a spatial organization and used the term “order” to explain legibility. In
addition to Lynch, Nasar (2000; 1984) used the terms “order” and “clarity” to examine the legibility dimension.
Nasar (1984) used the concepts conformity, legibility and clarity together to explain the relation between “term”
and environmental organization, and stated that the concept “order” is related to environmental organization.
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In this aspect, order is defined as the quality and the quality degree of the balanced relation among the parts of the
environment and place (Nasar, 2000). Clarity reflects the definability of various elements which are closely
related and the process of realizing an environment (Deng and Poole, 2012). Similar to the definition of
clarity/order factors by Nasar (1984), Ostendorp and Berlyne (1978), the “order” dimension is related to
environment organization such as suitability, similitude and clarity capacity/size. While conformity, suitability
and similitude concepts are related to how elements improving the harmony of the environment are brought
together, legibility is the ability to organize and to realize all parts of the place in a harmonial pattern which
include all these concepts (Lynch, 1960).
Wayfinding
Another dimension taken into consideration while investigating the legibility concept is wayfinding (Lynch, 1960;
Weisman, 1981; Passini, 1988; Newman, 2007). Basically Lynch (1960) defined legibility as easy wayfinding of
an individual in an environment and well-construction of certain elements in the place so that the individual finds
his/her way in turning back to the starting point easily. Similarly Weisman (1981) defined legibility as an element
that aids the individual in wayfinding in a physical environment. Moreover, Passini (1988) defined legibility as
easing the information quality in a place or an aid for wayfinding in a physical environment. Considering these, it
is seen that not only the dimensions of order and clarity but also wayfinding is a structure that provides
environmental legibility.
Devices
Devices used in an environment are elements that provide way finding, and as a result, support the legibility of an
environment. Maps, signs and other visual elements are defined as necessary elements for way finding in an
inexperienced place (Doğu and Erkip, 2000). It is possible to define event programs which are printed during the
event and published on websites virtually as a means that provides legibility within the scope of the events. Event
programs prepared for this purpose can be examined as an important factor in providing the legibility of the event.
Legibility, Emotional Reactions and Behavioral Intentions
To understand the effect of legibility, which is effective on a attendees of an event like in physical places, defined
as an environmental stimulant on individual’s emotional, cognitive and behavioral responses, it is benefited from
environmental psychology which studies human-environment interaction. In environmental psychology, various
models which explain the effect of the stimulants in physical environment on human behavior were developed.
The most commonly used model among these developed models in the field of marketing and tourism is
Stimulus-Organism-Response (SOR) model developed by Mehrabian and Russell (1974; 1976) (Figure 1).

Figure 1.Mehrabian-Russell’s Stimulus-Organism-Response Model
Reference: Adapted from Mehrabian, A. &Russell, J. A. (1976)
According to SOR Model, environmental stimuli (S) cause emotional response (R) on the individual. These
emotional responses which are defined as approach and avoidance effect the behaviors of the individual toward
the environment/organism (O). Although this model by Mehrabian and Russell was not developed for different
consumption environments such as retail stores, hotels, restaurants and facility places, it is the most accepted
model to explain services cape effects on customer behavior (Donovan and Rossiter, 1982; Donovan and Nesdale,
1994; Wakefield and Baker, 1998; Lin, 2004).
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The Effect of Legibility on Emotional Response
According to M-R Model, environment effects an individual’s behavior via the changes in emotions. Mehrabian
and Russell think that in environmental circumstances, three basic emotional states intervene the approachavoidance behavior.
In M-R model, emotional responses were measured by emotional stimulation and dominance scale (PAD Scale).
Pleasure, emotional stimulation and dominance towards environmental stimuli are three orthogonal dimensions
which are the basis for any emotional responses, and they are emotional expressions that are evaluated based on
the individual’s own statement. Pleasure is related to feeling good, happy, joy and the degree of satisfaction in a
particular situation (Mehrabian and Russell, 1976: 18). Mehrabian and Russell considered emotional stimulation
as an emotional dimension which is different from Berlyne (1967, p. 12) who defined it as a process in central
nervous system. Emotional stimulation is defined as an emotional expression with one dimension which is lined
towards over excitement of sleeping state and it is stated that it is related to the degree of excitement, move, or
feeling his/herself active during an emotional stimulation state (Mehrabian and Russell, 1976, p. 18). The feeling
of dominance depends on the feeling of not being restricted or on the various ways of movement freedom. The
dominance feeling is defined as the individual’s feeling of control of his/her state. This feeling can be prevented
by organisms which restrict the behavior forms or by organisms which ease different behavior (Mehrabian and
Russell, 1976, p.19-20).
In the field of marketing and tourism, four basic theories taken from psychological literature are used to explain
the emotions on consumers caused by consuming experience. These are Izard’s (1977) DET-Differential
Emotions Theory, Plutchik’s (1980) CME-Circular Model of Emotion, Mehrabian and Russell’s (1976) PADPleasure Arousal Dominance and PANAS Positive and Negative Affect Schedule order models. Among these
models, because of the advantages that PAD model offers, the PAD scale is preferred to be used in many studies
measuring consumers’ emotional responses in the field of marketing. Firstly, when compared with other
emotional models, bipolar PAD Scale by Mehrabian and Russell is found more beneficial since it includes also
the low level stimulant effect. At the same time, Holbrook (1986) stated that Russell’s model does not include
discriminant validity problem. Furthermore, Wirtz (1994) stated that the prediction and explanation power of
bipolar emotional model provides a very good external validity. Therefore, when the marketing and tourism
literature is examined, it can be seen that Russell’s bipolar affective scale is used in most of the studies that
examine consumption and the emotions that depend on this consumption.
In the field of tourism, it is stated that servicescape has positive effects on customer pleasure and on their
emotional stimulation feelings in studies which were conducted in various consumption places such as hotels,
restaurants and events. It has been determined that Ryu and Jang (2007) in large scale restaurants, Kim and Moon
(2009) customer satisfaction of ambiance in thematic restaurants (Ryu and Jang, 2007; Kim and Moon, 2009) and
emotional stimulation (Ryu and Jang, 2007) are the most powerful effects of servicescape on emotions. Kim and
Moon (2009) found that besides ambiance, seating comfort, seating order and electronic equipment have an effect
on the feeling of satisfaction. In addition, Lin and Mattila (2010) the theme decoration of the restaurant have a
positive effect on customer satisfaction and emotional stimulation and only this effect is created in lower level in
emotional stimulation dimension. Wakefield and Blodgett (1994) found that in the servicescape of stadiums
where sport facilities take place, there is a direct correlation between the aesthetic appearance of the stadium with
its crowd and seating order and the functional features and the variable of emotional stimulation which is defined
as the excitement level of audience. In the study on festivalscapes, Lee and the others (2008) found that the
festival program content, festival staff, festival place, food, gifts, suitability and marking have a direct effect on
festival attendees’ positive emotional responses.
The Effects of Emotional Response on Behavioral Intentions
In the S-O-R Model of Mehrabian and Russell, it is stated that an individual’s behaviors affected by the feeling of
satisfaction which appears by being affected by the stimulants in the environment is caused by the feelings of
emotional stimulant and dominance (Russell and Mehrabian, 1978, p. 355). Researchers defined all the responses
that an individual gives as approach and avoidance. While the approach behavior is defined as the desire of being
in a physical environment, interaction with the environment and with the individuals in the environment, acting
together, discovering the environment, carrying out the given task or as the desire of improving the satisfaction
level, avoidance is defined as just the opposite of these behaviors.
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In the studies conducted in the field of tourism, the findings showed that the emotional response caused by
services cape defined as environmental stimulant in consumption environments are closely related to behavioral
intentions of customers. Ryu and Jang (2007), Jang and Namkung (2009), Kim and Moon (2009) studied the
effects of services cape on behavioral intention.
In these studies, it was observed that via emotional responses, services cape is directly related to behavioral
intentions such as revisit, recommendation, staying in the restaurant for longer and spending more money. It was
seen that at places where the facilities take place such as sport stadiums and festival places, emotional responses
caused by services cape have effects on behavioral intentions of the facility participants (Wakefield and Blodgett,
1994; Wakefield et al., 1996; Lee et al., 2008).
Hypotheses
It is seen that servicescape has effects on customers’ or attendees’ emotional responses and behavioral intentions
via the related literature. Depending on this, Figure 2 displays causal relations among emotional responses,
behavioral intentions and legibility structures defined as an extension of experimental servicescape in seminar
which is an event with business purposes. Subsequently, the model with its legibility dimension examines the
causal and structural relations between emotional responses such as satisfaction, emotional stimulant and
dominance and behavioral intentions. Hypothetically, organizational clarity, wayfinding and devices effect the
emotional responses of seminar attendees and then the emotional states effect the behavioral intentions. Thus:
h1a: Organizational clarity has a positive effect on pleasure
h1b: Organizational clarity has a positive effect on arousal
h1c: Organizational clarity has a positive effect on dominance
h2a: Wayfinding has a positive effect on pleasure
h2b: Wayfinding has a positive effect on arousal
h2c: Wayfinding has a positive effect on dominance
h3a: Devices have a positive effect on pleasure
h3b: Devices have a positive effect on arousal
h3c: Devices have a positive effect on dominance
h4: Pleasure feelings have a positive effect on behavioral intentions
h5: Arousal feelings have a positive effect on behavioral intentions
h6: Dominance feelings have a positive effect on behavioral intentions

Figure 2: A Proposed Hypothetical Model

Method
Study Seminars and Sample
The population of the study was from the VII. Research Method Seminar organized in Antalya. Research Method
Seminars have been organized since 2002 to improve knowledge and experience on research methods and
techniques for academicians and post-graduate students. In the study the whole population participated in the
study and the study included 230 seminar attendees. Data of the study were collected through face to face
questionnaire. On the last day of the seminar, the questionnaire was given to 230 seminar attendees and 134
completed questionnaires were taken into consideration.
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Scale Development and Questionnaire
The Scale of Events’ Legibility
It is seen that to explain legibility in the field of environmental psychology different dimensions are used: Simple,
consistent, understandable, perceivable etc. All these concepts express the features that result from the place
structure. There is a need to differentiate place dimensions to measure place legibility using these concepts
(Köseoğlu, 2012). Therefore, in this study, to measure the legibility of an event, the dimensions of the events were
differentiated and the legibility dimension was evaluated with organizational clarity, way finding and devices.
Each event has its own particular physical environment and various features. An event’s servicecape is
multidimensional and retails stores compared to other service environment such as malls are much wider and
complicated. Moreover, in the present literature, no legibility scale developed for an event exists. Because of these
reasons, there is a need to develop a scale to determine and define the basic structures which form the legibility
dimension of seminar events.
The scale development study was based on the scale development paradigm suggested by Churchill (1979) and
other researchers (Anderson and Gerbing, 1988). In the first stage, basic structures forming the legibility concept
were determined based on the related literature review conducted by the researcher. Elements that form legibility
of an event in the field of environmental psychology, evolutionary aesthetics, and marketing are determined as:
“Organizational clarity” (Lynch, 1960; Nasar, 1997; 2000; Kaplan and Kaplan, 1995), “Wayfinding” (Lynch,
1960; Foxall and Hacket, 1994; Newman, 2007), “Devices” Kaplan and Kaplan, 1995). After this stage, at the
stage that was suggested by Churchill (1979) as the second stage, to determine the expressions, again literature
review was carried out and 22 items were determined. Considering this, the studies of Lynch (1960), Passini
(1988), Weisman (1981), Titus and Everett (1995) and Newman (2007) were taken as basis for this study. The
third stage includes simplifying the scale which includes items determined at the first stage, literature review and
it includes determining the content validity of the scale. At this stage, one expert instructor fin the field of
environmental psychology and two expert instructors in the field of tourism were asked to evaluate the
items/expressions in the scale determined at the second stage. This stage was conducted to be certain about the
expressions that represent the scale dimensions. As stated in previous studies, in general, university instructors act
as experts or referees of the dimensions of a scale (Anderson and Reynolds, 2003; Babin and Burns, 1998). At
this stage, the instructors were given the conceptual definitions of the dimensions which provide legibility of an
event and they were asked to evaluate each expression that represent the dimensions. In addition to this, the
instructors were asked to check the clarity of the words, in the expressions, the length and form of the
expressions. As a result of this stage, two items were taken out of the scale and the number of items decreased
from 22 to 20. At the fourth and fifth stages the data were collected and via exploratory factor analysis (EFA) and
confirmatory factor analysis (CFA) scale simplification study was conducted. The pilot study stated by Churchill
could not be conducted since the seminar was not organized for the second time in the same year.
PAD Scale
In addition to the legibility scale in the study, the PAD (Pleasure-Arousal-Dominance) scale developed by
Mehrabian and Russel (1976) was used in the study to determine the emotional responses which the seminar
attendeess display legibility. The original version of the PAD scale was developed in English by the researchers.
The scale was adapted to different languages to measure the emotional response of customers/attendeess from
different cultures by various researchers (Russell et al., 1989; Chebat and Morrin, 2007; Davis et al., 2008;
Brengman, 2002; Soriano and Foxall, 2006). Nonetheless, since the Turkish version of the scale does not exist,
there was the need to adapt the scale to Turkish language initially. Translation equivalence method was used for
the Turkish adaptation of the scale because this method is the most commonly used method to carry out the
comparability study of the scale in different languages (Brislinet al., 1973; Mullen, 1995; Soriano and Foxall,
2006). The translation equivalence of the scale can be achieved by translating and retranslating the scale (Brislinet
al., 1973; Mullen, 1995). Berry (1980, p. 10) states that translation equivalence, one of the methods of conceptual
equivalence operational method, is the translation of the scale from its original language to the target language by
a bilingual person and the retranslation of the scale to its original language by another person. Nevertheless,
Mertens (1998) stated that it is important to avoid word to word translation but to consider linguistics, cultural and
regional features of the language during the translation process. To achieve the Turkish equivalence of the scale,
at the first stage, the original PAD scale was translated into Turkish by three university instructors who teach
English at university.
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The aim of the use of the emotional expressions in the scale was explained to the instructors and they were asked
to translate the English emotional expressions of the scale to Turkish. After the first translation, problems
occurred in direct translation of these adjective pairs which took place in the original scale: “awed-important”,
“aroused-unaroused”, “controlling-controlled, “influenced-influential”; “in control-cared for”. However, at the
first stage, the original expressions in the scale were directly translated into Turkish by the instructors. At the
second stage, a university instructor whose native language was English but taught Turkish in Turkey was asked
to translate the Turkish scale to English. At this stage, the English translation of the adjective pairs which were
pointed as problematic in the Turkish translation process was not consistent with the expressions in the original
scale. Thus, the problematic adjective pairs were translated to adjectives which have similar equivalence in
Turkish without losing their meanings. In the related literature, it was seen that researchers who used the PAD
scale in their own languages experienced problems and changed these adjectives in a way that would not cause the
loss of their meanings.
Behavioral Intention
To measure the behavioral reactions of seminar attendees in this study, behavioral intention scale which was
developed by Zeithaml, Berry and Parasuraman (1996) and includes revisit intention dimensions and word of
mouth communication (WOM) as determining factors.
Questionnaire
The questionnaire consists of 20 expressions to determine the legibility dimensions of the event, 15 expressions to
determine the emotional responses towards the legibility of the seminar attendees, and three demographic
questions to determine the demographic information of the attendees. The scale expressions related to the
legibility and behavioral intention were structured as 7-point Likert scale. Also, a separate column, “No idea”
was added to the scale for the attendees who did not have an idea about the given expression, and data expressed
as “no idea” was entered as lost data during the data analysis.
In the study, the emotional responses caused by satisfaction, emotional stimulation and dominance dimensions
were measured by semantic differential scale which uses opposite adjectives, has 7 points, and is a bipolar
degreed scale (Osgood et al., 1957; Heise, 1969; Al-Hindawe, 1996). Questions related to the demographic
information of the attendees were designed as a nominal scale and where only one choice can be selected.
Data Analysis
At the data analysis preparation stage, initially the missing data problem was worked on. To solve the problem of
missing value situation, LISREL 8.8 program was used by applying the multiple-imputation method. In addition
to the missing data problem, the data distribution was examined to determine the techniques used for the
exploratory and confirmatory factor analysis. The critical kurtosis value is ±2 and for skewness it is defined as ±2
in statistics (Hair et al., 1998). The variables related to the data of this study was found between the determined
range of kurtosis and skewness. Therefore, it was accepted that data related to variables displayed normal
distribution and principle component analysis and varimax techniques in exploratory factor analysis were used.

Results
Exploratory Factor Analysis and Confirmatory Factor Analysis
Legibility Scale
To assess the dimensionalities of legibility constructs, an EFA was conduct with Varimax rotation. The EFA
results revealed three factors for the legibility construct explaining 72.28% of total variance. The first dimension
labeled clarity, comprised nine items that were representative of respondents’ perceived organisation clarity. The
second dimension labeled wayfinding comprised five items representing respondents’ easily wayfinding in
seminar’s hotel. The third factor labeled devices comprised three items representing respondent’s perceived
information of seminar’ program. The reliability coefficients calculated were .94 for organisation clarity, .82 for
wayfinding, .77 for devices. CFA was then conducted on the three-factor legibility construct with correlation
matrix and maximum likelihood estimation. Based on the results of the first CFA made one modification between
items (C1 and C5 items). When made modification between items, X2/df was 1.8, which is below the desired
threshold of 2.0.The goodness-of-fit indices reflected acceptable fit with RMSEA of 0.08 which is satisfactory.
The other goodness-of-fit indices were all above their cut-off values with the CFI (CFI= .95), the GFI (GFI=.83)
and the IFI (IFI=.97). These results suggested that the measurement model adequately fit the data.
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The psychometric properties of each latent structure were evaluated separately through examining the completely
standardized loading, t-value, R2, construct reliability and average variance extracted. As seen Table 1, the
standardized loadings (above .40), t-values (above 1.96 for p=0.05), construct reliability scores (above .70) and
average variance extracted measures (above .50) lend evidence to the convergent validity for event’ legibility
scale.
Table 1: CFA for Legibility Scale
Organizational Clarity
C1The seminar web site provides sufficient info. about
payment
C2 The seminar web site content is easy to understand
C3 The seminar web site provides understandable info
about application procedure
C4 The seminar web site is easy accessible
C5 The seminar web site provides sufficient info about
conference hotel.
C6 The seminar web site’s content is well organized
C7 The seminar web site provides sufficient info about
seminar
C8 The seminar web site provides all the info I require
about seminar
C9 The seminar web site is legible.
Wayfinding
W1Architecture of the hotel helps way finding
W2 Hotel’s entrances and exits are easy to find
W3It’s easy to move through hotel corridors
W4 Rest rooms of the hotel are large enough
W5The hotel is easy reachable
Devices
E1 The seminar programme provides sufficient info
about educations
E2The seminar programme is settled easy
understandable.
E3 The seminar schedule is settled clearly

CSL

t value

R2

.83

7.40

.68

.92
.85

6.18
7.46

.85
.71

.84
.73

7.08
7.85

.71
.54

.86
.81

6.86
7.59

.75
.65

.81

7.46

.66

.66

7.98

.43

.81
.76
.74
.51
.67

6.01
6.62
6.82
7.84
7.31

.66
.58
.55
.26
.45

.89

4.96

.79

.92

3.92

.84

.47

8.04

.22

CR
.94

AVE
.67

.83

.50

.82

.62

PAD Scale
The EFA results revealed two factors for the PAD scale construct explaining 68.15% of total variance. The first
dimension labeled pleasure and second dimension labeled dominance. The reliability coefficients calculated were
.937 for pleasure, .843 for dominance. CFA was then conducted on the two-factor PAD construct with correlation
matrix and maximum likelihood estimation. X2/dfwas 1.2, which is below the desired threshold of 2.0. The
goodness-of-fit indices reflected acceptable fit with RMSEA of 0.04 which is satisfactory. The other goodness-offit indices were all above their cut-off values with the CFI (CFI= .99), the GFI (GFI=.93), the IFI (IFI=.99), the
NFI (NFI=.98) and the SRMR (SRMR= .03). These results suggested that the measurement model adequately fit
the data. As seen Table 2, the standardized loadings (above .40), t-values (above 1.96 for p=0,05), construct
reliability scores (above .93 for pleasure and .79 for dominance) and average variance extracted measures (above
.67 for pleasure and .56 for dominance) lend evidence to the convergent validity for PAD scale
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Table 2: Overall CFA for the PAD Scale
Pleasure
Unhappy-Happy
Annoyed-Pleased
Unsatisfied- Satisfied
Melancholic-Contented
Despairing-Hopeful
Bored-Relaxed
Dull-Jittery
Dominance
Submissive-Dominant
Insignificant-Important
Guided-Autonomous

CSL

t value

R2

.84
.80
.84
.85
.85
.81
.77

12.10
10.96
11.92
12.27
12.06
11.24
10.57

.71
.64
.71
.73
.72
.65
.60

.91
.57
.74

12.17
6.79
9.39

.83
.33
.55

CR
.93

AVE
.67

.79

.56

Testing the Structural Model
After confirming the measurement models, the structural model was examined. The results of the standardized
parameter estimates and t-values are reported in the Table 3. To identify the fit of the structural model, the overall
fit index and supplementary goodness-of-fit indices were used. The Chi-square value (X2(134)=42.41) was found as
significant. However, other fit indices indicated a marginally acceptable level (RMSEA= 0.026, GFI=0.094,
AGFI=0.89, CFI=0.99, SRMR=0.053). As shown in Table 3, organizational clarity, wayfinding and devices have
a significant influence on attendees’ pleasure feelings while wayfinding and devices have significant influence on
attendees’ dominance feelings. According to these findings, h1a-h2a and h3a-h3c supported. Furthermore, as
hypothesized in h4 and h6attendees’ pleasure and dominance feelings were found to have a significant effect on
behavioral intentions
Table 3: Structural Model: Standardized Coefficients, t-values

Discussion
The study explored the relationships among events’ legibility, attendees’ emotional responses (pleasure and
dominance) and behavioral intentions based on environmental psychology and marketing literature. Based on MR model, current study proposed a theoretical model and tested it in a seminar as a business event. The most
contribution of the current study is in its empirical demonstration of how event attendees perceive legibility and
how perception directly influences attendees’ emotions and indirectly affects their behavioral intentions.
The scale developed in this study provides an opportunity for quantitative measurement of legibility structure
which is measured qualitatively and is explained more conceptually in particularly in the field of environmental
psychology.
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Different from the studies focusing on the environment of the building at testing servicescape and legibility, in the
present study, the legibility dimension also includes multiple places such as hotels and destinations where the
event takes place rather than the solely physical place and websites as virtual event environment. Considering
this, different from the other studies, in this study, not only the legibility of the physical place but also the virtual
website which is a part of event experience were considered as an environment which the event takes place. In the
studies conducted in the field of marketing, legibility dimension was considered as one structure but the
dimensions which are the basis for that structure were ignored. In this study, the dimensions which are the basis of
legibility were investigated considering both physical place and virtual place and with this purpose, this study
benefited from studies in the field of environmental psychology. Thus, it is though that more comprehensive
approach was provided to understand the structure of legibility in detail. This study identified three dimension
representing event legibility (organization clarity, wayfinding and devices) and examined how these legibility
dimensions influence attendees’ emotions and behavioral intentions.
Kaplan and Kaplan (1979; 1987; 1992; 1995) who explained legibility in terms of evolutional aesthetics which
focuses on tracing in the stages of mankind development process of the individual’s environment preference
stated that basic information need related to specific environment and places effects individual’s preferences; and
therefore, “clarity” is an important element related to the individual’s preference of the environment/place and the
interpretation of these places. Similarly, it is seen that this approach is also valid for event experience. In the
study, it was found that “organizational clarity” is important for the occurrence of satisfaction of the attendees
which in turn influences attendee’s behavioral intentions. As it is known, an event website can be considered as a
virtual environment which informs seminar attendees and prepares them for their potential experiences.
Moreover, the event program prepared can be defined as another element which provides information which
shapes event experience of the attendees. Thus, the information presented for the attendees in the websites and
event program provide the attendees the opportunity to understand and interpret the event experience by the help
of the organization, presentation and amount of the information presented. In line with this, when the event
planners design the event websites, it would be effective for them to consider the necessary information related to
the processes before and during the event in terms of forming the attendees satisfaction and it would be effective
for the attendees’ revisit to the event.
The study revealed that way finding and devices which provide the legibility of the seminar event are effective on
attendees’ satisfaction feelings. The findings obtained from the present study show that the classic approach
presented for cities by Kevin Lynch is valid also for event experience. The basic principle which Lynch (1960, p.
49) points for the legibility of a city or place is individual’s easy understanding the place organization and signs
and finding their way and directions effectively. Similarly, the architecture or place organization of the hotel
where the seminar is organized enables the attendeess find their ways and directions in the hotel and this causes
the emergence satisfaction feeling of the attendees and the revisit to the event. It is believed that at the event
preparation stage, the architecture and place organization of the hotel where the event takes place should be
considered at the first hand during the hotel choice.
Furthermore, in related literature, limited number of studies on measuring the dominance feeling of the customers
have been conducted. Donnovan and Rossiter (1982), who investigated the effect of services cape on customers’
dominance feelings, stated that ta causal relation could not be found between retail environment services cape and
dominance feeling. However, different from the mentioned study, in this study, a positive causal relations was
found between way finding and devices dimension and attendees’ dominance feelings. Moreover, the arousal
dimension, which was measured by using the PAD scale developed by Mehrabian and Russell (1976), was
omitted from the analysis since it could not provide distinguishing validity and it was not used in the theoretical
model analysis. It is believed that the reason for this result is the emotion which is stated at the translation
equivalence stage which includes the adaptation of the adjectives in this dimension into Turkish, and along with
the hardship experiences, the attendees were not able to exactly understand the adjective pairs in the arousal
dimension. Therefore, there is a need for a study which aims at determining the adjectives to be used in arousal
dimension in the Turkish scale.

Limitations
Several limitations of the present study should be mentioned. First, since data from this study were collected from
attendees of seminars as business events, results may not be generalized to other types of the business events.
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Second, although the sample size (N=134) in the study seems enough for structural equation modelling, it is quite
low. In addition, the use of a convenience sampling approach could decrease external validity. Thus, future
studies should consider developing a systematic design to better represent the population.
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