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A B S T R A C T   

Purpose: The study examines the role of aesthetics in tourist satisfaction in the Ghanaian hospi
tality industry. 
Design/methodology/approach: The study is quantitative and cross-sectional in nature. A total of 5 
tourist destinations and 350 tourists were selected using purposive sampling technique. Data for 
the study was gathered using self-reported questionnaires and analysed using Statistical Package 
for Social Sciences (SPSS). A total of 300 retrieved questionnaires representing 85.7 % of response 
rate was used for data analysis. 
Findings: The study results proved that the three main types of aesthetics that influence tourists’ 
visitation to tourist destinations are visual product aesthetics, package aesthetics and taste aes
thetics. The study also discovered that visual product aesthetics, package aesthetics and taste 
aesthetics had significant positive correlations with tourist satisfaction. Again, the results estab
lished that, aesthetic types (visual product aesthetics and package aesthetics) have significant 
positive impact on tourists’ satisfaction whereas taste aesthetics has a negative effect on tourists’ 
satisfaction. 
Research limitations/implications: The Ghanaian hospitality sector should push creativity to new 
heights by ensuring that venues change their appearance and ambiance through the use of cre
ative lights, music, and food setups, so as to often attract consumers and offer them a completely 
unique experience each time. The hospitality sector also need to provide more effective and 
dependable channels for user complaints, recommendations, and contributions, as well as con
sumer feedback systems. 
Originality/value: The study adds to literature on aesthetics and tourist satisfaction as well as 
contributes to the agenda towards tourist destination sustainability.   

1. Introduction 

Aesthetics play a very crucial role in our lives as consumers and to a large extent significantly influence our level of satisfaction [1,2, 
3]. On a daily basis and transitionary, consumer decisions are made in large magnitudes and scopes now based on automatic reactions 

* Corresponding author. 
E-mail addresses: etulasi@htu.edu.gh (E.E. Tulasi), Oashiaby@gmail.com (O.E. Ashiaby), Pkodua@ug.edu.gh (P. Kodua), bahlijah@htu.edu.gh 

(B. Ahlijah), magyemanduah@htu.edu.gh (M.O. Agyeman-Duah).  

Contents lists available at ScienceDirect 

Heliyon 

journal homepage: www.cell.com/heliyon 

https://doi.org/10.1016/j.heliyon.2024.e32944 
Received 1 February 2024; Received in revised form 6 June 2024; Accepted 12 June 2024   

mailto:etulasi@htu.edu.gh
mailto:Oashiaby@gmail.com
mailto:Pkodua@ug.edu.gh
mailto:bahlijah@htu.edu.gh
mailto:magyemanduah@htu.edu.gh
www.sciencedirect.com/science/journal/24058440
https://www.cell.com/heliyon
https://doi.org/10.1016/j.heliyon.2024.e32944
https://doi.org/10.1016/j.heliyon.2024.e32944
https://doi.org/10.1016/j.heliyon.2024.e32944
http://creativecommons.org/licenses/by-nc/4.0/


Heliyon 10 (2024) e32944

2

to aesthetically appealing objects or product offerings [4,5,6,7]. This spans across a wide range of product offerings like automobiles, 
fashion, food, real estate, mobile phones, computers, home appliances and many more [8,9]. As described by Ref. [10], aesthetics is a 
set of principles related to nature and the sense of beauty. Interestingly, aesthetics has drawn attention from academics, researchers, 
and philosophers for many years [11,12]. The prehistoric theorists acknowledged aesthetics to be a cradle of utter joy and pleasure, 
which accounted for the concept of aesthetics being studied in diverse fields [13]. The fascinating, attractive, and comfortable qualities 
of a particular design are linked to aesthetic appeals, which is associated with self-satisfaction [14]. 

Often times, the choices made by consumers largely depend on the things they can visibly see externally [15]. Generally, customers’ 
affinity for beauty is echoed in our activities and is recurrently inherent [16]. Aesthetic reflections are inescapable and forms an 
integral part of our daily lives, which includes our consumption of goods and services. Invariably, consumers’ choices are also 
influenced by the aesthetic features of particular products and services [17]. 

The hospitality industry is experiencing various changes in a highly competitive business environment [18], with modern con
sumers becoming aware and conscious of the physical beauty of the environment in the industry. The aesthetic nature of the hospitality 
industry’s environment attracts consumers and give them some level of satisfaction [18]. Consumer buying behaviour has gained much 
attention in hospitality research and studies have revealed that, a good aesthetic experience of consumers would increase their 
satisfaction levels resulting in repeat visit or purchase [18]. Additionally, consumers’ poor attitude towards the hospitality industry is 
fundamentally caused by the poor physical setting of the products and services [19]. In that regard, the physical setting which is 
normally referred to as “servicescape” or “atmosphere” comprises of designs, decorations, layout, ambience, signs, and symbols [19]. 

Many economies today rely heavily on tourism, which has also helped increase the Gross Domestic Product (GDP) of many 
countries’ [20]. According to Refs. [21,20], the growth of tourism supports jobs, income, tourism businesses, and government revenues 
in the destinations. The development of tourism services depend on knowing how to get visitors to revisit a destination. In that regard 
[21], claimed that satisfaction is a multidimensional concept that becomes more complex when the location is a destination as opposed 
to an individual service provider. Within the tourism literature, a destination’s aesthetic qualities are frequently employed as a gauge 
for visitor satisfaction [21]. According to Ref. [22], the degree of tourist satisfaction has been measured by looking at destination 
features including peaceful, quiet, clean and hygienic environment as well as a balance between commercial development and visitor 
appraisals of aesthetics. This suggests that certain aesthetic qualities of a place are fundamental aspects of measuring satisfaction. 

Over the years, studies have been conducted to understand the concept of aesthetics in diverse fields of study such as marketing, 
advertising, education, and tourism [23,24,25], testing so many different constructs so as to offer a better explanation of the role 
aesthetics play in these areas. Aesthetic appeals vary within different cultures around the world which invariably influences the tourist 
choice for certain goods and services [26]. The aesthetical environment therefore plays an important role with regards to tourist 
satisfaction and also stimulates concentration in a particular atmosphere for quite a period of time [27,20]. 

Additionally, previous scholars [28,27,29] have all paid attention to physical environments of players in the hospitality industry. 
For instance Ref. [28], argued that, tourist satisfaction in the hospitality industry is underlined by the harmony among the quality of 
products and services offered, employees’ behaviour and attitudes, physical, mental, spatial and environmental dimensions. However, 
the important role aesthetics plays in the hospitality industry has not been sufficiently studied. Most of the studies regarding aesthetic 
have been carried out on websites or online shopping platforms [29], apparel manufacturing sectors [30] whiles the hospitality in
dustry have been neglected. Furthermore, the majority of previous researches have been undertaken in developed countries [28,27,30, 
31,29]. 

In particular, these studies have been confined to skewed areas of the hospitality sector such as aesthetics of a hotels’ websites [32], 
plantations [33], aesthetic labour [28,34], as well as visual servicescape [34,35,36]. Additionally, these scholars have only concen
trated on service aesthetics that considered sparse areas by commonly focusing on a single context such as restaurants, hotels or at
tractions [37,38,34,39]. This has resulted in a lack of deeper understanding of how aesthetic appeals can be applied in varied contexts 
in the hospitality sector especially among hotels as prior literature commonly lacks an in-depth explanation of the entire aesthetics 
inquiry [38,40,41]. Accordingly, the present research findings are confined to limited aspects of the fuller aesthetics domain of interest 
[31]. 

In the Ghanaian context, [42] indicated that technological innovations in star-rated hotels found that most of the smaller hotels 
eventually foldup due to a decline in innovative ideas that enhance patronage as a result of inadequate aesthetic appeals as compared 
to the bigger ones. This means that innovation is key in ensuring that some aesthetic elements which results in hotels providing the best 
products, services and processes exist to spice up tourist satisfaction in hotel patronage [43]. Among hotels in Ghana, service delivery is 
generally seen to be below expectations due to poor infrastructure, inadequate investment and lack of skilled personnel [44], thus 
innovation among the various categories of hotels is key in improving the aesthetic elements. Additionally, [45] argues that since the 
service industry is people oriented and produce intangible elements, the attitudes, practices and procedures of employees at work 
should be innovation driven in order to ensure tourists’ satisfaction. 

These developments revealed that much research has not been done regarding aesthetics in the tourism sector in developing 
countries such as Africa, and particularly Ghana. Therefore [46], proposed a further understanding of how Ghanaian hotels can 
leverage their innovative capabilities and how these factors can influence their willingness to be innovative in inculcating aesthetics in 
order to guarantee tourists’ satisfaction. 

Therefore, the aim of the study is to appreciate the role of aesthetics in tourist satisfaction in the Ghanaian hospitality industry. 
Specifically, the study seeks to achieve the following objectives:  

1. To examine the aesthetic types in the Ghanaian Hospitality Industry. 
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2. To assess the relationship between aesthetic types (visual product aesthetics, package aesthetics and taste aesthetics) and tourist 
satisfaction.  

3. To examined the effect of aesthetics types (visual product aesthetics, package aesthetics and taste aesthetics) on tourist satisfaction. 

2. Literature review 

2.1. Concept of aesthetic 

Creating emotions that convey meaning without using words is the art of aesthetics, which is one of the most important ways to 
make the world unique [47]. Ideas created in the modern era for European art served as a major inspiration for the concept of aes
thetics that has long been applied to the study of ancient Mesopotamian artefacts [48,49]. Aesthetics is often understood as an attempt 
to describe the principles governing nature and appreciation of beauty and artistic taste, not only emphasizing the role of the viewer 
but also referring to a specific realm of the senses, which is taste [49]. Accordingly [47], asserts that the concept of aesthetics has a role 
to play in the success of brands and companies. Aesthetic designs and arts contribute to the marketing activity by strategically 
positioning destinations [50]. Understanding aesthetics and the position of art in destinations is necessary to comprehend the functions 
of design more thoroughly. 

2.2. Visual product aesthetics 

Through product differentiation, superior aesthetics allow a business to gain a competitive edge [51]. This is because, consumers 
find highly attractive products to be captivating, and they heavily consider appearance while making decisions. For [52], well 
regarded research demonstrates and highlights the importance of designs in consumers’ judgements of products. Every company aims 
to produce the perfect product, and according to Ref. [52], the holy grail of product design might be attained by producing a design 
that is regarded as being better than that of its competitors. Additionally, the design of the product ought to inspire favourable at
titudes, feelings, and reactions in prospective consumers. Nowadays, a lot of individuals pay closer attention to a product’s symbolic 
significance [53]. If a product design incorporates specific design elements like colour, shape, etc., consumers are more likely to find it 
aesthetically pleasing [47]. Aesthetics of product is a valuable element because many consumers purchase not only a product but also 
value and experience. Ideas on the sensory character of the products typically have a foundational relationship with the concept of 
visual product aesthetics [47]. This adds to the fact that, one of the most significant variables influencing consumer perception in a 
variety of ways is visual aesthetics. A product with an exceptional design can stand out from the competition and have an impact on the 
market [54,55]. 

Additionally, product design has a favourable impact on an individual’s quality of life [56,57]. Visual aesthetics therefore play 
symbolic significance that influence how a product is evaluated. According to Ref. [56], consumers that prioritize aesthetics above 
other considerations may be more likely to be visual in their choosing process. 

2.3. Package aesthetics 

Perception regarding products is not limited to the aesthetics of the product itself, but its packaging as well because the package 
serves as the product’s visual representation [58]. Before consumers can use a particular product, they have to deal with its packaging 
first. In that respect [58], is of the view that businesses work hard to safeguard their packaging designs and logos since they are strongly 
linked to their brands. Consumer behaviour can therefore be greatly influenced by package designs [59]. Additionally [60], avers that 
tourists like unknown brands with more visually appealing packaging than well-known ones with less appealing packaging. This 
explains why people prefer products with high package aesthetics over others that do not which is based on the activation of the reward 
system in the brain attributed to beauty [60]. It could seem that customers would select rather varied colours for their products, 
nonetheless, the majority of consumers will opt to stay very close to the product’s initial colour scheme [61]. 

2.4. Taste aesthetics 

Hedonic facets in consumer behaviour, are associated with the “multisensory, fantasy and emotive aspects” of an individual’s 
consumption experience [62]. Aesthetics and taste are included in this hedonistic part of consumerism [63,62]. According to Ref. [62], 
individual preferences influence the neighbourhoods people choose, the way their homes are decorated, the clothes they wear, the 
appliances they choose, and the cars they purchase. Marketing and tourism both heavily rely on an understanding of consumer 
behaviour, which includes taste characteristics. “Good taste” in consumer behaviour has been characterised as that which is prescribed 
by experts in a specific cultural sector, and the question of whether regular consumers possess good taste has been raised [64]. Here, 
taste is not thought to have a positive connotation; hence, the word “good” is added to give it a direction [62]. Similarly, taste is said to 
be connected to an individual’s sense of aesthetics in psychological aesthetics because aesthetics is regarded as a virtue that is con
nected to beauty in some way. According to Ref. [65], those who possess an aesthetic sense are characterised by their more sophis
ticated preferences regarding the design of things and, very generally, as having superior consumer preferences. Thus, a consumer’s 
preference contributes to the creation of hedonic value for a good or service with the antecedents of taste related to perception, 
judgement, and aesthetic experience in different disciplines’ streams of thinking [66]. 
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2.5. Tourist destinations 

The tourism industry has expanded rapidly in recent years, and its significance to countries, regions, towns, cities, and particularly 
destinations cannot be understated. The term “overtourism” has emerged recently due to the unstoppable rise in domestic and in
ternational travels [67,52,68,69]. Many destinations worldwide have long suffered from overtourism, though in its modern form it is 
most commonly linked to city tourism and the rise of anti-tourism sentiments in the local community. The ability of a destination to 
compete favourably in the global tourism market is crucial for gaining and maintaining a competitive advantage [70,71]. Competi
tiveness is a real concept for tourism managers, industry players, and tourism destinations. To stay ahead of the competition, these 
destinations must develop competitive strategies, or ways to compete in the global market [70]. The management of these destinations 
is also crucial to understanding the tourism industry [72]. 

2.6. Tourist satisfaction 

Customer satisfaction is a measure of an individual’s perception of any product or service’s performance based on their expec
tations [73,74]. According to Ref. [75], an individual becomes satisfied when their expectations before any business transaction are 
fulfilled, but dissatisfaction sets in when expectations are not met. The concept of satisfaction is diverse and becomes more when there 
are several service providers present at the destination, as opposed to individual service providers [21]. According to Ref. [76], overall 
satisfaction is the individual’s subjective assessment of their consumption based on every aspect of their experiences, including their 
lodging, activities, attractions, and meals. Marketers view satisfaction as post-purchase conduct, and since it affects recurring business 
and word-of-mouth referrals, this behaviour is strategically significant to companies [77]. Furthermore, it is commonly known in the 
literature on tourism that a destination’s aesthetic qualities are frequently utilised as a measure for tourists’ satisfaction [20], thus 
certain aesthetic qualities of a destination are underlying factors attributed to satisfaction [76]. 

2.7. Conceptual framework 

2.7.1. Visual product aesthetics and tourist satisfaction 
Prior research has investigated the impact of package and visual product aesthetics on tourists’ satisfaction [58,51,47,65]. It is 

thought that more favourable and positive perceptions of the various aesthetics will increase the likelihood that they will be taken into 
account when choosing a trip and increase tourists’ satisfaction. For example, there are set of rules that guide how food should be 
presented. Culinary aesthetics is therefore more like a discipline in order to present food in an aesthetically pleasing and acceptable 
manner [78]. Thus, in this context, the definition of aesthetics includes the appreciation of foods’ visual appeal [79]. This suggests that 
individuals’ subjective assessments of the aesthetic value of food differ. People from different origins and cultures often have varied 
perspectives on food, and this is often due to factors such as their own cultural experiences, personal histories, and the kinds of meals 
that are accessible in their communities [64]. 

Visual aesthetics perform better assessment when individuals’ preferences are taken into consideration throughout the assessment 
process [80]. In that respect, virtual reality, which is an advanced technology that is thought to be more cost-effective for forecasting 
future effects on the natural environment, has been utilised to measure the general perception of visual aesthetics [81]. 
Perception-based visual aesthetic evaluation has always been highly reliable. The findings obtained from this method are more 
important than the findings of a single individual [81]. The perception-based method has also made use of perceived visual quality 
elements like visibility, complexity, coherence, and mystery as well as emotional reactions like attentiveness and stress-reduction [12]. 

2.7.2. Package aesthetics and tourist satisfaction 
Generally, packaging design is made of three main elements which are the brand concept, the characteristics of the product and the 

psychology of consumers, which positively impact the love consumers have for the product and the intention to repurchase these 
products [82]. In that regard, product packaging is seen as a major link in improving communication between an enterprise and its 
customers. Some studies have reiterated the importance of package design which is a key element of aesthetics since it is seen as an 
important source of commercially viable platforms [83,84]. This means that package design is regarded as a foundation for firms to 
implement their strategies and achieve success in marketing [85]. This is because the design of packages influences the psychology of 
consumers and this stimulates loyalty to the product, especially through word-of-mouth advertisements [86,87,88]. Several studies on 
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package aesthetics have found that they significantly affect enjoyment [89,90,91]. 
Generally, tourist destinations incorporate aesthetics in their products and services’ packaging to create enjoyment for their 

customers [89]. The perception of consumers of resorts for instance in terms of colour affects hedonic values such as enjoyment [92]. In 
the field of tourism, therefore, packaging aesthetics features more positively and stimulates the enjoyment of tourists [6]. Further, 
customer satisfaction which is the cognitive evaluation of customers after a purchase [93], is predicted by packaging aesthetics [36]. 
This means that packaging aesthetics guarantees the trustworthiness, product/service differentiation and integrity of tourist desti
nations which affects the choices of tourists [94,95]. Studies have shown that the expectations of tourists are heightened by packaging 
aesthetics and these in turn increase their satisfaction as well as their tendency to revisit these destinations [96,36,97]. 

2.7.3. Taste aesthetics and tourist satisfaction 
German philosopher Alexander Baumgarten established a formal connection between aesthetics and a sense of beauty in 1750. This 

connection laid the groundwork for the evolution of aesthetic evaluations and the underlying logic of the pursuit of beauty [12]. The 
current knowledge and assessment of aesthetics emerged during this age, which is referred to as the “enlightenment” period [12]. A 
product or service will be more likely to be bought by consumers if they can relate to its design features. In fact, well-designed goods 
and services have the power to enhance customers’ preferences and personalities [98]. According to Ref. [83], a commercial entity’s 
primary success criterion is customer happiness, and one of the biggest factors influencing tourist satisfaction is taste. This type of 
aesthetics appeals to and pleases the senses of tourists’ taste which is considered a primary priority. Every tourism product assumes 
knowledge of diverse cultures, familiarity with artistic creations, exposure to breath-taking natural settings, and numerous other facets 
of an aesthetic understanding of reality. As a result, tourist aesthetic taste is formed by travel, which is an artistic endeavour. In 
addition to strengthening emotional experiences, collaborative discussions and aesthetic assessments of impressions from what a 
tourist saw and heard enable them to assess their own aesthetic preferences and perceptions of reality [99]. 

3. Methods 

3.1. Sample 

The study is explanatory in nature since the objective of the research is to determine the cause-and-effect relationship between 
aesthetics types and tourist satisfaction. The study is cross-sectional in nature and used the quantitative research approach with 
questionnaires deployed to gather data from respondents. The population of the study was made up of tourists who visit tourists’ 
destinations in Ghana. Three hundred and fifty (350) respondents constitute the sample size of the study as suggested by Ref. [100] for 
infinite population sizes. This sample size falls within the sample recommendation of 200–300 [101], 300 and above for quantitative 
studies [102]. Non-probability sampling technique; specifically purposive sampling was utilised in selecting 350 respondents for data 
collection. Out of the 350 questionnaires distributed, a total of 300 were retrieved representing 85.7 % response rate [103,104]. 
stipulated that a response rate of 70 % or higher is regarded to be free of response-related mistakes. As a result, the data gathered can be 
used for further investigation. The data was analysed using Statistical Package for Social Sciences (SPSS). Multiple linear regression 

Table 1 
Demographic characteristics of respondents.  

Demographics Frequency Percent 

Gender: 
Male 133 44.3 
Female 167 55.7 

Age: 
18–30 22 7.3 
31–40 60 20.0 
41–50 122 40.7 
51–60 40 13.3 
Above 60 56 18.7 

Education: 
SHS 18 4.9 
Technical/Vocational 10 1.7 
Diploma 57 18.8 
Undergraduate Degree 173 60.1 
Graduate (Masters/PhD) 42 14.6 

Length of visit to tourist destination: 
0–5 years 53 17.7 
6–10 years 72 24.0 
11–15 years 160 53.3 
16 years and above 15 5.0 

Total 300 100.0 

Source: Survey Data, 2023. 
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analysis in SPSS software was used to determine the effect of the various aesthetic types (visual product aesthetics, package aesthetics 
and taste aesthetics) on tourist satisfaction. The questionnaire used for data collection was ethically verified and respondents’ consent 
sought before administering to them. The respondents were informed that their participation was entirely optional and the information 
requested will be used solely for academic purposes and that their identities as well as privacy would be highly confidential. The 
questionnaire was approved by the director of research and innovation (Ho Technical University) with reference number 
HTU/DRI/EC2023-022. 

3.2. Measures and results 

Four demographic questions were asked in total. Table 2 contains the rest of the questions as well as their sources. All of the 
questions were measured “on a Likert scale of 1–5, with 1 denoting strongly disagree, 2 disagree, 3 neutral, 4 agree, and 5 strongly 
agree.” The outcome of the study revealed that more female tourists were sampled compared to males. Thus, out of a total of 300 
respondents who participated in the study, 44.3 % were males whereas 55.7 % were females. Majority of the respondents (40.7 %) 
were within the age range of 41–50 years, followed by 20 % (31–40 years) and 18.7 % (above 60 years). The minority 13.3 % and 7.3 % 
were within the age ranges of 51–60 years and 18–30 years respectively. Also, 95.1 % of the respondents had various tertiary level 
qualifications (Technical/Vocational, Diploma, Undergraduate Degree and Graduate-Masters/PhD). In relation to how long the re
spondents have been visiting tourists’ destinations in Ghana, majority represented by 53.3 % indicated 11–15 years, followed by 24 % 
and 17.7 % which the study participants indicated were between 6-10 years and 0–5 years respectively. The minority 5 % have been 
have been visiting tourist destinations in Ghana for over 16 years. These outcomes are exhibited in Table 1. 

3.3. Validity and reliability 

The analysis commenced with an assessment of the 31-item instrument through CFA [105]. CFA was used to identify and delete 
items with factor loading (standardized regression weight) values less than 0.6 in an iterative process before computing CA, CR, AVE 
and MSV [106]. This process led to the elimination of 4 items from the model. The remaining 27 items in the model recorded a good fit 
(SRMR = 0.065) based on the recommended criteria by Ref. [107] who preferred a combination of Comparative Fit Index (CFI) > 0.95 
and Standardized Root Mean Square Residual (SRMR) < 0.08. 

Scale reliability was assessed using the Cronbach’s Alpha (CA)/composite reliability (CR) ≥ 0.70 [108]. As evident from Table 2, all 
the aesthetics types and tourist satisfaction reported both CA and CR values above 0.7. Hence it can be inferred that the 27 remaining 
items of the instrument were reliable for analysis. 

Validity (convergent and discriminant) was also tested using the Average Variance Extracted (AVE) ≥ 0.5 and the Maximum Shared 

Table 2 
Validity and reliability statistics.  

Construct Items Loading CA CR AVE MSV 

Visual Product Aesthetics (VPA) VPA3 0.733 0.910 0.910 0.531 0.449 
VPA4 0.672     
VPA5 0.707     
VPA6 0.749     
VPA7 0.730     
VPA8 0.791     
VPA9 0.733     
VPA10 0.789     
VPA11 0.642     

Package Aesthetics (PA) PA1 0.673 0.866 0.866 0.520 0.449 
PA2 0.676     
PA3 0.699     
PA4 0.758     
PA5 0.753     
PA6 0.762     

Taste Aesthetics (TA) TA3 0.820 0.917 0.918 0.691 0.323 
TA4 0.854     
TA5 0.857     
TA6 0.767     
TA7 0.855     

Tourist Satisfaction (TS) TS1 0.685 0.879 0.882 0.517 0.376 
TS2 0.676     
TS3 0.621     
TS4 0.734     
TS5 0.699     
TS6 0.795     
TS7 0.805     

Model Fit (SRMR = 0.065)       

Source: Survey Data, 2023. 

E.E. Tulasi et al.                                                                                                                                                                                                       



Heliyon 10 (2024) e32944

7

Variance (MSV) < AVE criteria respectively. The AVE statistic was used to evaluate convergent validity whereas MSV statistics was 
used to evaluate discriminant validity. For each measure of aesthetics type and tourist satisfaction, the Average Variance Extracted 
(AVE) ≥ 0.5 and the Maximum Shared Variance (MSV) < AVE threshold established by researchers [106,109] were met. Hence, we 
can deduce that both convergent and discriminant validity for all scales is confirmed. 

4. The aesthetic types in the hospitality industry 

The first objective of the study sought to examine the aesthetic types in the Hospitality Industry. Aesthetics type was measured 
based on three main proxies viz, visual product aesthetics, package aesthetics and taste aesthetics. 

4.1. Visual product aesthetics 

Table 3 illustrates the levels of agreement of the respondents to statements relating to visual product aesthetics. As depicted in 
Table 3, the respondents concurred to all the items relating to visual product aesthetics. This was represented by a high mean value of 
(M = 4.40, S.D. = 0.71). The standard deviation also indicated a high convergence in the view of the respondent pertaining to visual 
product aesthetics. This implies that tourists have a strong desire to visit destinations that have great designs and have the ability to 
envisage how a tourist destination will fit in with designs of other destinations they had already visited. Thus, we can deduce that 
visual product aesthetics influence customer visits. 

4.2. Package aesthetics 

The outcomes presented in Table 4 revealed the levels of agreement of the respondents to statements relating to package aesthetics. 
As espoused in Table 4, the study participants agreed to all the items relating to package aesthetics. This was reported by a high mean 
value of (M = 4.42, S.D. = 0.69). The standard deviation also indicated a low spread in the view of the respondents pertaining to 
package aesthetics. This implies that the design of the tourists’ destinations look attractive to tourists and the overall look of the 
tourists’ destination is visually appealing. Decorations and night scenery at the destinations also influence customer patronage and 
further promotes revisits intention. Hence, we can gather that packaging aesthetics influence tourists’ visits. 

4.3. Taste aesthetics 

The results ascertained in Table 5 revealed the levels of agreement of the respondents to statements relating to taste aesthetics. As 
expounded in Table 5, the study respondents concurred to all the items relating to taste aesthetics. This was reported by a high mean 
value of (M = 4.38, S.D. = 0.75). The standard deviation also specified a low spread in the view of the respondent regarding taste 
aesthetics. This directs that visit to tourists’ destinations by customers is inclined by their aesthetics taste and that aesthetic satisfaction 
depends on individuals’ expectation. Therefore, we can presume that taste aesthetics influence tourist visits. 

5. Tourist satisfaction 

Table 6 illustrates the levels of agreement of the respondents to statements relating to tourists’ satisfaction. As depicted in Table 6, 
the respondents concurred to all the items relating to tourists’ satisfaction. This was represented by a high mean value of (M = 4.41, S. 
D. = 0.67). The standard deviation also indicated a high convergence in the views of the respondents pertaining to their satisfaction 
levels with destinations. This implies that customers are satisfied with the visual product aesthetics and the package aesthetics of 
tourists’ destinations they visited. They also indicated that they would revisit destinations because of their aesthetics and would also 
recommend destinations to family and friends because of their aesthetics. Hence, we can deduce that customers are highly satisfied 
with tourist destinations in Ghana. 

Table 3 
Visual product aesthetics.  

S/N Statements Mean Std. Dev.  

1. A destinations’ design is a source of pleasure for me. 4.4533 0.66531  
2. Beautiful destination designs make our world a better place to live. 4.4233 0.71120  
3. Being able to see subtle differences in tourist destination designs is one skill that I have developed over time. 4.4400 0.73589  
4. I see things in destinations’ design that other people tend to pass over. 4.3933 0.72598  
5. I have the ability to imagine how a tourist destination will fit in with designs of other destinations I already visited 4.4400 0.67917  
6. I have a pretty good idea of what makes one tourist destination look better than others. 4.3167 0.76047  
7. Sometimes the way a tourist destination looks makes me to reach out and visit there 4.3300 0.71377  
8. If tourist destinations’ design really “speaks” to me, I feel that I must visit it. 4.3733 0.70873  
9. When I see a tourist destination that has a really great design, I feel a strong urge to visit it 4.4667 0.67608 
Total 4.4041 0.70851 

Source: Survey Data, 2023. 
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5.1. The relationship between aesthetic types and tourist satisfaction 

The second objective of the study sought to assess the relationship between aesthetic types and tourist satisfaction. The Pearson’s 
correlation matrix explained in Table 7, established the relationship between the independent variables (visual product aesthetics, 
package aesthetics and taste aesthetics) and the dependent variable (tourist satisfaction). As evident from Table 7, visual product 
aesthetics (r = 0.552, p < 0.01), package aesthetics (r = 0.592, p < 0.01) and taste aesthetics (r = 0.602, p < 0.01) reported significant 
positive relationships with tourist satisfaction. Visual product aesthetics, package aesthetics and taste aesthetics also recorded sig
nificant positive associations among each other. Thus, we can infer those aesthetic types (visual product aesthetics, package aesthetics 
and taste aesthetics) had significant positive correlations with tourist satisfaction as established in Table 7. 

Table 4 
Package aesthetics.  

S/N Statements Mean Std. Dev. 

1.The design of the tourist destination looks attractive to me 4.5100 0.67683  
2. The packaging of the destination is creatively designed 4.4267 0.65782  
3. The decorations and night scenery at the destinations influence my patronage 4.4200 0.65193  
4. The overall look of the tourist destination is visually appealing 4.4000 0.71767  
5. I patronize a tourist destination because of the aesthetic packaging 4.3267 0.72228  
6. A well packaged tourist destination promotes revisit intention 4.4200 0.72481 
Total 4.4172 0.69189 

Source: Survey Data, 2023. 

Table 5 
Taste aesthetics.  

S/N Statements Mean Std. Dev.  

1. I think the aesthetic taste of tourist destinations can be improved 4.4000 0.76285  
2. I think aesthetic satisfaction depends on individuals’ expectation 4.4467 0.73641  
3. A person who has bad aesthetic taste is a person who likes things that have no aesthetic values 4.3233 0.77941  
4. Aesthetic taste of a tourist destination influences my choice of destination 4.3367 0.76939  
5. I visit tourist destinations because of aesthetics tastes’ value 4.3900 0.72086 
Total 4.3793 0.75378 

Source: Survey Data, 2023. 

Table 6 
Tourist satisfaction.  

S/N Statements Mean Std. Dev.  

1. I am happy with the visual product aesthetics of tourist destinations I have visited 4.5033 0.59259  
2. I am satisfied with the package aesthetics of these tourist destinations 4.3867 0.63653  
3. I felt joy and satisfaction after visiting the tourist destinations 4.3267 0.76719  
4. The travel experience to the tourist destination has fulfilled my expectation 4.4167 0.66674  
5. I think that visiting tourists’ destinations was a wise choice 4.4267 0.65272  
6. I would revisit tourists’ destinations because of their aesthetics in the future 4.4333 0.69317  
7. I am willing to recommend tourists’ destinations I have visited to family and friends because of their aesthetics. 4.3600 0.67720 
Total 4.4076 0.66945 

Source: Survey Data, 2023. 

Table 7 
Pearson’s correlation matrix.  

Variables Visual Product Aesthetics Package Aesthetics Taste Aesthetics Tourist Satisfaction 

Visual Product Aesthetics Pearson Corr. 1.000    
Sig. (2-tailed)     

Package Aesthetics Pearson Corr. 0.592a 1.000   
Sig. (2-tailed) 0.000    

Taste Aesthetics Pearson Corr. 0.602a 0.427a 1.000  
Sig. (2-tailed) 0.000 0.000   

Tourist Satisfaction Pearson Corr. 0.552a 0.423a 0.293a 1.000 
Sig. (2-tailed) 0.000 0.000 0.000  

Source: Survey Data, 2023. 
a Correlation is significant at the 0.01 level (2-tailed). 
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5.2. The effect of aesthetics types on tourist satisfaction 

The third objective of the study sought to examine the effect of aesthetics types on tourist satisfaction. The study engaged multiple 
linear regression analysis to determine the effect of aesthetic types (visual product aesthetics, package aesthetics and taste aesthetics) 
on tourists’ satisfaction. As evident in Table 8, the value of R-squared was 0.322. This implies that a variation of 32.2 % in tourist 
satisfaction can be explained by visual product aesthetics, package aesthetics and taste aesthetics. 

Also, the ANOVA illustrates the overall significance of the model by the value of the F-statistics, F (3, 296) = 46.958, p < 0.05. This 
implies that the model is fit to predict the effect of aesthetic types (visual product aesthetics, package aesthetics and taste aesthetics) on 
tourist satisfaction. 

The findings in Table 8 further demonstrates that the coefficients of visual product aesthetics (β = 0.372) and package aesthetics (β 
= 0.175) were positive. This indicates that visual product aesthetics and package aesthetics were positively related to tourist satis
faction. Hence, a unit increase in visual product aesthetics and package aesthetics would lead to an increase in tourists’ satisfaction by 
their respective coefficients. The coefficient of taste aesthetics (β = − 0.078) was however negative, implying an inverse relationship 
with tourist satisfaction. 

Additionally, the study revealed the significance of all the predictors on the dependent variable. Based on the significance of the 
coefficients, visual product aesthetics (β = 0.372, p < 0.05) and package aesthetics (β = 0.175, p < 0.05) were statistically significant in 
predicting a change in tourist satisfaction at a significance level of 5 %. The coefficient of taste aesthetics (β = − 0.078, p > 0.05) was 
statistically insignificant. Therefore, we can surmise that aesthetics types (visual product aesthetics and package aesthetics) have 
significant positive impact on tourist satisfaction whereas taste aesthetics has no significant positive effect on tourist satisfaction. 

6. Conclusion 

The current study mainly investigated the role of aesthetics in tourist satisfaction in the Ghanaian hospitality industry. The study 
was guided by three research objectives. The first objective of the study examined the aesthetic types in the hospitality industry. With 
that [110], reported that the overall satisfaction of tourists is a central factor for the success of a tourist destination that uses aesthetics 
as one of its tourist attractions; hence, it is essential to know which aspects of the aesthetic experience make vacations more satisfying. 
If promoters know which tourism products affect the satisfaction of tourists, they may develop proper marketing strategies that in
crease tourists’ satisfaction [111]. The study results proved that the three main types of aesthetics that influence tourists’ visitation to 
tourist destinations are visual product aesthetics, package aesthetics and taste aesthetics. These outcomes are in line with that of [37] 
who explored aesthetic dimensions in a nature-based tourism context and identified five dimensions of aesthetics that customers 
patronize, viz harmony, variation/contrast, scenery/viewing, genuineness, and art/architecture with majority of the respondents 
vouching for harmony and variation/contrast as the central dimensions. Also [32,112], avers that visual product aesthetics are 
embedded in tourism. Similarly [99], states that taste aesthetic contributes to the total satisfaction or experience of tourists. 

Secondly, the study assessed the relationship between aesthetic types (visual product aesthetics, package aesthetics and taste 
aesthetics) and tourists’ satisfaction. The study outcomes discovered that visual product aesthetics, package aesthetics and taste 
aesthetics had significant positive correlations with tourists’ satisfaction. These outcomes support the findings of [113,21] who 
explored the role of aesthetics experiential qualities for tourists’ satisfaction and loyalty and unveiled that the three aesthetic expe
riential qualities; scenery, harmony and genuineness were all positively related to tourists’ overall satisfaction with the tourists’ road. 
Additionally [37], also explored aesthetic dimensions in a nature-based tourism context and established that aesthetic dimensions 
influence customer satisfaction. Again, the study has revealed that tourists have a strong desire to visit destinations that have great 
designs and the ability of how these designs resonate with other designs like what they have seen in different places. It therefore 
implies that visual product aesthetics influences customers’ visits. This is in line with a study by Ref. [114] that found that tourists have 
a positive attitude to a specific food available at a travel destination and this also has the ability to influence whether they intend to 
revisit that destination or not. 

The third objective of the study examined the effect of aesthetics types (visual product aesthetics, package aesthetics and taste 
aesthetics) on tourists’ satisfaction. The study results established that aesthetics types (visual product aesthetics and package aes
thetics) have significant positive impact on tourists’ satisfaction whereas taste aesthetics has no significant positive effect on tourists’ 

Table 8 
Regression analysis.  

Tourist Satisfaction Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta  

(Constant) 13.897 1.728  8.042 0.000 
Visual Product Aesthetics 0.372 0.050 0.507 7.489 0.000 
Package Aesthetics 0.175 0.066 0.157 2.626 0.009 
Taste Aesthetics − 0.078 0.059 − 0.079 − 1.317 0.189 

R-squared = 0.322 (Adj. R-squared = 0.316) 
F (3, 296) = 46.958 
Prob > F = 0.000 

Source: Survey Data, 2023. 
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satisfaction. This outcome is similar to the findings of [37] who studied the role of aesthetic experiential qualities for tourists’ 
satisfaction and loyalty and found that aesthetic qualities, cleanliness and genuineness, have a direct effect on intention to revisit the 
same tourist road. The outcomes of [20] also support the current study findings. Also [20], researched on how port aesthetics affect 
destination image, tourists’ satisfaction and tourists’ loyalty and unraveled that destination image positively influence tourists’ 
satisfaction. It has been revealed that visitors’ taste also influences them in the destinations that they visit. With this, their satisfaction 
is dependent on what they expect from a destination. Thus, it can be assumed that taste influences tourists’ visits. This is in line with a 
study by Ref. [115], which found that tourists’ consumption of indigenous food arouses certain emotional responses, including 
enjoyment, sensory stimulation and fulfilment, most especially, when such experiences are novel. 

The study therefore concludes that aesthetics influence tourists’ visitation to the various destinations in the study. And also, there is 
a correlation between aesthetic types (visual product aesthetics, package aesthetics and taste aesthetics). The study also provides that 
aesthetics types (visual product and package aesthetics) have impact on the satisfaction of tourists, thus these are key aesthetic ele
ments that can be used to improve tourists’ behaviour in the destinations and the entire hospitality industry. This means that iden
tifying and providing these elements will help develop the overall touristic products that will lead to tourists’ satisfaction. 

7. Empirical implication 

The study contributes to the knowledge gap in previous research on the roles that aesthetics play in tourists’ satisfaction. The 
findings of previous research depict aesthetics effect on satisfaction and revisit intentions and intentions to recommend. This study also 
proves to be in the same path. It reveals that tourists have been influenced by visual products, package and taste aesthetics and are 
likely to revisit. This again requires for further development in the destinations. The literature on taste has proved that consumers 
acquire tastes during childhood and in later stages of their life through cultural and visual images [116]. It has also been found that the 
human senses (senses of sound) play a significant role in stimulating the appetites and people’s influence to order. It is therefore 
prudent for hospitality and destination managers to take into account how the visual aspects and impression of the appearance of their 
foods influence revisits and expectations related to the taste of foods. 

8. Theoretical contribution 

The authors underscore the fact that, tourists do not only perceive destinations as satisfying by either the visual or the content 
elements, but rather by the interaction of these two elements [117,118,119,120]. This study therefore contributes by expanding 
knowledge in understanding the aesthetic theory and the aesthetic elements that impact tourists’ satisfaction. This means that the 
visual product, package and taste aesthetics assessed are vital components in projecting the positive perceptions tourists have about 
destinations. Thus, the discussions enrich our comprehension of aesthetic experiences and lay emphasis on the unique role they play in 
ensuring tourists’ satisfaction in the Ghanaian hospitality industry. Additionally, the study contributes scientifically to aesthetics in 
tourists’ destination and addresses the research questions that contributed significantly to understanding the theoretical relevance of 
the discussions at various levels in the hospitality industry. 

9. Managerial implication 

In order to increase tourists’ experiences and revisit intentions, hospitality managers and owners of tourist facilities should improve 
the servicescape elements which have proven to be indicators for determining perceived service quality and also influence other 
aspects of the service. Based on the results, tourism managers should be able to utilise their resources effectively by devising the visual 
products, tastes and tourism packages aesthetics that can increase the satisfaction of tourists. It is therefore prudent to improve aspects 
of the aesthetic experiences such as food varieties, ambience of restaurant and the availability of local food sensory elements. Tourism 
managers should collaborate and cooperate with other operators and key stakeholders in the industry to increase the level of satis
faction in tourists’ experience. 

Hospitality and destination managers should aim to develop the tourism products such that the products have cognitive appeals. 
For instance Ref. [121], mentioned that the selection of package designs can be simplified with the use of five holistic types which are 
massive, contrasting, natural, delicate and non-descript designs. With this, the industry practitioners can audit their aesthetic qualities 
and also critically assess the importance that tourists attach to the various aesthetic elements in measuring the satisfaction that 
destinations offer. Thus, this approach of tourists ranking the various aesthetic elements will guide destination managers to develop 
the right marketing strategies in order to project the aesthetics types that appeal more to tourists. Furthermore, the method to measure 
the aesthetic distance enables marketers to identify the market segments with aesthetic distances that optimally increase the likelihood 
of positive aesthetic judgment and satisfaction. 

10. Limitation and direction for future research 

This study focused on the roles that aesthetics play in tourists’ satisfaction. The study did not specify the category of tourists that 
were examined. This limited the scope of discussion and focus. Future research can focus on international tourists that have varied 
cultural backgrounds to know their views regarding the visual product, designs and taste aesthetics. Although the measurement in
struments used in the study is adapted from existing literature, the structure of the questionnaire gives no room for the respondents’ 
thoughts on the variables of interest. The study was designed quantitatively and thus adopted quantitative approach to gather and 
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analyse data. Future research can look at a qualitative approach to assess tourists’ perception of the destinations. This will enable them 
to express their views more broadly comparable to the quantitative approach. For instance, focus group discussions and in-depth 
interviews could be employed to explore new insights into various aesthetics types that influence tourists’ satisfaction. Also, the 
study employed the purposive sampling in selecting the respondents, hence caution must be taken when generalizing the findings. 
Additionally, an important way to extend the knowledge is for future studies to investigate other variables such as aesthetic beauty to 
further explain tourists’ satisfaction. Finally, the study examined the model at only a single period (cross-sectional survey). Future 
studies should consider longitudinal approach to explore the procedures by which various aesthetic types (visual product, taste, 
package) affect tourists’ satisfaction. 
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