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Article Info Abstract 

Purpose – This study explores the impact of employee well-being, 

transformational leadership, and the work environment on service 

innovation and customer satisfaction in Taiwan’s tourism 

industry.  

Methodology – A cross-sectional survey of 295 respondents, 

including workers and tourists, was conducted using a random 

sampling method and a 7-point Likert scale questionnaire. This 

quantitative study employs structural equation modelling (SEM) to 

examine how employee well-being, leadership style, and the work 

environment influence service innovation and customer 

satisfaction in Taiwan’s tourism industry. 

Findings – The results demonstrate that employee well-being, 

transformational leadership, and a supportive work environment 

significantly enhance service innovation, which, in turn, positively 

influences customer satisfaction. Service innovation also acts as a 

mediator in the relationship between organizational factors and 

customer satisfaction. 

Originality – The originality of this manuscript lies in its focus on 

the mediating role of service innovation in the relationship between 

employee well-being, leadership style, work environment, and 

customer satisfaction within the context of Taiwan’s tourism 

industry. 
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1. Introduction 

The tourism industry is one of the most competitive and dynamic sectors globally, 

significantly contributing to national economies, including Taiwan's. As customer expectations 

rise, tourism businesses must continuously innovate to deliver exceptional service that meets and 

exceeds these expectations (Glaser et al., 2018). While technological advancements and 

operational strategies often dominate discussions on service innovation, growing attention has 

been given to the role of employees, particularly their well-being, as a crucial driver of service 

excellence (Uysal et al., 2020). Understanding how employee well-being influences service 
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innovation and ultimately enhances customer satisfaction is essential for tourism companies 

striving to maintain a competitive edge (Mahmoud et al., 2021). 

Employee well-being, encompassing physical, emotional, and mental health, is increasingly 

recognized as a key factor in fostering productivity, creativity, and commitment among employees 

(Kang et al., 2015). When employees experience high levels of well-being, they are more likely to 

engage in innovative behaviors that lead to the development of new services or the enhancement 

of existing processes (Dóra et al., 2019). These innovations are especially critical in the tourism 

industry, where customer interactions and personalized services underpin business success (Wan 

et al., 2022). Satisfied and healthy employees are better equipped to innovate, thereby improving 

service quality and customer satisfaction (Ibrahim et al., 2022). However, the mechanisms through 

which employee well-being translates into service innovation and customer satisfaction remain 

insufficiently understood (Dóra et al., 2019; Kang et al., 2015; Wan et al., 2022), particularly in 

Taiwan's tourism sector. 

In addition to employee well-being, leadership style and the work environment significantly 

shape employees' capacity and motivation to innovate (Mai et al., 2023). Transformational 

leadership, which inspires employees to surpass their own expectations, has been linked to higher 

levels of creativity and improved service delivery (Shafi et al., 2020). Similarly, a supportive and 

resourceful work environment fosters collaboration and innovation among employees (B.-S. Kim 

et al., 2021). When combined with a focus on employee well-being, these factors create an 

atmosphere conducive to service innovation, ultimately enhancing customer satisfaction (Pot, 

2017). Customer satisfaction is a critical metric for business success, particularly in the tourism 

industry, where service quality directly affects customer retention and long-term sustainability 

(P.J. et al., 2023). In this highly competitive environment, the ability to innovate and provide 

unique, high-quality services is a key differentiator (Almeida & Sequeira, 2019). This study posits 

that employee well-being, leadership style, and the work environment are essential antecedents of 

service innovation, which in turn drives customer satisfaction. Furthermore, organizational support 

is hypothesized to amplify the positive effects of these factors on service innovation, creating a 

stronger pathway to customer satisfaction (Husain et al., 2024). 

Despite extensive research on employee well-being, leadership, and the work environment 

as predictors of organizational innovation, existing studies often lack a comprehensive exploration 

of the mechanisms through which these factors influence service innovation and customer 

satisfaction, particularly within the tourism industry. Prior research has produced inconsistent 

findings regarding the mediating role of service innovation, with some studies highlighting its 

importance and others overlooking its impact. Additionally, limited attention has been given to the 

interplay of these variables in Taiwan's tourism sector, where cultural nuances and industry-

specific challenges uniquely shape organizational outcomes. This study addresses these gaps by 

exploring how employee well-being, transformational leadership, and a supportive work 

environment contribute to service innovation, which mediates their effects on customer 

satisfaction. By examining these relationships in the context of Taiwan’s tourism industry, this 

research offers novel insights and practical implications for fostering innovation and enhancing 

customer satisfaction in a highly competitive global market. 

 

1.1.    Employee Well-Being and Service Innovation 

Employee well-being has been consistently linked to organizational innovation, particularly 

in service industries where creativity and problem-solving are essential for customer satisfaction. 

Several studies emphasize the importance of fostering physical and emotional health among 

employees to enhance their capacity for innovative behaviors. For instance, Dóra et al. (2019) 
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found that well-being positively influences employees' ability to generate creative solutions and 

adapt to dynamic service demands. Similarly, a multi-level framework by Kottwitz et al. (2024) 

highlighted how well-being at individual and organizational levels drives service innovation, 

underscoring its role in promoting a supportive work environment conducive to creativity. Further 

research confirms these findings. A study by Jamaluddin (2025) and Murphy (2024) demonstrated 

that organizations prioritizing employee well-being report higher productivity and innovation 

rates. In the hospitality sector, mindfulness practices have been shown to reduce stress and enhance 

creativity, as noted by Kaya et al. (2024). Additionally, Charoensap-Kelly et al. (2021) presented 

empirical evidence linking resilience and well-being to innovative outcomes in knowledge-

intensive industries. These studies collectively validate the hypothesis that employee well-being 

directly and significantly contributes to service innovation, fostering both individual and 

organizational success. 

H1: Employee well-being has a positive and significant effect on service innovation in Taiwan’s 

tourism industry 

 

1.2.    Transformational Leadership and Service Innovation 

Transformational leadership plays a pivotal role in fostering an environment of trust and 

inspiration, enabling employees to take initiative and innovate (Shafi et al., 2020; Syafriani et al., 

2025). Leaders who adopt this style encourage their teams to think creatively, challenge existing 

practices, and explore new approaches to enhance customer service. Chukwuma & Zondo (2024) 

emphasize that transformational leaders inspire employees to transcend routine tasks and 

contribute innovative ideas, making this leadership style particularly valuable in industries like 

tourism, where customer expectations continually evolve. Moreover, transformational leadership 

drives organizational innovation by aligning employees’ goals with a shared vision and motivating 

them to achieve higher performance (Nasir et al., 2022). For example, Thuan (2019) highlight that 

transformational leaders stimulate intellectual curiosity and encourage problem-solving, both 

essential for driving creativity in customer service. In the dynamic context of tourism, this 

leadership approach is indispensable for addressing the industry’s need for constant adaptation and 

innovation to remain competitive (J.-K. Kim et al., 2023). 

H2: Transformational leadership a positive and significant effect on service innovation in Taiwan’s 

tourism industry 

 

1.3.    Work Environment and Service Innovation 

A supportive and resource-rich work environment is fundamental in fostering collaboration, 

idea-sharing, and innovative behaviors among employees (Wang & Oscar, 2024). Such 

environments provide not only the necessary tools but also an atmosphere that encourages 

creativity and problem-solving. Zach (2016) highlights that when employees are equipped with 

adequate resources and feel supported, they are more likely to engage in innovative activities that 

contribute to organizational success. This is particularly relevant in the tourism industry, where 

service delivery often hinges on continuous innovation to meet and exceed customer expectations. 

In addition to promoting creativity, a positive work environment enhances employee focus and 

productivity, enabling them to develop and implement new service solutions effectively 

(Bousinakis & Halkos, 2021; Inam et al., 2021). For example, (Burcharth et al., 2017) argue that 

workplace factors such as autonomy, access to resources, and encouragement significantly impact 

employees' ability to innovate. In tourism, where customer satisfaction is intricately tied to service 
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quality, fostering such environments ensures that employees can prioritize innovation while 

maintaining high standards of service delivery (M. et al., 2019). 

H3: Work environment has a positive and significant effect on service innovation in Taiwan’s 

tourism industry 

 

1.4.    Service Innovation and Customer Satisfaction 

Service innovation has a profound impact on customer satisfaction by offering enhanced and 

tailored service experiences that go beyond customer expectations (Fung So & Li, 2023). In the 

tourism industry, where delivering exceptional customer experiences is paramount, innovations 

such as personalized services, streamlined response times, and advanced technological solutions 

play a critical role (J.-K. Kim et al., 2023). Wan et al. (2022) highlight how such innovations not 

only improve service delivery but also foster customer loyalty by addressing their evolving needs 

more effectively. Additionally, research underscores a strong relationship between service 

innovation and positive customer outcomes (Xie et al., 2021), especially in competitive industries 

like tourism. Ibrahim et al. (2022) emphasize that organizations prioritizing innovation gain a 

distinct advantage by delivering unique value propositions that differentiate them in the 

marketplace. These innovations contribute significantly to customer satisfaction, enhancing the 

overall reputation and success of service-oriented businesses. 

H4: Service innovation has a positive and significant effect on customer satisfaction in Taiwan’s 

tourism industry 

 

1.5.    Employee Well-Being and Customer Satisfaction Mediated by Service Innovation 

Employee well-being indirectly contributes to enhanced customer satisfaction by fostering 

service innovation (Kang et al., 2015). When employees are healthy, motivated, and supported, 

they are more inclined to engage in innovative behaviors that improve service quality and delivery. 

Song et al. (2024) emphasize that employee well-being creates a foundation for creativity and 

problem-solving, essential for meeting customer needs effectively. Similarly, Dóra et al. (2019) 

and Elsamani et al. (2023) highlight that well-being initiatives empower employees to focus on 

delivering superior services, ultimately leading to higher levels of customer satisfaction. This 

indirect relationship underscores the critical role of employee well-being in driving customer 

outcomes in service industries. By investing in well-being initiatives, organizations not only 

improve employee engagement and morale but also enable a culture of continuous innovation 

(Elsamani et al., 2023). This cascading effect ensures that improvements in employee well-being 

translate into tangible benefits for customers, thereby enhancing overall organizational 

performance and reputation. 

H5: Service innovation mediates the relationship between employee well-being and customer 

satisfaction in Taiwan’s tourism industry 

 

1.6.    Leadership Style and Customer Satisfaction Mediated by Service Innovation 

Leadership style indirectly influences customer satisfaction by fostering service innovation 

(Budur & Poturak, 2021; Piwowar-Sulej & Iqbal, 2023). Transformational leaders play a crucial 

role in creating an environment that encourages creativity, empowering employees to think 

innovatively and implement new solutions. Buja et al. (2022) emphasize that such leaders inspire 

their teams to challenge the status quo, facilitating improvements in service delivery that directly 

enhance customer experiences. This approach is particularly effective in dynamic industries like 

tourism, where innovation is essential to meet evolving customer expectations. Moreover, 
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leadership style acts as a catalyst for aligning employee efforts with organizational goals, ensuring 

that innovative initiatives translate into tangible improvements in customer satisfaction (Al-Sada 

et al., 2017). Mai et al. (2023) highlight that transformational leadership not only drives employee 

engagement in innovation but also ensures the implementation of service enhancements that 

resonate with customers. This indirect relationship underscores the pivotal role of leadership in 

linking innovation with positive customer outcomes. 

H6: Service innovation mediates the relationship between leadership style and customer 

satisfaction in Taiwan’s tourism industry 

 

1.7.    Work Environment and Customer Satisfaction Mediated by Service Innovation 

A supportive work environment fosters service innovation, ultimately resulting in higher 

customer satisfaction (Li et al., 2024). Employees who operate in a positive and collaborative 

atmosphere are more inclined to generate innovative ideas that enhance service quality. Al Kurdi 

et al. (2020) emphasize that a well-structured work environment not only motivates employees but 

also provides the resources and support needed to implement creative solutions. This directly 

impacts the overall quality of services delivered to customers. Furthermore, Zach (2016) highlights 

that a positive work environment enhances employee focus and collaboration, enabling them to 

prioritize innovation that improves customer experiences. By cultivating such an environment, 

organizations can ensure that service innovations are effectively aligned with customer needs, 

leading to increased satisfaction and loyalty (Wang & Oscar, 2024). This indirect relationship 

underscores the importance of fostering a workplace culture that supports both innovation and 

customer-centricity. 

H7: Service innovation mediates the relationship between work environment and customer 

satisfaction in Taiwan’s tourism industry 

 

1.8.    Moderating Role of Organizational Support 

Organizational support moderates the relationship between employee well-being, leadership 

style, work environment, and service innovation, enhancing their collective impact (Ren & Shen, 

2024). Employees who perceive strong organizational support are more likely to engage in 

innovative behaviors, as they feel valued and empowered. Filieri & Mariani (2021) emphasize that 

when organizations provide resources, training, and encouragement, employees can better 

translate their well-being, effective leadership, and supportive work environments into innovative 

practices that drive organizational success. Additionally, Husain et al. (2024) and Zahoor et al. 

(2022) highlight that organizational support amplifies the positive effects of leadership and work 

environment on service innovation. This support creates an ecosystem where employees feel 

equipped and motivated to develop creative solutions, ultimately improving customer satisfaction. 

By fostering an environment of trust and investment in employee growth, organizational support 

serves as a critical enabler of service innovation and enhanced customer outcomes (NaNa & 

Zainal, 2024). 

H8:  Organizational support moderates the relationship between employee well-being and service 

innovation, such that the relationship is stronger when organizational support is higher 

H9: Organizational support moderates the relationship between leadership style and service 

innovation, such that the relationship is stronger when organizational support is higher 

H10: Organizational support moderates the relationship between work environment and service 

innovation, such that the relationship is stronger when organizational support is higher 
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 Figure 1. Research Framework 

2. Research Methods 

This study employed a survey design, targeting 295 respondents from Taiwan’s tourism 

sector, including employees and customers from hotels, restaurants, and travel agencies. The data 

collection process spanned from January 1st to March 30th, 2024, and utilized random sampling to 

ensure the sample was representative of the target population. A pilot test with 50 respondents was 

conducted beforehand to refine the questionnaire, ensuring its clarity, relevance, and reliability. 

The structured questionnaire was distributed both online, via email and web links, and in person 

at tourism businesses, offering accessibility and flexibility for participants. The survey captured 

key constructs, such as employee well-being, leadership style, work environment, service 

innovation, and customer satisfaction, using a seven-point Likert scale to measure participant 

opinions and perceptions. Data analysis was conducted using SmartPLS software, applying Partial 

Least Squares Structural Equation Modeling (PLS-SEM) to test the hypothesized relationships 

among variables. PLS-SEM was chosen for its ability to handle smaller sample sizes, non-normal 

data, and models with formative variables, making it particularly suitable for this exploratory 

research. The reliability of the constructs was confirmed through Cronbach’s alpha, Composite 

Reliability (CR), and Average Variance Extracted (AVE), all of which exceeded standard 

thresholds. Convergent and discriminant validity were verified using Confirmatory Factor 

Analysis (CFA), ensuring the robustness of the measurement model. Ethical principles guided the 

study, with participants providing informed consent, and their confidentiality and anonymity 

strictly maintained throughout the research process, adhering to established ethical standards. 

 

3. Results and Discussions 

To ensure a comprehensive understanding of the dynamics between organizational factors 

and service outcomes, this study gathered responses from two primary groups: employees working 

within Taiwan’s tourism sector and tourists who had recently engaged with tourism services. The 

dual-perspective approach allows for the examination of both internal (employee) and external 

(tourist) experiences, aligning with the study’s aim to investigate how organizational practices 

influence service innovation and customer satisfaction. The demographic breakdown presented 
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below captures key characteristics such as gender, age, and industry affiliation for workers, as well 

as country of origin for tourists, providing rich contextual data for subsequent analysis. 

 

Table 1. Respondent Profile 

Characteristic Category 
Workers 

(n=150) 

Percentage 

(%) 

Tourists 

(n=145) 

Percentage 

(%) 

Gender 
Male 75 50 65 44.80 

Female 75 50 80 55.20 

Age 

18-25 25 16.70 35 24.10 

26-35 55 36.70 60 41.40 

36-45 50 33.30 35 24.10 

46-55 20 13.30 15 10.30 

Working industry 

Hotel 60 40 - - 

Restaurant 45 30 - - 

Travel Agency 30 20 - - 

Tourist 

Attraction 
15 10 - - 

Tourist Origin 

Country 

Taiwan 

(Domestic) 
- - 65 44.80 

China - - 35 24.10 

Japan - - 30 20.70 

United States - - 10 6.90 

Other (Europe, 

SE Asia) 
- - 5 3.40 

  Source: processed data 

 

Among the 150 workers, there was an equal split between male and female participants, each 

representing 50% of the sample. Most workers were between 26 and 45 years of age, and the hotel 

industry had the largest share of workers (40%), followed by restaurants (30%), and travel agencies 

(20%). In contrast, the tourist group consisted of 145 participants, with 55.2% female and 44.8% 

male. Most tourists were aged between 26 and 35 years (41.4%), and Taiwan was the largest source 

of tourists (44.8%), followed by China (24.1%) and Japan (20.7%). These results show a balanced 

representation of workers and tourists, allowing for a comprehensive analysis of both perspectives 

within the tourism industry. 

 

Table 2. Descriptive Statistics 

Variable Mean Standard Deviation Min Max 

Employee well-being 5.9 0.8 4 7 

Leadership style 6.1 0.75 4 7 

Work environment 6 0.82 4 7 

Service innovation 6.2 0.78 4 7 

Customer satisfaction 6.4 0.85 5 7 

Organizational support 5.8 0.81 4 7 

    Source: processed data 

 

The descriptive statistics for the study variables, including employee well-being, leadership 

style, work environment, service innovation, customer satisfaction, and organisational support, 

indicate overall positive perceptions. Employee well-being had a mean score of 5.90, suggesting 
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that employees generally had a positive perception of their well-being. Leadership style and work 

environment had similarly high means of 6.10 and 6.00, respectively, indicating favourable views 

of leadership practices and working conditions. Service innovation and customer satisfaction 

scored even higher, with means of 6.20 and 6.40, respectively, reflecting strong perceptions of 

innovation and customer experience. Organisational support had a slightly lower but still positive 

mean of 5.80. These high mean scores across all variables suggest that both employees and tourists 

experienced positive conditions within Taiwan's tourism sector. 

 

Table 3. Factor Loadings, Reliability and Validity Test 

Construct Item Loading Factor Cronbach’s Alpha CR AVE 

Employee Well-Being 

WB1 0.83 

0.85 0.89 0.67 WB2 0.82 

WB3 0.84 

Leadership Style 

L1 0.86 

0.87 0.91 0.71 L12 0.85 

L3 0.84 

Work Environment 

WE1 0.81 

0.83 0.88 0.65 WE2 0.80 

WE3 0.82 

Service Innovation 

SI1 0.88 

0.88 0.92 0.73 SI2 0.87 

SI3 0.86 

Customer Satisfaction 

CS1 0.90 

0.90 0.93 0.76 CS2 0.91 

CS3 0.88 

Organizational Support 

OS1 0.82 

0.86 0.90 0.68 OS2 0.83 

OS3 0.81 

Source: processed data 

 

The reliability and validity of the constructs were confirmed through factor loadings, 

Cronbach’s alpha, Composite Reliability (CR), and Average Variance Extracted (AVE). The 

factor loadings for each item exceeded the recommended threshold of 0.7, demonstrating that the 

items accurately represent their respective constructs. For example, employee well-being items 

had loadings between 0.82 and 0.84, while leadership style items ranged from 0.84 to 0.86, and 

work environment items ranged from 0.80 to 0.82. Cronbach’s alpha values were all above 0.7, 

indicating strong internal consistency for each construct. Similarly, the CR values exceeded the 

threshold of 0.7, and the AVE values were above 0.5, confirming adequate convergent validity. 

These results indicate that the measurement model is reliable and that the constructs are well-

represented by their items. 
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Table 4. Discriminant Validity 

Construct 1 2 3 4 5 6 

Employee Well-Being 0.82           

Leadership Style 0.65 0.84         

Work Environment 0.61 0.63 0.81       

Service Innovation 0.68 0.66 0.70 0.85     

Customer Satisfaction 0.69 0.68 0.72 0.74 0.87   

Organizational Support 0.66 0.64 0.69 0.71 0.68 0.83 

    Source: processed data 

 

Discriminant validity was assessed using the Fornell-Larcker criterion, which confirmed that 

each construct was distinct from the others. The square root of the AVE for each construct was 

greater than its correlations with other constructs, indicating that the constructs are unique and not 

overly correlated with one another. For example, the square root of the AVE for employee well-

being was 0.82, which was higher than its correlation with leadership style (0.65) and work 

environment (0.61). These results confirm that the constructs are measuring different aspects of 

the respondents' experiences and that there is no significant overlap between them. 

 

3.1.    Direct Effect 

After validating the measurement model through reliability and validity tests, the study 

proceeded to examine the structural relationships among the core variables. Table 5 presents the 

results of the direct effect analysis, highlighting the path coefficients, t-values, and significance 

levels of each hypothesized relationship. The focus is on understanding how employee well-being, 

transformational leadership, and the work environment influence service innovation, as well as 

how service innovation directly impacts customer satisfaction. These findings offer critical 

insights into the strength and direction of the proposed relationships, forming the basis for 

evaluating the research hypotheses. 

 

Table 5. Direct Effect Estimation 

Path 
Path 

Coefficient 
t-value 

p-

value 
Note 

Employee Well-Being => Service Innovation 0.4 8.21 0.000 Supported 

Leadership Style => Service Innovation 0.35 7.45 0.000 Supported 

Work Environment => Service Innovation 0.37 7.89 0.000 Supported 

Service Innovation => Customer Satisfaction 0.45 9.32 0.000 Supported 

  Source: processed data 

 

Employee well-being had a path coefficient of 0.40 (t = 8.21, p < 0.001), indicating that 

higher levels of well-being among employees lead to greater service innovation. Similarly, 

leadership style had a positive effect on service innovation, with a path coefficient of 0.35 (t = 

7.45, p < 0.001), suggesting that transformational leadership encourages innovation. The work 

environment also had a strong positive effect on service innovation, with a path coefficient of 0.37 

(t = 7.89, p < 0.001). Finally, service innovation had a significant positive effect on customer 

satisfaction, with a path coefficient of 0.45 (t = 9.32, p < 0.001). These results provide strong 

support for the hypothesis that employee well-being, leadership style, and work environment 

positively impact service innovation, which in turn enhances customer satisfaction. 
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3.2.    Indirect Effect 

Beyond direct relationships, this study also explores the mediating role of service innovation 

in linking organizational factors to customer satisfaction. Table 6 summarises the results of the 

mediation analysis, indicating the indirect effects of employee well-being, leadership style, and 

work environment on customer satisfaction through service innovation. The analysis includes the 

path coefficients, t-values, and p-values, providing statistical evidence on whether service 

innovation significantly mediates these relationships. Understanding these mediating pathways 

adds depth to the model and underscores the central role of innovation in enhancing customer 

outcomes within the tourism sector. 

 

Table 6. Mediating Effect of Service Innovation 

Path 
Indirect 

Effect 

t-

value 

p-

value 
Note 

Employee Well-Being => Service Innovation => 

Customer Satisfaction 

0.18 4.77 0.000 Supported 

Leadership Style => Service Innovation => 

Customer Satisfaction 

0.16 4.52 0.000 Supported 

Work Environment => Service Innovation => 

Customer Satisfaction 

0.17 4.60 0.000 Supported 

  Source: processed data 

 

Employee well-being had an indirect effect of 0.18 on customer satisfaction (t = 4.77, p < 

0.001), showing that service innovation partially mediates the relationship between employee 

well-being and customer satisfaction. Similarly, leadership style had an indirect effect of 0.16 (t = 

4.52, p < 0.001), indicating that the effect of leadership on customer satisfaction is mediated 

through service innovation. The work environment also had a significant indirect effect on 

customer satisfaction, with a path coefficient of 0.17 (t = 4.60, p < 0.001), demonstrating that a 

positive work environment leads to higher customer satisfaction via enhanced service innovation. 

These findings confirm the critical mediating role of service innovation in the relationships 

between employee well-being, leadership style, work environment, and customer satisfaction, 

emphasizing that fostering an innovative culture in the workplace can lead to improved customer 

outcomes. 

 The findings of this study highlight the intricate relationships between organizational 

factors, service innovation, and customer satisfaction, underscoring the pivotal role of service 

innovation as a mediator. The positive association between employee well-being and service 

innovation demonstrates that employees who are physically, emotionally, and mentally supported 

are more inclined to engage in creative behaviors, leading to improved service delivery. This aligns 

with the conclusions of Dóra et al. (2019) and Kang et al. (2015), who found that well-being 

significantly contributes to innovation, particularly in customer-facing industries where employee 

creativity directly impacts service quality. The results reinforce the need for organizations to invest 

in employee well-being initiatives as a strategic approach to fostering a culture of innovation, 

which ultimately benefits customers and strengthens organizational competitiveness. 

Similarly, leadership style emerges as a critical driver of service innovation. 

Transformational leaders, by fostering trust, offering intellectual stimulation, and providing 

individualized support, create an environment where employees feel motivated and empowered to 

innovate. This is consistent with studies by Nasir et al. (2022) and Shafi et al. (2020), which 

underscores the role of transformational leadership in enhancing employees’ capacity to develop 
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new ideas and improve services. In Taiwan’s tourism sector, cultivating transformational 

leadership is essential for driving innovation and addressing dynamic customer demands. The 

work environment also plays a significant role in enabling service innovation. A supportive and 

resource-rich environment, characterized by physical comfort, social support, and access to 

necessary tools, facilitates employees’ ability to innovate. The findings align with the work of Pot 

(2017) and Zach (2016), who highlighted that a positive work environment encourages creativity 

and innovation, particularly in industries requiring frequent customer interactions. For Taiwan’s 

tourism businesses, prioritizing improvements in workplace conditions can serve as a catalyst for 

enhancing service delivery and fostering innovation. 

The strong relationship between service innovation and customer satisfaction further 

underscores the centrality of innovation in achieving customer-oriented outcomes. The results are 

consistent with Ibrahim et al. (2022) and Wan et al. (2022), who found that innovative services, 

such as personalized offerings and technological advancements, are key determinants of customer 

satisfaction. In the competitive tourism industry, where customer expectations continuously 

evolve, businesses that focus on innovation are better equipped to meet these demands, ensuring 

customer loyalty and maintaining a competitive edge. Moreover, the mediating role of service 

innovation reveals how employee well-being, leadership style, and work environment indirectly 

influence customer satisfaction through their impact on innovation. This finding echoes Almeida 

& Sequeira (2019) and P.J. et al. (2023), who emphasized that internal organizational factors 

primarily affect customer outcomes by fostering innovation. These results suggest that while each 

organizational factor is important independently, their combined impact on customer satisfaction 

is magnified when channeled through service innovation. This highlights the need for an integrated 

approach that aligns employee support, leadership development, and workplace enhancement with 

organizational innovation goals to maximize customer satisfaction. 

To increase tourist satisfaction based on the findings of this study, tourism businesses should 

take strategic steps focused on employee well-being, leadership development, work environment 

enhancement, and fostering innovation. First, investing in employee well-being is crucial. This can 

be achieved by implementing health and wellness programs that promote mental health, physical 

fitness, and work-life balance. Providing flexible work arrangements and reducing employee stress 

ensures that employees are more creative and capable of contributing to service innovation. 

Organizations should view these investments as strategic initiatives to enhance both employee 

satisfaction and organizational outcomes. Second, fostering transformational leadership within 

tourism businesses can drive innovation and improve service delivery. Leadership development 

programs should focus on training leaders to inspire employees, encourage creative thinking, and 

provide individualized support. Transformational leaders, who build trust and intellectually 

stimulate their teams, create environments where employees feel empowered to innovate and excel 

in their roles. This leadership style is essential for driving continuous improvements in customer 

experiences. Third, enhancing the work environment is vital for fostering creativity and 

collaboration. Businesses should prioritize improving physical workspaces to ensure comfort and 

accessibility to resources. Creating a culture of collaboration and open communication is equally 

important. Providing employees with tools like advanced technologies and designing spaces that 

encourage teamwork can significantly enhance their capacity to innovate.  

Prioritizing service innovation as a driver of customer satisfaction is imperative. Tourism 

businesses should regularly assess customer needs and encourage employees to propose innovative 

solutions that address these needs. Implementing feedback mechanisms and focusing on 

personalization and technology-driven enhancements can help businesses stay competitive and 

exceed customer expectations. Finally, strengthening organizational support is essential to 
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equipping employees for innovation. Providing adequate training, tools, and emotional support 

helps employees feel valued and confident in their ability to innovate.  

 

4.      Conclusions 

This study demonstrates that employee well-being, transformational leadership, and a 

supportive work environment significantly influence service innovation, which, in turn, enhances 

customer satisfaction in Taiwan’s tourism industry. By addressing the research questions, the 

findings reveal that employee well-being drives creativity and innovation, transformational 

leadership empowers employees to challenge norms and develop innovative solutions, and a 

resource-rich work environment fosters collaboration and innovation. Service innovation serves 

as a critical mediator, linking these organizational factors to customer satisfaction and 

underscoring its role as a key mechanism for achieving customer-centric outcomes. Additionally, 

the study highlights the importance of organizational support in amplifying these relationships, 

providing valuable insights into how tourism businesses can strategically foster innovation to meet 

evolving customer expectations and maintain competitiveness in the global market. These results 

contribute to the understanding of the interconnected dynamics between internal organizational 

practices and external customer outcomes, offering actionable strategies for enhancing service 

quality and satisfaction. 

 

 

References 

 

Agbenyegah, A. T. (2022). Ambient situation and customer satisfaction in restaurant businesses: 

A management perspective. African Journal of Hospitality, Tourism and Leisure, 11(2), 394–

408. https://doi.org/10.46222/ajhtl.19770720.232 

Al Kurdi, B., Alshurideh, M., & Alnaser, A. (2020). The impact of employee satisfaction on 

customer satisfaction: Theoretical and empirical underpinning. Management Science Letters, 

10(1), 3561–3570. https://doi.org/10.5267/j.msl.2020.6.038 

Alaa, A. (2023). Hotel restaurants service quality, customer satisfaction and loyalty: A test of 

mediation. Asia-Pacific Journal of Innovation in Hospitality and Tourism, 5(1), 21–39. 

https://fslmjournals.taylors.edu.my/wp-content/uploads/APJIHT/APJIHT-2016-5-

1/APJIHT-2016-P2-5-1.pdf 

Alam, R. (2025). Building adaptive workforces: HRM and digital competency in tourism 

innovation. Global Review of Tourism and Social Sciences, 1(2), 119–128. 

https://doi.org/10.53893/grtss.v1i2.357 

Almeida, H., & Sequeira, B. (Eds.). (2019). The role of knowledge transfer in open innovation. 

IGI Global. https://doi.org/10.4018/978-1-5225-5849-1 

Al-Sada, M., Al-Esmael, B., & Faisal, M. N. (2017). Influence of organizational culture and 

leadership style on employee satisfaction, commitment and motivation in the educational 

sector in Qatar. EuroMed Journal of Business, 12(2), 163–188. 

https://doi.org/10.1108/EMJB-02-2016-0003 

Al-Tit, A. (2015). The effect of service and food quality on customer satisfaction and hence 

customer retention. Asian Social Science, 11(23), 129–139. 

https://doi.org/10.5539/ass.v11n23p129 

Asghar, M., Tayyab, M., Gull, N., Zhijie, S., Shi, R., & Tao, X. (2021). Polychronicity, work 

engagement, and turnover intention: The moderating role of perceived organizational support 

in the hotel industry. Journal of Hospitality and Tourism Management, 49, 129–139. 

https://doi.org/10.1016/j.jhtm.2021.09.004 

Bousinakis, D., & Halkos, G. (2021). Creativity as the hidden development factor for organizations 

https://doi.org/10.46222/ajhtl.19770720.232
https://doi.org/10.5267/j.msl.2020.6.038
https://fslmjournals.taylors.edu.my/wp-content/uploads/APJIHT/APJIHT-2016-5-1/APJIHT-2016-P2-5-1.pdf
https://fslmjournals.taylors.edu.my/wp-content/uploads/APJIHT/APJIHT-2016-5-1/APJIHT-2016-P2-5-1.pdf
https://doi.org/10.53893/grtss.v1i2.357
https://doi.org/10.4018/978-1-5225-5849-1
https://doi.org/10.1108/EMJB-02-2016-0003
https://doi.org/10.5539/ass.v11n23p129
https://doi.org/10.1016/j.jhtm.2021.09.004


Hatma, Rachman, Hardiyono, Mujahida & Azizurrohman 13 

 

 

and employees. Economic Analysis and Policy, 71, 645–659. 

https://doi.org/10.1016/j.eap.2021.07.003 

Budur, T., & Poturak, M. (2021). Transformational leadership and its impact on customer 

satisfaction: Measuring mediating effects of organisational citizenship behaviours. Middle 

East Journal of Management, 8(1), 67. https://doi.org/10.1504/MEJM.2021.111997 

Buja, V., Qerimi, F., & Behluli, A. (2022). The impact of leadership styles on service quality and 

customer satisfaction: A comparative analysis between foreign and domestic capital banks in 

Kosovo. Innovative Marketing, 18(3), 181–196. https://doi.org/10.21511/im.18(3).2022.16 

Burcharth, A., Præst Knudsen, M., & Søndergaard, H. A. (2017). The role of employee autonomy 

for open innovation performance. Business Process Management Journal, 23(6), 1245–1269. 

https://doi.org/10.1108/BPMJ-10-2016-0209 

Charoensap-Kelly, P., Sheldon, P., Grace Antony, M., & Provenzani, L. (2021). Resilience, well-

being, and organizational outcomes of Croatian, Thai, and US workers during COVID-19. 

Journal of Management & Organization, 27(6), 1083–1111. 

https://doi.org/10.1017/jmo.2021.58 

Chukwuma, N., & Zondo, D. (2024). Effect of transformational leadership on employee resistance 

to change at eThekwini automobiles: A perspective of leaders’ inspirational motivation. 

International Journal of Research in Business and Social Science, 13(3), 179–193. 

https://doi.org/10.20525/ijrbs.v13i3.3216 

Dóra, K., Péter, R., Péter, S. Z., & Andrea, C. (2019). The effect of organizational culture on 

employee well-being: Work-related stress, employee identification, turnover intention. 

Journal of International Cooperation and Development, 2(2), 19. 

https://doi.org/10.36941/jicd-2019-0010 

Ekmekcioglu, E. B., & Öner, K. (2024). Servant leadership, innovative work behavior and 

innovative organizational culture: The mediating role of perceived organizational support. 

European Journal of Management and Business Economics, 33(3), 272–288. 

https://doi.org/10.1108/EJMBE-08-2022-0251 

Elsamani, Y., Mejia, C., & Kajikawa, Y. (2023). Employee well-being and innovativeness: A 

multi-level conceptual framework based on citation network analysis and data mining 

techniques. PLOS ONE, 18(1), e0280005. https://doi.org/10.1371/journal.pone.0280005 

Filieri, R., & Mariani, M. (2021). The role of cultural values in consumers’ evaluation of online 

review helpfulness: A big data approach. International Marketing Review, 38(6), 1267–1288. 

https://doi.org/10.1108/IMR-07-2020-0172 

Fung So, K. K., & Li, X. (Robert). (2023). Service innovation and emerging technologies in 

tourism and hospitality. Cornell Hospitality Quarterly, 64(2), 140–142. 

https://doi.org/10.1177/19389655231166819 

Giousmpasoglou, C. (2024). Working conditions in the hospitality industry: The case for a fair 

and decent work agenda. Sustainability, 16(19), 8428. https://doi.org/10.3390/su16198428 

Glaser, B. S., Kennedy, S., Mitchell, D., & Funaiole, M. P. (2018). Taiwan and tourism from the 

New Southbound Policy: Deepening Taiwan’s regional integration. In Center for Strategic 

and International Studies (CSIS) (pp. 27–36). https://www.jstor.org/stable/resrep22471.12 

Habibi, P., Azizurrohman, M., & Novita, D. (2021). Whale shark tourism and well-being: A case 

study of Labuan Jambu. Jurnal Ilmiah Hospitality, 10(1), 63–70. 

https://doi.org/10.47492/jih.v10i1.670 

Harianto, E., Teofilus, T., Wahyudono, D. B. K., Menny, A. H., & Azizurrohman, M. (2023). The 

phenomenon of discomfort toward organizational change moderated by empowering 

leadership. Jurnal Aplikasi Manajemen, 21(4), 863–875. 

https://doi.org/10.21776/ub.jam.2023.021.04.01 

Hatidja, S., Bahtiar, Mariana, L., Quach, T. M., & Aisyah, S. (2025). Employee excellence and 

workplace diversity: Key drivers of satisfaction, retention, and brand success in ethnic 

restaurants. Global Review of Tourism and Social Sciences, 1(2), 158–171. 

https://doi.org/10.1016/j.eap.2021.07.003
https://doi.org/10.1504/MEJM.2021.111997
https://doi.org/10.21511/im.18(3).2022.16
https://doi.org/10.1108/BPMJ-10-2016-0209
https://doi.org/10.1017/jmo.2021.58
https://doi.org/10.20525/ijrbs.v13i3.3216
https://doi.org/10.36941/jicd-2019-0010
https://doi.org/10.1108/EJMBE-08-2022-0251
https://doi.org/10.1371/journal.pone.0280005
https://doi.org/10.1108/IMR-07-2020-0172
https://doi.org/10.1177/19389655231166819
https://doi.org/10.3390/su16198428
https://www.jstor.org/stable/resrep22471.12
https://doi.org/10.47492/jih.v10i1.670
https://doi.org/10.21776/ub.jam.2023.021.04.01


14 Jurnal Organisasi dan Manajemen 21(1) 2025, 1-16  

 

https://doi.org/10.53893/grtss.v1i2.319 

Hatidja, S., Syahribulan, S., Thaha, S., Jamaluddin, J., & Azizurrohman, M. (2024). Fostering 

employee job satisfaction in the hospitality industry: The role of organizational culture, 

motivation, and appraisals mediated by service innovations. STI Policy and Management 

Journal, 9(2), 56–72. https://doi.org/10.14203/STIPM.2024.402 

Hock‐Doepgen, M., Montasser, J. S., Klein, S., Clauss, T., & Maalaoui, A. (2024). The role of 

innovative work behavior and organizational support for business model innovation. R&D 

Management. https://doi.org/10.1111/radm.12671 

Husain, Z., Dayan, B., & Chaudhry, I. S. (2024). Roles of organizational flexibility and 

organizational support on service innovation via organizational learning: A moderated 

mediation model. Journal of Open Innovation: Technology, Market, and Complexity, 10(3), 

100367. https://doi.org/10.1016/j.joitmc.2024.100367 

Ibrahim, M., Yusheng, K., & Adam, D. R. (2022). Linking service innovation to organisational 

performance: Mediating role of employee productivity and job satisfaction. International 

Journal of Service Science, Management, Engineering, and Technology, 13(1), 1–16. 

https://doi.org/10.4018/IJSSMET.295558 

Inam, A., Ho, J. A., Zafar, H., Khan, U., Sheikh, A. A., & Najam, U. (2021). Fostering creativity 

and work engagement through perceived organizational support: The interactive role of 

stressors. SAGE Open, 11(3), 1–16. https://doi.org/10.1177/21582440211046937 

Jamaluddin. (2025). Impact of remote working on employee productivity during COVID-19 in 

Indonesia: The moderating role of job level and the influence of cultural adaptability. Global 

Review of Tourism and Social Sciences, 1(2), 88–98. https://doi.org/10.53893/grtss.v1i2.356 

Jumady, E. (2023). The role of organizational culture, work environment and motivation in 

improving employee performance. Advances in Human Resource Management Research, 

1(1), 26–33. https://doi.org/10.60079/ahrmr.v1i1.40 

Kang, S., Um, H., & Kim, M. S. (2015). The influence of employee well-being on organizational 

innovativeness and performance. Journal of the Korea Academia-Industrial Cooperation 

Society, 16(7), 4576–4585. https://doi.org/10.5762/KAIS.2015.16.7.4576 

Kaya, S. C., Sezerel, H., & Filimonau, V. (2024). How mindfulness training changes tourist 

experience: An exploratory study. Journal of Hospitality and Tourism Management, 59(1), 

166–179. https://doi.org/10.1016/j.jhtm.2024.04.007 

Kim, B.-S., Oh, M.-J., Lee, J.-H., Kim, Y.-H., & Roh, M.-I. (2021). Study on hull optimization 

process considering operational efficiency in waves. Processes, 9(5), 898. 

https://doi.org/10.3390/pr9050898 

Kim, J.-K., Yang, J.-J., & Lee, Y.-K. (2023). The impact of transformational leadership on service 

employees in the hotel industry. Behavioral Sciences, 13(9), 731. 

https://doi.org/10.3390/bs13090731 

Kottwitz, M. U., Montasser, J. S., Kampa, J., & Otto, K. (2024). The extra mile from extra-role 

creativity to innovation. Journal of Creativity, 34(1), Article 100073. 

https://doi.org/10.1016/j.yjoc.2023.100073 

Li, Z., Stamolampros, P., & Zhao, X. (2024). Dynamics in the asymmetric effects of job attributes 

on employee satisfaction: A mixed-method approach using big data. Tourism Management, 

105, Article 104967. https://doi.org/10.1016/j.tourman.2024.104967 

Liu, W., Lu, H., Li, P., Van Der Linden, D., & Bakker, A. B. (2023). Antecedents and outcomes 

of work-related flow: A meta-analysis. Journal of Vocational Behavior, 144, Article 103891. 

https://doi.org/10.1016/j.jvb.2023.103891 

M., D. K., Govindarajo, N. S., & Khen, M. H. S. (2019). Effect of service quality on visitor 

satisfaction, destination image and destination loyalty – Practical, theoretical and policy 

implications to avitourism. International Journal of Culture, Tourism and Hospitality 

Research, 14(1), 83–101. https://doi.org/10.1108/IJCTHR-04-2019-0066 

Mahmoud, R., Al-Mkhadmeh, A. A., Alananzeh, O. A., & Masa’Deh, R. (2021). Exploring the 

https://doi.org/10.53893/grtss.v1i2.319
https://doi.org/10.14203/STIPM.2024.402
https://doi.org/10.1111/radm.12671
https://doi.org/10.1016/j.joitmc.2024.100367
https://doi.org/10.4018/IJSSMET.295558
https://doi.org/10.1177/21582440211046937
https://doi.org/10.53893/grtss.v1i2.356
https://doi.org/10.60079/ahrmr.v1i1.40
https://doi.org/10.5762/KAIS.2015.16.7.4576
https://doi.org/10.1016/j.jhtm.2024.04.007
https://doi.org/10.3390/pr9050898
https://doi.org/10.3390/bs13090731
https://doi.org/10.1016/j.yjoc.2023.100073
https://doi.org/10.1016/j.tourman.2024.104967
https://doi.org/10.1016/j.jvb.2023.103891
https://doi.org/10.1108/IJCTHR-04-2019-0066


Hatma, Rachman, Hardiyono, Mujahida & Azizurrohman 15 

 

 

relationship between human resources management practices in the hospitality sector and 

service innovation in Jordan: The mediating role of human capital. GeoJournal of Tourism 

and Geosites, 35(2), 507–514. https://doi.org/10.30892/gtg.35231-678 

Mai, N. K., Do, T. T., & Tran, P. M. (2023). How leadership competences foster innovation and 

high performance: Evidence from tourism industry in Vietnam. Journal of Hospitality and 

Tourism Insights, 6(3), 1253–1269. https://doi.org/10.1108/JHTI-02-2022-0083 

Manohar, S., Paul, J., Strong, C., & Mittal, A. (2023). INNOSERV: Generalized scale for 

perceived service innovation. Journal of Business Research, 160, Article 113723. 

https://doi.org/10.1016/j.jbusres.2023.113723 

Mujahida, S., Fatmasari, F., & Azizurrohman, M. (2024). Cultural sensitivity and ambiance in 

Indonesian restaurants: The mediating role of customer satisfaction on retention in Taiwan. 

Asia Pacific Management and Business Application, 13(1), 73–86. 

https://doi.org/10.21776/ub.apmba.2024.013.01.5 

Mujahida, S., Remmang, H., & Azizurrohman, M. (2024). Cultural familiarity and its impact on 

customer satisfaction and brand awareness: A study of Indonesian restaurants in Taiwan. 

Journal of Marketing Innovation, 4(2). https://doi.org/10.35313/jmi.v4i2.182 

Murphy, K. A. (2024). Assessment of employee well-being on organisational effectiveness & 

productivity: A literature review. International Journal of Business and Management, 19(3), 

26. https://doi.org/10.5539/ijbm.v19n3p26 

NaNa, L., & Zainal, S. R. B. M. (2024). Transformational leadership and innovation work 

behavior: The role of perceived organizational support and knowledge sharing. Journal of 

Ecohumanism, 3(7), 5301–5312. https://doi.org/10.62754/joe.v3i7.4639 

Nasir, J., Ibrahim, R. M., Sarwar, M. A., Sarwar, B., Al-Rahmi, W. M., Alturise, F., Samed Al-

Adwan, A., & Uddin, M. (2022). The effects of transformational leadership, organizational 

innovation, work stressors, and creativity on employee performance in SMEs. Frontiers in 

Psychology, 13, Article 772104. https://doi.org/10.3389/fpsyg.2022.772104 

Piwowar-Sulej, K., & Iqbal, Q. (2023). Leadership styles and sustainable performance: A 

systematic literature review. Journal of Cleaner Production, 382, Article 134600. 

https://doi.org/10.1016/j.jclepro.2022.134600 

P. J., S., Singh, K., Kokkranikal, J., Bharadwaj, R., Rai, S., & Antony, J. (2023). Service quality 

and customer satisfaction in hospitality, leisure, sport and tourism: An assessment of research 

in Web of Science. Journal of Quality Assurance in Hospitality & Tourism, 24(1), 24–50. 

https://doi.org/10.1080/1528008X.2021.2012735 

Pot, F. D. (2017). Workplace innovation and wellbeing at work. In P. Oeij, D. Rus, & F. D. Pot 

(Eds.), Workplace innovation (pp. 95–110). Springer International Publishing. 

https://doi.org/10.1007/978-3-319-56333-6_7 

Ratten, V. (Ed.). (2020). Entrepreneurial opportunities: Economics and sustainability for future 

growth (1st ed.). Emerald Publishing. 

Ren, L., & Shen, H. (2024). The relationship between servant leadership and team innovation 

performance: Mediating effect of self-efficacy. Heliyon, 10(6), e27723. 

https://doi.org/10.1016/j.heliyon.2024.e27723 

Shafi, M., Zoya, Lei, Z., Song, X., & Sarker, M. N. I. (2020). The effects of transformational 

leadership on employee creativity: Moderating role of intrinsic motivation. Asia Pacific 

Management Review, 25(3), 166–176. https://doi.org/10.1016/j.apmrv.2019.12.002 

Song, W., Ma, Y., Fan, X., Jin, X., & Peng, X. (2024). Servant leadership, workplace well-being 

and employee creativity: The roles of psychological availability and experienced creative 

time pressure. Creativity and Innovation Management, 33(3), 399–413. 

https://doi.org/10.1111/caim.12595 

Suki, N. M. (2013). Examining the correlations of hotel service quality with tourists satisfaction. 

World Applied Sciences Journal, 21(12), 1816–1820. 

https://doi.org/10.5829/idosi.wasj.2013.21.12.657 

https://doi.org/10.30892/gtg.35231-678
https://doi.org/10.1108/JHTI-02-2022-0083
https://doi.org/10.1016/j.jbusres.2023.113723
https://doi.org/10.21776/ub.apmba.2024.013.01.5
https://doi.org/10.35313/jmi.v4i2.182
https://doi.org/10.5539/ijbm.v19n3p26
https://doi.org/10.62754/joe.v3i7.4639
https://doi.org/10.3389/fpsyg.2022.772104
https://doi.org/10.1016/j.jclepro.2022.134600
https://doi.org/10.1080/1528008X.2021.2012735
https://doi.org/10.1007/978-3-319-56333-6_7
https://doi.org/10.1016/j.heliyon.2024.e27723
https://doi.org/10.1016/j.apmrv.2019.12.002
https://doi.org/10.1111/caim.12595
https://doi.org/10.5829/idosi.wasj.2013.21.12.657


16 Jurnal Organisasi dan Manajemen 21(1) 2025, 1-16  

 

Syafriani, V., Nuryasni, & Yuliani, T. (2025). Bridging theories and practice: Organizational 

management in an Indonesian school context. Global Review of Tourism and Social Sciences, 

1(2), 99–118. https://doi.org/10.53893/grtss.v1i2.338 

Syahruddin, S., Mujahida, S., Azizurrohman, M., & Dewayani, E. K. U. (2024). Building brand 

awareness through cultural sensitivity: Factors influencing customer loyalty in Indonesian 

restaurants in Taiwan. The South East Asian Journal of Management, 18(2), 81–101. 

https://doi.org/10.21002/seam.v18i2.1686 

Thien Duc, L. D., & Mujahida, S. (2024). Determinants of consumer preference for local brands: 

A comprehensive review of recent literature. Global Review of Tourism and Social Sciences, 

1(1), 41–52. https://doi.org/10.53893/grtss.v1i1.318 

Thuan, L. C. (2019). Motivating follower creativity by offering intellectual stimulation. 

International Journal of Organizational Analysis, 28(4), 817–829. 

https://doi.org/10.1108/IJOA-06-2019-1799 

Uysal, M., Sirgy, M. J., & Kim, H. (L.). (2020). Well-being research in the service industries. The 

Service Industries Journal, 40(1–2), 1–5. https://doi.org/10.1080/02642069.2019.1662624 

Wan, X., He, R., Zhang, G., & Zhou, J. (2022). Employee engagement and open service 

innovation: The roles of creative self-efficacy and employee innovative behaviour. Frontiers 

in Psychology, 13, Article 921687. https://doi.org/10.3389/fpsyg.2022.921687 

Wang, T.-L., & Oscar, W. (2024). How supportive and competitive work environments influence 

job attitudes and performance in French sales roles. Global Review of Tourism and Social 

Sciences, 1(1), 1–12. https://doi.org/10.53893/grtss.v1i1.322 

Xie, X., Wang, H., & García, J. S. (2021). How does customer involvement in service innovation 

motivate service innovation performance? The roles of relationship learning and knowledge 

absorptive capacity. Journal of Business Research, 136, 630–643. 

https://doi.org/10.1016/j.jbusres.2021.08.009 

Yum, K., & Kim, J. (2024). The influence of perceived value, customer satisfaction, and trust on 

loyalty in entertainment platforms. Applied Sciences, 14(13), 5763. 

https://doi.org/10.3390/app14135763 

Zach, F. (2016). Collaboration for innovation in tourism organizations: Leadership support, 

innovation formality, and communication. Journal of Hospitality & Tourism Research, 40(3), 

271–290. https://doi.org/10.1177/1096348013495694 

Zahoor, N., Donbesuur, F., Christofi, M., & Miri, D. (2022). Technological innovation and 

employee psychological well-being: The moderating role of employee learning orientation 

and perceived organizational support. Technological Forecasting and Social Change, 179, 

Article 121610. https://doi.org/10.1016/j.techfore.2022.121610 

Zhong, X., & Zhong, X. (2024). The effect of customer satisfaction on word-of-mouth 

communication: The mediating role of face perception. Frontiers in Business, Economics and 

Management, 13, 83–87. https://doi.org/10.54097/n323gp33 

 

 

 

 

 

 

 

https://doi.org/10.53893/grtss.v1i2.338
https://doi.org/10.21002/seam.v18i2.1686
https://doi.org/10.53893/grtss.v1i1.318
https://doi.org/10.1108/IJOA-06-2019-1799
https://doi.org/10.1080/02642069.2019.1662624
https://doi.org/10.3389/fpsyg.2022.921687
https://doi.org/10.53893/grtss.v1i1.322
https://doi.org/10.1016/j.jbusres.2021.08.009
https://doi.org/10.3390/app14135763
https://doi.org/10.1177/1096348013495694
https://doi.org/10.1016/j.techfore.2022.121610
https://doi.org/10.54097/n323gp33

