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“Abstract”

The hospitality sector is primarily seeking modern methods to enhance customer experience and
satisfaction. Molecular mixology, an innovative beverage preparation method that combines culinary
science with mixology, has proven to be a unique draw in luxury hospitality establishments. The present
study is an investigation into the effect of molecular mixology features on customer experience, customer
satisfaction and revisit intention. The data were collected from respondents and analyzed using the SPSS
software program's statistical tools. Results: Reliability analysis revealed acceptable internal consistency
(Cronbach's Alpha = 0.894). Exploratory Factor Analysis indicated an acceptable sampling adequacy
with KMO value of 0.829 and significant Bartlett's Test. The correlation and regression analysis revealed
the existence of a positive, significant relationship between the molecular mixology attributes and
customer satisfaction. As the coefficient of molecular mixology was 0.233, which means that molecular
chemistry significantly affects customer satisfaction in the research; and explains this variance by 23.3%
The results exemplified how providing beverage experiences in creative fashion addresses customer
needs and drives recurring visits within an upper-echelon hospitality domain.
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Introduction

Hospitality has come a long way over the years with the ever-increased need of delivering unique and
memorable experiences to their guests. With competition in the industry at a fever pitch, luxury hotels
and eateries are deploying creative tactics to stand out. One of these newer trends is molecular mixology,
which blends the science of chemistry with cocktail politics to evoke beautiful and focal dense beverages.
These advanced methods help to improve active beverages, and makes an interactive experience for the
consumers. As guests increasingly look for an experience around eating and drinking, molecular
mixology is on the menu of many premium hospitality venues.

Long-term sustainability of hospitality businesses heavily relies on the consumer satisfaction and
repurchases intention. The perception and loyalty of a customer is greatly influenced by creative
approaches to service! Thus, it is crucial to comprehend how molecular mixology influences not only the
customer experience but also satisfaction.

Objectives:
1. To examine the role of molecular mixology in enhancing customer experience and service

innovation in luxury hospitality establishments.

2. To analyze the impact of molecular mixology attributes on customer satisfaction and revisit
intentions in luxury hospitality settings.
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Literature Review

Chang et al. In his study “Exploring Product Innovation and Consumer Attitudes in Molecular
Gastronomy” (2015), used a quantitative research method based on the Value-Attitude-Behavior Model
(VAB) as well as the Theory of Planned Behavior (TPB). The research was conducted by surveying 407
individuals had experienced molecular gastronomy. The study discovered that utilitarian value and
hedonic value are decisive factors affecting consumers’ attitudes toward molecular gastronomy
experiences. The combination of culinary innovations and sensory stimulation in the restaurant enhances
the quality of service and has a major positive impact on behavioral intentions such as satisfaction
experience, intention to revisit etc. This confirmed the need for a focus on sensory stimulation, product
innovation and experiential eating in restaurants and hospitality establishments if they want to provide
products based on molecular gastronomy. To develop such a strategic approach, marketing approaches
must be oriented towards special and memorable dine experiences that ensure customer acceptance and
experience.

Ramesh et al. In the study entitled "Molecular Gastronomy as a Fusion of Science and Art: A Study on
Its Influence on the Dining Experience,” (Ma and Alhothy, 2025) a conceptual and research was used that
based on the previous studies review and industry practices in relation to molecular gastronomy as well
as innovative food preparation techniques for use in hospitality.

In short, the research found: Molecular gastronomy enhances food presentation, sensory appeal and
complete dining experience. The hospitality establishments are recommended to apply molecular
gastronomy techniques in order to improve the product innovativeness and customer satisfaction. It
additionally suggested further research on the effect of molecular gastronomy in consumer attitudes and
hospitality strategy.

In his paper "Revolutionizing Hospitality: Strategic Integration of Innovation Management for Enhanced
Customer Experiences,” Giannoukou (2024) used a conceptual and analytical research design, focusing
on the practical characteristics of innovation management in the field. Innovation is crucial in improving
the service quality and making customers satisfied. as well as the importance of technology and
innovation in enhancing customer experience and satisfaction within hospitality. This can go a long way
in creating competitive advantages and better engage with customers, thus staying one step ahead of the
game. Vacations to distant and remote places have also been made possible by technological, economic,
political, and cultural changes (Poon 1994), Hence the hospitality business must instead focus on
innovative service practices, technology and experiences as a tool to meet customer satisfaction while
contesting for global market share in hospitality industry.

Problem Statement

The luxury hospitality sector is certainly not one to rest on its laurels, working hard to cater to the new
demands of today's consumers in search of unique and unforgettable experiences. One trend that is
trending very strongly is molecular mixology, which uses scientific techniques to present innovative new
cocktails with better presentation, texture and taste. So upscale hotels and premium bars are jJumping on
the molecular mixology bandwagon, hoping to differentiate themselves these offerings from all others in
a rare and memorable feat for guests. Nevertheless, to date, there have been only few empirical studies
exploring whether the implementation of innovative cocktail techniques affects customers experience and
satisfaction as well as their intention to revisit luxury hospitality venues. So, the impact of molecular
mixology on end-user perception and satisfaction in luxury hospitality needs to be investigated.

“Objectives of the study”
1. To examine the role of molecular mixology in enhancing customer experience and service

innovation in luxury hospitality establishments.

2. To analyze the impact of molecular mixology attributes on customer satisfaction and revisit
intentions in luxury hospitality settings.
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Hypothesis
HO1: Molecular mixology attributes do not significantly influence customer experience in luxury

hospitality establishments.

H11: Molecular mixology attributes significantly influence customer experience in luxury hospitality
establishments

HO02: Molecular mixology attributes do not significantly influence customer satisfaction in luxury
hospitality establishments.

H12: Molecular mixology attributes significantly influence customer satisfaction in luxury hospitality
establishments.

Methodology

Research Design

This study adopts an analytical and descriptive approach to explore how Molecular mixes can enhance
guest satisfaction and experience in luxury hospitality spaces. The exploratory design provides better
knowledge of the customers perspectives on molecular mixology and the descriptive approach allows for
an analysis of the relationship between various attributes of the molecular mixtures, customer service
satisfaction and intention to revisit.

Research Approach

The quantitative methodology is adopted in this research. Structured Questionnaires: A structured method
to identify sentiment, opinion and satisfaction with quantitative methods. The Researchers may analyze
the numbers they collected to conduct statistical analysis and discover patterns among the variables.
Population of the Study

The target population of this study are consumers frequenting high-end hospitality establishments, such
as five-star hotels, exclusive bars and gourmet restaurants offering molecular mixology drinks. These
customers are suitable respondents for the purposes of this evaluation because they have experienced
firsthand how ingenious cocktail services nowunfold in upscale hospitality space.

Sampling Method and Sample Size

Data Collection: A convenience sampling approach was used to select customers who had experienced
molecular cocktails in luxury hospitality establishments. This method was chosen due to the easy
accessibility of respondents and the exploratory nature of the study.For statistical techniques like
reliability analysis, correlation analysis, regression analysis, etc., the sample size is about 600
respondents.

Data Collection Method

The present research is mainly conducted through the utilization ofprimary data collected from a
structured questionnaire designedto define customer perceptions about molecular mixology inluxury
hospitality places. The survey is provided to those who have enjoyed molecular cocktails at upscale
hotels, bars or restaurants. Respondents attitudes towards various aspects of molecular mixology, the
customer experience, enjoymentand intention to revisit are scored on a five-point Likert scale, ranging
from 1= “Strongly Disagree” to 5= “Strongly Agree”. The questionnaire consists of several sections, in
which there is demographic information with statements on how people think about study variables.
Secondary data comprising information from journals and publications in the hospitality field, as well as
other relevant works are also gathered to support the theory underpinning this research article.
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Measurement of Variables

Using the Likert scale, the study measures structured statements to determine perceptions and attitudes of
respondents against LSS and its corresponding standards or variables. variables include properties of
molecular mixology, such as novelty of presentation and flavor enhancement, enjoyment of sensory
experience, beverage creativity/imagery, and perceived novelty. traits indicating how molecular cocktails
are innovative and novel in luxury hotels and restaurants. The mediating element is the consumer
experience of molecular cocktails, that is to say, the fun, excitement and uniqueness people feel when
drinking them. The dependent variables are customer satisfaction and revisit intention, which measure
how satisfied a customer is with the beverage experience on a scale of 1-5 and how likely they are to
return or recommend it to others.

Data Analysis and Statistical Tools

Population and Sample: The information amassed made is examined using Statistical Package for Social
Sciences (SPSS) to contemplate the associations among the factors and to test the proposed speculation.
Firstly Cronbach's Alpha reliability analysis is used for measuring internal consistency of the scales
Then, exploratory factor analysis (EFA) to identify underlying factors associated with molecular
mixology characteristics and consumer perceptions. Correlation analysis is utilized to explore the
relationship strength, and directionality between variables; Multiple regression analysis is applied for
exploring influence of molecular mixology attributes on customers satisfaction and revisit intention. This
is key for projects to present statistical proof of the nature molecular mixology enhances consumer
experience in luxury hospitality venues.

Table-1.1
Reliability Statistics

Cronbach's
Alpha M of ltems

894 16

Output from SPSS
The Cronbach’s Alpha value of 0.894 for 16 items indicates a high level of internal consistency, showing
that the scale is highly reliable for the study.

Table-1.2
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 829
Bartlett's Test of Approx. Chi-Square 18931.438
Sphericity df 170
Sig. 000
Output from SPSS

The KMO value of 0.829 indicates good sampling adequacy, and the significant Bartlett’s test (p = 0.000)
confirms that the data is suitable for factor analysis.
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Table-1.3
Communalities

Initial Extraction
Visual presentation 1.000 703
Innovative experience 1.000 820
Interesting flavors 1.000 a1z
Sensaory experience 1.000 GAG
%ﬂc;r;?ell‘géﬁgﬂ?jpe'snna' 1.000 764
Creativity in heverages 1.000 407
E:ph;.?;ffemsp'ta“w 1.000 681
Excitement 1.000 .BGY
Enjoyable har experience 1.000 A28
Premium feeling 1.000 GB3
Satisfaction 1.000 GE1
Meets expectations 1.000 765
Improves perception 1.000 842
Try again 1.000 G684
Recommend to others 1.000 G445
Revisit intention 1.000 764

Extraction Method: Principal Component Analysis.

Table-1.4
Total Variance Explained
Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Component Total % ofWariance | Cumulative % Total % ofWariance | Cumulative % Total % of Variance | Cumulative %
1 6197 38.729 38729 6.197 38.729 38.729 5.347 3342 3347
2 4697 29.358 68.087 4697 29.358 68.087 5161 32257 65.678
3 1.324 8.276 76.364 1.324 8.276 76.364 1.710 10.685 76.364
4 725 4,532 80.8596
i 68 3547 84.443
[ 547 342 87.864
7 445 2783 90.648
8 348 2173 92,820
9 266 1.661 94481
10 256 1.598 96.079
11 182 1.138 9r.27
12 143 BOYG 98113
13 15 721 98.834
14 091 BT 99.40M
15 060 372 99774
16 036 226 100.000

Extraction Method: Principal Component Analysis.
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Table-1.5
Correlations
MM_Total | CE_TOTAL | CS_TOTAL | RL_TOTAL
MM_Total FPearson Correlation 1 505 483 491"
Sig. (2-tailed) .000 .000 .000
N 600 600 600 600
CE_TOTAL Pearson Correlation A0 1 812" 826
Sig. (2-tailed) .000 000 .000
N 600 600 600 600
CS_TOTAL  Pearson Correlation 483" a12" 1 6347
Sig. (2-tailed) .000 .000 .000
N 600 600 600 600
RI_TOTAL  Pearson Correlation 401" 826 634 1
Sig. (2-tailed) .000 .000 .000
N 600 600 600 600

** Correlation is significant at the 0.01 level (2-tailed).

There is a positive and significant correlation between MM_Total, CE_TOTAL, CS_TOTAL, and
RI_TOTAL (p < 0.01), indicating that increases in one variable are associated with increases in the
others.

Table-1.6
Model Summary
Change Statistics
Adjusted R Std. Error of R Square
Madel R R Square Square the Estimate Change F Change df df2 Sig. F Change
1 4832 233 232 ABTBE 233 182113 1 598 .0oo
a. Predictors: (Constant), MM_Total
Table-1.7
ANOVA®
Sum of
Madel Squares df Mean Square F Sig.
1 Regression G2.935 1 62835 182113 .ooo®
Residual 206.658 548 346
Total 269.593 5499

a. DependentWariable: C5_TOTAL
h. Predictors: (Constant), MM_Total
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Table-1.8

Coefficients®

Standardized
Unstandardized Coefficients Coefficients
Model =] Std. Error Beta t Sig.
1 (Constant) 1.935 .ave 24,812 .aoo
MM_Total 3158 023 483 13.4495 .0oo

a. DependentVariable; CS_TOTAL

Table-1. 6: It shows R value (0.483) has a moderate positive correlation between MM_Total and
CS_TOTAL. This indicates that 23.3% of variation in CS_TOTAL is explained by MM_Total as
indicated by the coefficient of determination (R?) value (0.233). The ANOVA table-1. 7 indicate that the
regression model is statistically significant (F = 182.113, p = 0.000 < 0.05), which means MM_Total
significantly used to predict CS_ TOTAL. The regression coefficient for MM _Total (f = 0.315) positive
and significant (p=0.000), meaning that has a significant positive effect MM_Total over CS_TOTAL.
Results show that MM _Total have a significant and positive impact on CS_TOTAL.

“Results and Discussion”

Cronbach's Alpha was used for reliability analysis which yielded 0.894 indicating high internal
consistency among the sixteen items in the study. Thus, this validates the reliability of the measurement
scale used to measure molecular mixology attributes and customer perceptions.

In addition, the Kaiser-Ispahani value (KMO) of 0:829 showed excellent sampling validity with
acceptable data for factoring analysis. Bartlett's Test of Sphericity was significant (p = 0.000), indicating
that the variables are sufficiently interrelated to proceed with factor analysis.Correlation results indicated
a statistically significant positive association between MM_Total, CE_TOTAL, CS TOTAL and
RI_TOTAL at the 0.01 level of significance. This suggests that the increase of molecular mixology
attributes enhances customer experience, satisfaction and revisit intention in improvement.To determine
the effect of molecular mixology on customer satisfaction regression analysis was conducted. The Model
Summary indicated an R value of 0.483 indicating a moderate positive relationship between the
molecular mixology attributes and customer satisfaction. Therefore r2 = 0.233, 23.3% of variance in
customer satisfaction was explained by molecular mixology attributes.

The ANOVA results showed that the regression model was statistically significant (F = 182.113, p <
0.05) which suggested molecular mixology predicted customer satisfaction significantly. The regression
coefficient for MM _Total (B = 0.315) was positive and statistically significant, thus providing evidence
that molecular mixology has an effect on customer satisfaction. This research will allow to emphasize the
criticality of new beverage preparation mechanisms in luxury hospitality as a means of offering truly
unique customer experience.

Findings :The main results of the study are:

> The Cronbach’s Alpha value is 0.894, indicating that the measurement scale used in the study is
highly reliable.

> The KMO value of 0.829 along with significant Bartlett’s Test confirms factor analysis is suitable
for data.

> Molecular mixology attributes positively and significantly influences customer experience,
customer satisfaction and revisit intention.

> Molecular mixology has a positive and statistically significant effect on customer satisfaction
according to regression analysis.

> Molecular mixology accounts for 23.3% of the variance in customer satisfaction among
respondents.
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Conclusion

In conclusion, molecular mixology is recognized as a significant factor which enhances customer
satisfaction in luxury hospitality venues. The use of new drink preparation techniques allows not only for
an improved quality and presentation of the drinks, but also contributes to extraordinary moments for
guests. The positive correlation between molecular mixology traits and customer satisfaction could be
applied and utilized by hospitality businesses to deepen their customer attachment and loyalty. Molecular
mixology also provides for unique dining events, which can reinforce return visits and enhance the
competitive status of fine hospitality properties.

Suggestions
Upon finding, the study recommends as follow:

v Molecular mixology — This technique helps to innovate drinks-menu around luxury hotels and
F&B outlets.
v Bartenders should receive specialized training in molecular mixology techniques at hospitality

establishments.
v They should focus on creating engaging, visually driven, beverage-centered experiences for
customers.

v Marketing can position molecular mixology as a key point of differentiation within hospitality
venues.
v Future research could explore how molecular mixology affects customer loyalty and brand

perception across different hospitality segments.
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