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Abstract: This study examines the extent of game exhibition visitors’ perceptions of innovativeness
through service quality and investigates the relationships between innovativeness and visitors’
citizenship behavior, which are the more active behaviors compared with loyalty in game exhibitions.
Data were collected from game exhibition visitors participating in Game Show & Trading, All-Round
(G-STAR), one of the largest international exhibitions supporting the game industry in South
Korea. The results reveal that all three service quality dimensions were important antecedents
of innovativeness. The results also verify that innovativeness has positive effects on citizenship
behavior toward other visitors and G-STAR, and membership positively moderates the relationship
between innovativeness and citizenship behavior toward other visitors. These results suggest that a
conceptual model for understanding the dynamic effects of the relationships between service quality,
innovativeness, and visitors’ citizenship behavior can be constructed and can contribute to managing
sustainable exhibitions in the game industry.

Keywords: innovativeness; service quality; servicescape; booth staff service; core service; visitor
citizenship behavior; international game exhibitions

1. Introduction

The global game market saw more than 2.5 billion gamers across the world in 2019 [1]. The market
generated a total of $152.1 billion in 2019, a 9.6% increase from the previous year, and is expected to grow
to $196 billion by 2022 [1]. The South Korean game industry, the fourth largest in the world, accounts for
6.3% of the global games market and made $5.6 billion in revenue in 2018 [2,3]. Consumer-led gaming
trends have been relentlessly changing, making a dramatic shift from video games to console, mobile,
virtual reality, augmented reality, etc. [4]. As the industry draws in more game consumers, companies
in the global game industry face an increasing pressure to differentiate themselves in the marketplace
because they compete in one of the most rapidly growing and competitive markets [5]. The volatile
habits of game consumers and the rapidly developing technology generate game consumers’ high
expectations and result in demands for new, creative, and innovative ways for them to engage with and
through games [6]. From this perspective, international game exhibitions can be an effective way to
increase sales opportunities, introduce new products and technologies, and provide opportunities for
interactions between exhibitors and visitors [7,8]. The primary objectives of exhibitions are to sell and
advertise new products and services, facilitate brand communication between exhibitors (i.e., game
companies) and visitors, and expand interactive business networks [9]. In addition, exhibitions
foster economic development and bring about new cultures in the host destinations [10]. Therefore,
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international game exhibitions must facilitate innovativeness by providing new experiences and
increasing knowledge of innovative products and services in the exhibition venue [11]. Visitors’
perceptions of innovativeness may play an important role in better understanding the adoption of
new products, consumption patterns, and positive behavioral intentions [12–14]. While some have
examined innovativeness in hospitality and tourism contexts such as restaurants [15], museums [16],
tourism websites [17], and sports events [18], only a few studies have focused on international game
exhibitions as globally popular and effective marketing events (e.g., [19]).

This study assumed that visitors’ perceptions of innovativeness are formed through their individual
experiences and awareness of the introduced products, services, and technologies during a game
exhibition, and that it influences their supportive behavior toward the venue. Many studies have
called for a better understanding of the reciprocal and beneficial relationships facilitated through
co-creation in hospitality and tourism management [20–22]. However, few have focused on the role of
visitors as co-creators and co-producers, who can enhance other visitors’ event experiences and create
an informative atmosphere within the venue. Visitors’ supportive and helping behaviors (citizenship
principles) toward other visitors and an exhibition may be key factors influencing the successfulness
and competitiveness of international game exhibitions [23]. In addition, such behaviors can help
international game exhibitions achieve their goals of increasing awareness of the new products and
features of exhibitors and facilitating the collection of valuable information on market responses.

This study adopted the service-dominant logic framework to explore this co-creation process [24,25].
The proposed model suggests that various dimensions of service quality can influence game
exhibition visitors’ behavioral intentions because they perceive such value-added components as
innovativeness. This study empirically tested whether service quality influences innovativeness and
whether innovativeness affects visitors’ citizenship-style behavior toward other visitors and the game
exhibition [26]. Furthermore, this study investigated the moderating role of the membership level
as perceived by a visitor of a game exhibition in the relationships between innovativeness and the
visitors’ citizenship behavior. The results of this study contribute to the literature by providing a better
understanding of the process through which visitors engage with an exhibition venue. In addition,
this study contributes to the literature on co-creation experiences by providing empirical evidence of
relationships among service quality, innovativeness, and visitor behavior based on citizenship.

2. Theoretical Background

2.1. Innovativeness

Perceived innovativeness refers to “the consumer’s perception of an enduring firm capability
that results in novel, creative, and impactful ideas and solutions” [14] (p. 817), while innovativeness
represents the capability of a firm to introduce innovative products and provide new ideas and
solutions [15,27]. Hurley and Hult [28] viewed innovativeness as the willingness of a firm to
adopt new technologies and ideas in order to provide innovative products to consumers faster
than its competitors. The level of innovativeness is subjective because it depends on consumer
perceptions based on their information, knowledge, and experience with respect to the firm [14,29].
Major characteristics of innovativeness include novelty, newness, uniqueness, and differentiation in
the minds of consumers [27]. Therefore, consumers are more likely to perceive a firm as innovative
when it stimulates and excites them, provides new experiences, and influences their consumption
patterns [12,13,30]. In addition, consumers who tend to respond to innovative products and services are
more likely to adopt new products earlier than others and interpret stimuli into meaningful experiences
and knowledge [26].

Previous hospitality and tourism studies have employed innovativeness to understand the
inherent personality characteristics of patrons who prefer to try new offerings at restaurants [15] and
museum visitors that adopt new podcasting technologies [16,31,32]. Such studies have employed
the concept of innovativeness as reflecting the tendency to adopt innovations [33]. For example,
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the researchers examined consumers’ innovativeness in terms of information searches, purchases,
and communication behaviors on tourism websites [17] and the effect of consumers’ innovativeness
regarding destination on parasocial interaction when using tourism websites [34]. However, the present
study views innovativeness as the important perceived value of an event experience that can lead to a
positive behavioral change. In the same vein, Yoshida and colleagues [18] referred to innovativeness in
sports events primarily as spectators’ perceptions of an event’s newness and uniqueness. This enabled
them to propose various dimensions of innovativeness in the context of sports events (including
event innovativeness, satisfaction, and behavioral intentions) and to examine their relationships
using data collected from 335 spectators of a college football game. Their study demonstrated the
positive effects of these dimensions on attitudinal and behavioral outcomes (e.g., loyalty) mediated by
event innovativeness.

In this regard, our understanding of which dimensions of exhibition service quality foster visitors’
perceptions of innovativeness is central to developing successful marketing strategies [17]. In terms
of game industry exhibitions, innovativeness plays a key role in their success because the primary
goal of any such exhibition is to introduce new and innovative game products and technologies to
potential markets [30]. This study is more comprehensive in that it focuses on visitor perceptions of
the innovativeness of the entire exhibition.

2.2. Service Quality

Service quality can be defined as “the consumer’s judgment about the overall excellence or
superiority of service” [35] (p. 3). A number of service quality measures have been suggested.
However, there is no general consensus on how service quality should be conceptualized and
operationalized [36–38]. Cronin and Taylor [36] indicated that many studies have adopted Parasuraman
and colleagues’ [39] Service Quality (SERVQUAL) scale, which can be viewed as the difference
between performance expectations and perceptions based on five dimensions: tangibility, reliability,
responsiveness, assurance, and empathy. Nevertheless, the SERVQUAL scale has been criticized
because of its lack of information on service outcomes and service delivery processes [19,24,37,40].
In this regard, Brady and Cronin [40] extended Rust and Oliver’s [38] model and proposed three
dimensions of service quality—the quality of personal interactions, the quality of the physical
environment, and outcome quality—to categorize each independent service outcome in the service
delivery process [37,40]. High service quality motivates consumers to visit a particular venue, to have
certain values, or to purchase products and services, and is closely related to customer satisfaction,
repurchase intentions, and overall profitability [7,41–46].

Many studies have provided evidence supporting the relationship between overall service quality
and the value added in a hospitality and tourism setting (e.g., [18,47]). For example, Jin and colleagues [9]
examined the relationships between service quality, perceived value, destination image, and behavioral
intentions in the context of a mega-sports event by using data collected from international tourists
who attended the International Association of Athletics Federations World Championship in Daegu,
South Korea. Their findings demonstrated the positive impact of event quality on its perceived
value. Kyle, Theodorakis, Karageorgiou, and Lafazani [41] evaluated ski resort services, based on a
combination of elements related to interaction quality (staff services), facility quality, and outcome
quality, and found positive effects of service quality on skiers’ satisfaction and loyalty. Gottlieb and
colleagues [19] examined the relationships between service quality, service outcomes, and visitors’
perceptions of events’ effectiveness in the context of trade shows. They included trade show interaction
quality (i.e., attitudes, behavior, and expertise of service personnel), trade show environmental quality
(i.e., ambient conditions, design elements, and social factors), and trade show outcome quality (i.e.,
favorable perceptions of waiting time, tangibles, and valence—whether the outcome is good or bad).
They revealed that such trade show service quality was positively related to the trade show’s perceived
effectiveness and the overall attitude toward the trade show experience. Therefore, three-dimensional
services can provide important implications for how added value can be created through international
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exhibitions. In particular, innovativeness in the game industry is an important driver of positive
outcomes. This study identifies the most important dimensions of service quality in the formation of
innovativeness in the context of an intensive experiential exhibition, such as a game exhibition.

2.2.1. The Servicescape

The servicescape refers to physical attributes such as ambient conditions, designs,
and facilities [40,48]. Since services are intangible, the surrounding physical environment can influence
service perceptions [40]. The servicescape includes any tangible aspects of service sites, facilities,
and equipment, and these physical properties of the servicescape can provide important tangible cues
for behavior [48,49]. Prior studies have demonstrated that physical facilities play a fundamental role
in evaluating service quality in festival and event contexts [7,50–52].

Tangible service quality and physical environment cues can foster event innovativeness [18,53].
More specifically, Kyrgidou and Spyropoulou [53] examined the relationships between various drivers
(e.g., managerial, entrepreneurial, and technical capabilities), innovativeness, and performance by using
data from 218 Greek manufacturers, and they revealed that manufacturers are more likely to perceive
a firm as being innovative if it has sufficient technological knowledge, applies recent technological
developments, and produces novel products and technological equipment in a timely manner. Yoshida
and colleagues [18] suggested some important factors facilitating the overall innovativeness of sports
events and found that new and unique technological products (e.g., wide-screen TV sets) in the sports
stadium can facilitate spectators’ perceived innovativeness. In the present study, the servicescape
includes tangible components of international exhibitions that are associated with any physical service’s
attributes which are evaluated by exhibition visitors, such as convention centers, equipment for playing
trial games, facilities, restaurants, and the physical appearance of service providers. In this regard,
the following hypothesis is proposed:

Hypothesis 1 (H1). The servicescape has a positive effect on innovativeness.

2.2.2. Booth Staff Service

Employee service refers to customers’ evaluation of service providers’ service performance and
attitudes. Employees’ service performance in labor-intensive service businesses can have a considerable
influence on customers’ perceptions of service quality because of the intangibility and inseparability
of services [54,55]. Employee service can be assessed by how well service providers treat customers
who perceive intangible services in the service delivery process and indicates the extent to which
service providers and customers interact with each other [56]. These interactions with service providers
delivering promises of intangible services can influence customers’ experiences [40]. Berry [54] pointed
out that service providers play an essential role in the labor-intensive service sector. Employee service
increases the level of recognition for the firm’s brand, facilitates the formation of a brand’s meaning,
and influences brand loyalty. In terms of firms offering new technologies, service providers can reduce
consumers’ perceived risk and promote trust [57].

Previous tourism and hospitality studies have provided ample evidence that employee service
fosters added value (e.g., [49,58]). For example, Alexandris et al. [59] demonstrated that employee
service plays an important role in increasing customer satisfaction and the value of place attachment.
Jin, Lee, and Lee [9] found that well-educated employees’ service facilitates a positive image of the
host destination among visitors. Gottlieb, Brown, and Drennan [19] indicated that booth employees at
trade shows provide educational information to visitors through various activities such as hands-on
demonstrations and presentations. The present study views booth staff’s service as an essential factor
in fostering event innovativeness. For example, booth staff members can serve as facilitators delivering
new information on products and equipment, provide detailed instructions to new game players,
answer specific questions, and help visitors solve technical problems at the venue. Booth staff members
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who are trained before the exhibition are knowledgeable experts about firms’ new product features and
benefits and can strengthen visitors’ perceptions of innovativeness by explaining how new products are
developed. As a result, visitors are likely to perceive booth staff as having novel, creative, and impactful
ideas and thus perceive them as innovative [14]. In this regard, the following hypothesis is proposed:

Hypothesis 2 (H2). The booth staff’s service has a positive effect on innovativeness.

2.2.3. Core Service

The service evaluation continues while consumers experience the service provided [60,61]. During
service delivery, the service provided (i.e., core service) and the way the service is delivered (by a person)
(i.e., the employee service) are the basic evaluation criteria of the service [60,62]. Indeed, the core service
refers to “the processes by which the service is delivered” [60] (p. 128) and consumers’ evaluation of
actual service outcomes (e.g., the waiting time and the punctuality of service providers) affecting the
consumers’ purchase decision to select services [38,40,63]. Therefore, unlike the servicescape, the core
service as well as the behaviors of service employees are the intangible elements of service that are not
easily seen or known in the pre-consumption stage. Accordingly, previous research has demonstrated
that the core service can be assessed based on the various experiential components of individuals and
can vary between different contexts. For example, Grace and O’Cass [60] defined the core service of a
retail store as “providing shoppers with access to merchandise,” “displaying merchandise,” “giving
advice to shoppers regarding merchandise,” “appropriately packing merchandise for shoppers to take
away,” ”providing delivery options for shoppers,” and “providing payment options for shoppers”
(p. 136). In Gottlieb, Brown, and Drennan’s [19] study, the outcome quality of trade shows was
measured with components such as “waiting time for service at booths or for entry to the show,
the suitability of the exhibitor mix, and overall attitudinal disposition toward the service experience”
(p. 1646) and found a positive relationship between outcome quality and trade show service quality.
Kyle, Theodorakis, Karageorgiou, and Lafazani [41] tested the three-dimensionality of service quality
in a ski resort setting in a first-order model and found a direct relationship between outcome quality
(i.e., the core service) and satisfaction.

In this study, the core service that game exhibitions provide can include services such as showcasing
and selling newly-released or soon-to-be released games, providing information on games that are
in development, selling game merchandise, holding e-sports matches, and holding seminars or
press conferences on the game industry. Since game exhibitions are characterized as facets of new
technologies, high-tech game environments, and exciting e-sports matches, the positive evaluation of
the core service may increase the level of innovativeness as perceived by visitors (i.e., perception of the
novelty, newness, uniqueness, and differentiation of a game exhibition). Therefore, this study posits
that the core service as assessed by visitors’ interpretations can be hypothesized to form the perceived
innovativeness of a game exhibition, as follows:

Hypothesis 3 (H3). The core service has a positive effect on innovativeness.

2.3. Innovativeness and Customer Citizenship Behavior toward other Visitors and toward the Game Exhibition

Customer citizenship behaviors are defined as “voluntary and discretionary behaviors that are not
required for the successful production and/or delivery of the service but that, in the aggregate, help the
service organization overall” [64] (p. 11). This behavior represents helpful, voluntary, and favorable
principles of behavior toward other customers and a service provider [23,64–66]. Customer citizenship
behavior is beneficial to both other customers and an organization. In fact, Yi and colleagues [23]
insisted that an analysis of customer citizenship behavior should be conducted separately based on its
beneficiaries: customer citizenship behavior toward customers (e.g., giving helpful information to
new customers and sharing extra vouchers or discount coupons with other customers) and toward the
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firm (e.g., recommending the firm to others and suggesting ideas for improving services). Customers
who show a high level of customer citizenship behavior are more likely to share favorable service
experiences, have referral intentions, and help other customers who lack knowledge on how to use
products and services appropriately during service encounters [65]. In addition, customers who are
active in the service delivery process and tend to show extra-role behaviors are more likely to report
problematic issues in service delivery to service providers and suggest solutions to service failures
in proactive ways [67]. Therefore, customer citizenship behavior strengthens customers’ long-term
preferences for a service provider and facilitates the service provider’s performance and long-term
success by enhancing service input and providing a service provider with the required resources [23,64].

Only a few studies have empirically examined the effects of perceived innovativeness on visitors’
citizenship behavior toward other visitors and the event in an exhibition setting. In this regard,
this study examines visitors’ citizenship behavior to better understand it in the context of game
exhibitions. As mentioned earlier, the service quality stimuli, such as service environments, staff

service, and the service provided, can enhance visitors’ overall evaluations of exhibition services [12,13].
Visitors who perceive the high innovativeness of a game exhibition are likely to evaluate such service
stimuli as meaningful experiences and hold a positive attitude toward the game exhibition and its
services, which eventually affects the visitors’ behavior [26]. Moreover, innovativeness as the added
value of the game exhibition experience may lead to more favorable attitudes and behaviors, so that
the visitors act in ways that are more beneficial to the exhibition and other visitors. That is, when
visitors perceive some desired value, such as innovativeness, they may purchase products and services
or show supportive behaviors within the exhibition [21,23,35]. In this regard, the following hypotheses
are proposed:

Hypothesis 4 (H4). Innovativeness has a positive effect on visitors’ citizenship behavior toward other visitors
in the exhibition venue.

Hypothesis 5 (H5). Innovativeness has a positive effect on visitors’ citizenship behavior toward the exhibition.

2.4. The Moderating Role of Membership

The social identity theory developed by Tajfel and Turner [68] posits that individuals tend to
classify themselves into different social groups based on their affiliations, membership, and age. In this
study, membership is defined as the perception and awareness of one’s membership in an exhibition.
Membership is considered as an important predictor of exhibition visitors’ willingness to engage in
extra-role behaviors in the exhibition venue. Previous studies have shown that a sense of belonging
facilitates active participation in knowledge sharing [69–71]. For example, Chai and Kim [70] explored
how social factors influence users’ knowledge sharing through social networking sites by considering
211 users of these sites. Their findings revealed that those users with a strong sense of belonging to
social networking sites were more likely to actively contribute to knowledge sharing.

However, previous festival and event studies have paid little attention to the moderating roles of
membership and visitors’ citizenship behavior in facilitating exhibition visitors’ extra-role behaviors
at the exhibition venue. Yi and colleagues [23] insisted that membership is an important moderator
and investigated the role of a customer’s social identity as a moderator of the relationship between
other customers’ citizenship behaviors and the subject customer’s citizenship behavior toward other
customers and the firm. They demonstrated that social identity positively moderates the relationship
between other citizenship behaviors and customer citizenship behavior toward others and the firm.
This suggests that visitors who perceive themselves as members of a special event are likely to actively
engage in extra-role behaviors toward others and the event. In this regard, the following hypotheses
are proposed:
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Hypothesis 6a (H6a). Membership positively moderates the relationship between innovativeness and visitors’
citizenship behaviors toward other visitors.

Hypothesis 6b (H6b). Membership positively moderates the relationship between innovativeness and visitors’
citizenship behaviors toward the exhibition.

Figure 1 illustrates the research framework for this study.
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3. Materials and Methods

3.1. The Research Setting

Game Show & Trading, All-Round (G-STAR), the fourth-largest game exhibition in the world and
the largest South Korean game exhibition, was selected to test the proposed model. G-STAR 2014 took
place from November 20–23, 2014 at the Busan Exhibition and Convention Center (BEXCO) in Busan,
the second-largest city in South Korea, with 3.7 million residents [10]. The slogan of G-STAR 2014
was “Game Is Not Over,” reflecting the game industry’s determination to overcome a market crisis
caused by strict government regulations, competitiveness, and diverse game users’ high expectations
in terms of graphics, game genres, and game hardware [72]. A total of 617 game firms from 35 countries
participated in G-STAR 2014, and about 200,000 people visited G-STAR 2014 [73].

G-STAR provides opportunities for showcasing new games developed by leading global game
publishers, facilitating the export of new games, and investing in new games and technologies.
In addition, G-STAR is designed to help promote start-up and small game firms and provide on-site
recruitment opportunities for job seekers [72]. The global game exhibition has considerable influence
on potential markets and provides important insights for positioning new products and technologies.
In this regard, by considering the case of G-STAR, this study examines the processes through which
innovativeness is created through service quality and the supportive behaviors of visitors are fostered.

3.2. Measures

Three main constructs were measured, using items from previous research, to empirically test
the proposed model: service quality, innovativeness, and visitors’ citizenship behaviors within the
exhibition venue. Based on previous research [60], the measures of service quality were derived.
For the initial questionnaire, items fitted for game exhibitions were selected based on interviews and
discussions by three expert groups in the meeting, incentive travel, convention, and exhibition (MICE)
industry: (1) professors whose research fields included the MICE industry, (2) graduate students
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majoring in hospitality and tourism management, and (3) managers and executives working for
convention centers. In this process, inappropriate measurement items in the convention and exhibition
context among items used in previous studies were removed, and the wording of the questions
was revised.

The developed instrument was pretested through 37 graduate students majoring in hospitality
and tourism management. Through exploratory factor analysis (EFA), the measurement scale of service
quality in the game exhibition context was purified by using component analysis and the varimax
orthogonal rotation method. The Kaiser–Mayer–Olkin (KMO) value was 0.877, and the Bartlett’s
sphericity test results indicated the appropriate data for factor analysis (χ2 = 1183.378, df = 55, p < 0.001).
The rotated factor loadings were considered significant when indicating 0.40 and higher [74]. Of ten
items, one with a cross-loading on both core service and the servicescape factors should have be deleted,
but we determined to load the item, “The core service of G-STAR is of high quality”, on the factor
with a higher loading (core service: 0.686 vs. The servicescape: 0.401), because only two indicators
remained on the core service factor. Accordingly, three dimensions of service quality were extracted:
(1) the servicescape (three items: “attractive”, loading=0.734; “neat and well-dressed appearance”,
loading=0.718; “in accordance with the type of service”, loading=0.805) indicating an eigenvalue of
2.600, variance explained 26.0%; (2) booth staff service (four items: “prompt attention”, loading=0.703;
“willing to help me”, loading=0.758; “never too busy to respond to my requests”, loading=0.824;
“polite”, loading=0.725) indicating an eigenvalue of 2.096, variance explained 20.9%; and (3) core
service (three items: “suits my needs”, loading=0.744; “reliable”, loading=0.849; “high quality”,
loading=0.686) indicating an eigenvalue of 2.102, variance explained 21.0%.Innovativeness included
five items [14]. Visitors’ citizenship behaviors in the exhibition venue included two subscales [23]:
(1) visitors’ citizenship behaviors toward other visitors, with three measurement items and (2) visitors’
citizenship behaviors toward the exhibition, with three measurement items. Membership was measured
using five items derived from Koh and Kim [75] and Lin [76]. For each item, respondents were asked
to give a score based on a 5-point Likert scale, from 1 (strongly disagree) to 5 (strongly agree).

3.3. Data Collection and Analysis

An on-site survey was administered only to domestic visitors located at the exits of BEXCO
during G-STAR 2014, held in Busan, South Korea, from November 20–23, 2014. A trained research team
conducted the survey at BEXCO and the convenient sampling method was employed for the on-site
field situation. The field research team asked whether respondents had experienced G-STAR held
at BEXCO and if they were willing to participate in the survey. Willing respondents were provided
with a brief explanation of the purpose of the study and given the questionnaire. All respondents
completed the questionnaire voluntarily, and 282 responses were collected. After excluding responses
with missing information, a total of 255 individuals were used for further data analysis.

The hypotheses for the proposed model were tested using structural equation modeling (SEM),
based on SPSS 19.0 and AMOS 18. SEM is a useful tool for evaluating the succession of dependent
relationships and verifying cause-and-effect relationships between multiple independent and dependent
constructs [74]. Based on Anderson and Gerbing [77], a two-stage testing procedure was used. In the
first stage, a confirmatory factor analysis (CFA) was conducted to assess the uni-dimensionality of
the scales for each construct. In the second stage, the relationships in the structural equation model
were tested.

4. Results

4.1. Demographic Profiles

Table 1 describes the survey respondents’ demographic profiles. The sample (N = 255) included
more males (70.1%) than females. In terms of occupation, 60.8% were students, 11.4% were employees,
and 7.1% were professionals. In terms of age, 84.7% of the respondents belonged to the 20–24 and
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25–29 age groups, and the mean age was approximately 25 years. In terms of education, 41.6% had a
high school diploma and 40.0% had a bachelor’s degree. In summary, the respondents were generally
young male adults, and the randomly selected subjects were therefore well representative of the visitors
of G-STAR as well as the global games market [78,79].

Table 1. Profiles of respondents (N = 255).

Characteristics Categories n %

Gender Male 181 71.0
Female 74 29.0

Education level

High school diploma 106 41.6
Some college 37 14.5

Bachelor’s degree 102 40.0
Graduate degree 10 3.9

Occupation

Company employee 29 11.4
Professional 18 7.1

Student 155 60.8
Government employee 7 2.7

Other 46 18.1

Age
(Mean age:

25 years old)

20–24 153 60.0
25–29 63 24.7
30–34 25 9.8

35 and above 14 5.5

4.2. The Measurement Model

Table 2 shows the results of CFA with the measurement items and their standardized factor
loadings. Factor loadings ranged from 0.605 to 0.852 and were significant at p < 0.001, indicating
sufficient convergent validity [74]. The CFA results showed that the overall fit of the measurement model
was statistically acceptable: χ2 = 285.697; χ2/ df = 1.642; df = 174; comparative fit index (CFI) = 0.959,
incremental fit index (IFI) = 0.959; Tucker-Lewis index (TLI) = 0.950; root mean square error of
approximation (RMSEA) = 0.050 (see Table 3). The model thus showed satisfactory fit indices [80].
The average variance extracted (AVE) exceeded 0.50 for all the proposed constructs [81], indicating
sufficient convergent validity with satisfactory factor loadings on the constructs in the measurement
model and acceptable AVE values for each construct in the measurement model [82]. Discriminant
validity was assessed through CFA by comparing the squared correlation between constructs and
the AVE value. As shown in Table 3, all squared correlation (R2) values for the pairs of constructs
were lower than the AVE value of each construct, except for a pair of citizenship behaviors toward
other visitors–citizenship behavior toward the exhibition. To establish their discriminant validity,
a combined model was obtained by merging both constructs (i.e., citizenship behavior toward other
visitors and citizenship behavior toward the exhibition) into one single construct, and its χ2 value
was compared with that of the uncombined model [81]. The results of the χ2 difference test showed
that ∆χ2 between the combined (χ2 = 337.539, df = 179) and uncombined models was significant
at the 0.05 level (χ2 = 51.842 > χ2

0.05 (5) = 11.070), verifying the sufficient discriminant validity of
both constructs. In addition, the composite reliability of all the intended constructs exceeded the
recommended threshold of 0.70 [74]. These results indicate the sufficient internal consistency of the
measurement items for all the constructs.
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Table 2. Cronbach’s alpha reliability and factor analysis (items and loadings).

Item CFA
Loading

Servicescape (Cronbach α = 0.760)
Physical facilities of G-STAR 2014 (hereafter “G-STAR”) are visually attractive. 0.781
Employees of G-STAR have a neat and well-dressed appearance. 0.605
Physical facilities of G-STAR are in accordance with the type of service provided. 0.783

Booth staff service (Cronbach α = 0.744)
I receive prompt attention from employees of G-STAR. 0.715
Employees of G-STAR are always willing to help me. 0.732
Employees of G-STAR are never too busy to respond to my requests. 0.762
Employees of G-STAR are polite. 0.702

Core service (Cronbach α = 0.785)
The core service of G-STAR suits my needs. 0.725
The core service of G-STAR is reliable. 0.786
The core service of G-STAR is of high quality. 0.728

Innovativeness (Cronbach α = 0.868)
G-STAR is dynamic. 0.745
G-STAR is creative. 0.776
G-STAR consistently launches innovative new products (e.g., new technologies and
games) and leads game industry trends.

0.750

G-STAR is a pioneer in technological innovation and the adoption of new technologies. 0.799
G-STAR is a forward-looking firm. 0.710

Citizenship behaviors toward other visitors (Cronbach α = 0.834)
I assist friends/other visitors in finding products and services at G-STAR. 0.852
I teach someone how to use the services of G-STAR correctly. 0.723
I explain to other visitors how to use the services of G-STAR correctly. 0.793

Citizenship behaviors toward the exhibition (Cronbach α = 0.829)
I make constructive suggestions to G-STAR on how to improve its services. 0.816
I give G-STAR my full cooperation. 0.787
I say positive things about G-STAR to others. 0.760

Membership (Cronbach α = 0.889)
I think I am a valuable visitor of G-STAR. 0.750
I think I am an important visitor of G-STAR. 0.797
I like other visitors of G-STAR. 0.790
I feel other visitors of G-STAR are my close friends. 0.807
I feel a strong sense of belonging to G-STAR. 0.783

Note: CFA = confirmatory factor analysis; G-STAR = Game Show & Trading, All-Round; all factor loadings were
significant at p < 0.001.

Table 3. Descriptive statistics and associated measures.

Constructs Mean
(SD) AVE 1 2 3 4 5 6

1 Servicescape 3.813
(0.770) 0.529 0.794 a 0.636 b 0.736 0.726 0.607 0.620

2 Booth staff service 3.698
(0.778) 0.530 0.404 c 0.830 0.664 0.629 0.601 0.518

3 Core service 3.579
(0.776) 0.558 0.541 0.440 0.814 0.686 0.643 0.591

4 Innovativeness 3.729
(0.767) 0.572 0.527 0.395 0.470 0.881 0.740 0.728

5 Citizenship behaviors
toward other visitors

3.679
(0.844) 0.628 0.368 0.361 0.413 0.547 0.843 0.820

6 Citizenship behaviors
toward the exhibition

3.636
(0.862) 0.621 0.384 0.268 0.349 0.529 0.674 0.830

Note: SD = standard deviation; AVE = average variance extracted; a composite reliability is indicated along the
diagonal; b correlations are above the diagonal; c squared correlations are below the diagonal.
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4.3. The Structural Model

The structural model was analyzed to empirically test the hypotheses. Table 4 summarizes
the results. Using the fit indices based on AMOS, the model provided an acceptable fit to the data
(χ2 = 334.940; χ2/df = 1.850; df = 181; CFI = 0.943, IFI = 0.944; TLI = 0.934; RMSEA = 0.058), and the
results revealed that the overall fit of the structural model was satisfactory [80]. In terms of service
quality, all dimensions of service quality, the servicescape (β = 0.406, p < 0.05), booth staff service
(β = 0.214, p < 0.05), and core service (β = 0.278, p < 0.05) had positive effects on innovativeness.
These results support H1 to H3. The results indicate the positive effects of service quality on the
formation of innovativeness. In addition, innovativeness (β = 0.806, p < 0.05) was positively related to
visitors’ citizenship behaviors toward other visitors. Innovativeness (β = 0.792, p < 0.05) was positively
related to visitors’ citizenship behaviors toward the exhibition. These results support H4 and H5,
respectively, and highlight innovativeness as an important factor in facilitating visitors’ citizenship
behaviors toward other visitors and the exhibition.

Table 4. Standardized parameter estimates for the structural model.

Path Standardized
Estimate t-Value Result

H1 Servicescape → Innovativeness 0.406 3.897 Supported

H2 Booth staff
service → Innovativeness 0.214 2.551 Supported

H3 Core service → Innovativeness 0.278 2.636 Supported

H4 Innovativeness →
Citizenship behavior
toward other visitors 0.806 10.805 Supported

H5 Innovativeness →
Citizenship behavior
toward the exhibition 0.792 10.173 Supported

Note: H1 = hypothesis 1; H2 = hypothesis 2; H3 = hypothesis 3; H4 = hypothesis 4; H5 = hypothesis 5; p < 0.05.

4.4. The Moderating Effects of Membership

The positive moderating effects of membership on the relationship between innovativeness
and visitors’ citizenship behaviors were assessed (H6a and H6b). The path coefficient between
innovativeness and visitors’ citizenship behaviors was compared between the high and low membership
groups. The sum of the five items for membership was used as the moderator score. To assess the
differential effects of membership for these two subgroups, the chi-square difference between the
unconstrained and constrained models was examined for differences in the degree of freedom [77].

As presented in Table 5, regarding the path between innovativeness and citizenship behaviors
toward other visitors, the chi-square difference between the unconstrained and constrained models
was significant at the 0.05 level (χ2 = 5.507 > χ2

0.05 (1) = 3.84, df = 1). For the high membership
group, the path coefficient was 0.905 (p < 0.001), whereas for the low membership group, it was 0.569
(p < 0.01). This indicates a significant difference in the effect of innovativeness on visitors’ citizenship
behaviors toward other visitors between the membership levels and supports H6a. In summation,
innovativeness was more effective in enhancing visitors’ citizenship behaviors toward other visitors
for the high membership group.

In addition, the moderating effect of membership on the relationship between innovativeness
and visitors’ citizenship behaviors toward G-STAR was also assessed (H6b). The chi-square difference
between the constrained and unconstrained models was not significant at the 0.05 level (χ2 = 3.603
< χ2

0.05 (1) = 3.84, df = 1). This indicates no significant difference in the effect of innovativeness on
visitors’ citizenship behaviors toward G-STAR between the membership levels, thus providing no
support for H6b.
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Table 5. Multi-group comparison test results.

Path
High Membership

Group (n = 102)
Low Membership
Group (n = 153) Baseline

Model
Nested
ModelStd.

Estimate t-Value Std.
Estimate t-Value

Innovativeness→
Citizenship

behavior toward
other visitors

0.905 9.459 * 0.569 4.964 * χ2(362) =
587.192

χ2(363) =
592.699

Innovativeness→
Citizenship

behavior toward
the exhibition

0.895 9.091 * 0.582 4.663 * χ2(362) =
587.192

χ2(363) =
590.795

Chi-square difference test:
H6a. ∆χ2(1) = 5.507, p < 0.05 (Significant; supported)

H6b. ∆χ2(1) = 3.603, p > 0.05 (Insignificant; not supported)

Note: * p < 0.001.

The results of testing the hypotheses are shown in Figure 2.
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5. Discussion and Conclusions

A large-scale exhibition like G-STAR plays an important role in presenting tangible products
and visualizing intangible services within an industry. Creating innovativeness through various
experiences is considered an essential factor that enhances the uniqueness and competitiveness of
sustainable events such as an international game exhibition, contributing tremendously to a country’s
economic and social prosperity. In this regard, this study attempted to examine the extent to which
service quality as a predictor affects innovativeness, to investigate the relationship between perceived
innovativeness and visitors’ citizenship behaviors in the context of game exhibitions, and to assess the
moderating effect of membership on the relationship between innovativeness and visitors’ citizenship
behaviors. In summary, the results of SEM confirmed that all the hypotheses proposed within the
research model were supported, except for H6b. More specifically, it appears that exhibition service
quality elements, that is, the servicescape, booth staff service, and core service, are found to be
significant predictors of innovativeness (H1–H3). In particular, the servicescape made the most
significant contribution to innovativeness, exhibiting the highest component loading, and the booth
staff service and core service showed a moderate level of relevance to the perceived innovativeness
of a game exhibition. This supports the results of Grace and O’Cass’s [60] study, in which these
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three indicators show high correlations with service brand evidence, (i.e., “the set of service brand
associations experienced by the consumer during the pre-purchase and consumption stage”) [54]
(p. 128). In terms of innovativeness, the construct was found to make significantly high contributions to
both visitors’ citizenship behaviors toward other visitors and visitors’ citizenship behaviors toward a
game exhibition (H4 and H5). In addition, the results suggest that the level of membership as perceived
by visitors positively moderates the relationship between innovativeness and visitors’ citizenship
behaviors toward other visitors (H6a). Contrary to our expectations, however, the level of membership
did not play a moderating role in the relationship between innovativeness and visitors’ citizenship
behaviors toward the exhibition (H6b). A plausible interpretation of such results is that the game
exhibition’s visitors formed a cohort of similar aged men with the same interests. According to the
visitor demographics for the game exhibitions presented in this study, most of the visitors were under
30 years old and were male students who were highly interested in game products and services and
the game industry. Therefore, it is assumed that one’s perception of membership in the context of
game exhibitions is more likely to be related to one’s affiliation with a group of people who visit the
same themed exhibition, rather than to the exhibition itself.

Proposing a conceptual model which encompasses the relationships between service quality,
innovation, and visitors’ citizenship behaviors, this study provides several theoretical implications
to support sustainable exhibitions in the game industry. Firstly, the findings of this study contribute
to the existing literature by providing a deeper understanding of the processes through which
reciprocal relationships between exhibitors and visitors are formed within the service-dominant logic
framework [24,25,83]. The service-dominant logic framework explains the value creation mechanism,
which is focused on services in which both service providers and customers are active players in
generating its shared value in a service environment, and the customers contribute to service value
creation based on their experiences of interacting with the service provider [25,84–88]. The findings
of this study show that the servicescape, booth staff’s service, and core service of a game exhibition,
collectively representing the service quality, can increase the value of visitors’ exhibition experiences,
as indicated in Berry [54]. That is, perceived innovativeness as an added value component can be
enhanced by improving service quality in terms of the tangible elements (e.g., the physical facilities
and equipment in the exhibition venue, such exhibitor booths, large screens, and newly launched
game devices, as well as the physical attributes of exhibitors and the exhibition staff), the intangible
elements of booth staff services (e.g., interpersonal interaction between the staff and visitors), and the
core service of a game exhibition (e.g., processes, activities, and systems). This is consistent with the
findings of previous studies [19,41,54]. The results of this study confirmed that exhibition visitors
are not only potential customers but also value co-creators who can enrich service experiences in
an exhibition setting, and they also proved that innovativeness can be co-created through various
dimensions of exhibition service quality, advancing the improvement in service provision to achieve a
sustainable competitive advantage in a game exhibition [89].

Secondly, this study conceptually contributes to the literature from different perspectives by
suggesting and empirically testing a theoretical model of the value co-creation process in an exhibition
setting, addressing the role of visitors as co-creators [20,21]. This study verified the positive relationships
between service quality, innovativeness, and visitors’ citizenship behaviors. Particularly, innovativeness
had positive effects on visitors’ citizenship behaviors toward other visitors and the exhibition. The results
imply that visitors who perceive innovativeness through their exhibition experiences are likely
to support the game exhibition and enhance other visitors’ exhibition experiences at the venue.
Perceived innovativeness can make game firms at exhibitions more distinct and competitive because
visitors perceive new products and services, adopting new technologies and novel ideas. In addition,
innovativeness motivates visitors’ citizenship behaviors toward others and the event. For example,
visitors may be willing to help friends and other visitors in finding products and services and explain
how these offerings can be used correctly. In addition, they may be willing to provide their opinions
on how the game exhibition can be improved and they may also recommend the exhibition to others.
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Visitors witnessing other visitors’ citizenship behaviors are likely to show similar behaviors [23],
and these actions can foster an awareness of the new products, services, and technologies that are being
introduced by the exhibitors. To the best of our knowledge, the findings of this study are novel in that
the service quality–innovativeness–citizenship behavior relationship has been elaborated through the
service-dominant logic framework, focusing on the mutually reciprocal relationship between a service
provider and its customers as co-creators of service value. Additionally, the results provide empirical
evidence of the antecedents and consequences of innovativeness in the context of game exhibitions.

Thirdly, one of the most significant findings of this research is the moderating role of membership
in the relationship between innovativeness and visitors’ citizenship behaviors toward other visitors.
The data analysis revealed that there was a significant difference in the effect of innovativeness on
visitors’ citizenship behaviors toward other visitors between the high and low membership groups.
Meanwhile, regardless of the level of membership, game exhibition visitors who perceive high
innovativeness in their game exhibition experiences were willing to engage in activities supporting
the exhibition, and innovativeness was found to be more effective in leading visitors’ citizenship
behaviors toward other visitors in the high membership group. Those visitors with a stronger sense of
membership were more likely to share information with and help others in the exhibition venue [70].

The results have several important managerial implications. Firstly, the results shed some light on
how innovativeness can be fostered among exhibition visitors. A key implication is that exhibition
visitors are more likely to perceive innovativeness through the physical setting of the exhibition,
the exhibition’s core service, and interactions with booth employees. Therefore, event managers
should visualize new and distinct features of the products and services introduced at exhibition
booths. Physical equipment, such as large screens, new game devices, and large venues, can facilitate
the formation of innovativeness. Furthermore, exhibition booth employees may provide detailed
information to visitors by giving specific instructions and hands-on demonstrations. Exhibitors and
event managers should provide a variety of activities that can facilitate interactions between visitors
and the booth staff. Such quality of intangible services provided by booth staff members may facilitate
visitors’ perceptions of innovativeness. For example, visitors need to wait in long lines at booths
to try new games. In this situation, employees can provide mobile game trials and offer hands-on
demonstrations for visitors who are waiting in-line before they experience new games at the booth.
In addition, the core service provided should fit the exhibition visitors’ needs and desires (e.g., short
waiting time at the entrance, reasonable entrance fee, a novelty of game products and merchandise to
purchase, a variety of performances and event programs to participate in, and the perceived suitability
of the exhibitor mix) in order to generate exhibition visitors’ higher perceptions innovativeness.

Secondly, the results indicate that membership moderated the effects of innovativeness on visitors’
citizenship behaviors toward others. This suggests that those visitors with a sense of membership
are more likely to help other visitors. The socialization between internal and external groups of
visitors at the venue can facilitate their sharing of information with one another and build a sense of
membership. Some possible suggestions include developing online or mobile platforms (e.g., social
media) to regularly communicate with experienced game exhibition visitors. Social media interactions
can increase the level of emotional engagement, motivate emotional responses to an event, and lead
to a positive word-of-mouth intention [90]. By doing so, game exhibition managers can promote the
firm–customer relationship, as well as the customer–customer relationship, and encourage visitors to
attend the exhibition yearly. Additionally, e-mail or text marketing campaigns with video clips of the
products/events to be showcased have the potential to maintain game exhibition attendance.

6. Limitations and Suggestions for Future Research

The results have important theoretical and practical implications for the processes through
which reciprocal relationships between exhibitors and visitors are built in the context of international
exhibitions. However, the study has several limitations. Firstly, a majority of respondents were
in their early 20s, and individuals in such an age group are more likely to be active internet users
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and skilled smartphone users. As a result, they may be more likely to perceive innovativeness as
stimulated by online communication and the latest information on new game products and services.
This study provides an in-depth analysis of the distinct value fit in the context of an international
exhibition in the game industry, namely G-STAR, and therefore future research should consider the
distinct characteristics of the particular theme of a given exhibition and consider the appropriate
target population for that exhibition. Secondly, the study considers visitors’ citizenship behaviors
toward others and the event only at the venue. Since the study focuses on the short-term effects of
innovativeness and visitors’ citizenship behaviors at the venue, future research should investigate
the long-term effects of innovativeness by examining visitors’ citizenship behaviors in offline and
online contexts.
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