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Abstract

This study aims to proffer solutions to customer loyalty challenges at these destinations by
proposing and validating customer loyalty model using relationship marketing and social
exchange theory. Based on the underpinning theories, this study analyzed the direct and
indirect influence of brand image, trust, convenience and emotion on customer loyalty of five
star hotels in Malaysia and Jordan. Further, the mediating effect of customer satisfaction on
the relationship between exogenous latent variables and endogenous latent variable was
investigated. A total of 384 and 371customers respectively of three famous hotels under the
management of Starwood were sampled using convenience sampling method for data
analysis from Malaysia and Jordan. SPSS version 21.0 software was used for the analysis.
However, the empirical results showed partial mediation effects on the relationship between
brand image, trust, convenience, emotion and customer loyalty in respect of Malaysian hotel
customers. In Jordan hotels, satisfaction does not mediate the relationship between trust and
customer loyalty but partially mediate between emotion, brand image, convenience and
customer loyalty. In summary, the findings of this study will narrow the perception of the top
echelon of these hotels on the actual factors to focus in order to earn loyalty of their valued
customers. This study also contributed to frontier of knowledge by integrating the variables
of relationship marketing from the perspectives of two developing countries.
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Introduction

According to prior studies on tourism, governments all over the globe generally
support and promote tourism owing to its positive effect on the development and growth of
the economy (Cardenaas-Garcia, Sanchez-Rivero & Pulido-Fernandez, 2015; Mazghouni &
Goaied, 2015; Page, 2014). Specifically, tourism opens avenues for employment opportunities
and income and it results in positive balance of payments, boosts tourism supply sector and
facilitates overall economic activity growth within the country (Khanna, Papadavid, Tyson &
te Velde, 2016). This led Joppe and Li (2014) to propose the impact of tourism on economic
guantitative measurement employed in the development of the economy. Consequently, a
distinct literature has developed to measure the effect of tourism on the basis of GDP in order
to gauge its contribution to the growth of the economy (Aslan, 2014).

This study is based on the customer loyalty of five star-hotels in both Malaysia and
Jordan, there are some common assumptions of internal factors or homogeneity between
these two countries, such as they are Muslim countries, developing and low-income
countries, and the geographic density of population distribution are influential factors which
affect the development of the public and private sectors. There are abundant elements that
encourage tourism, including the construction of five-star hotels in these areas. Researchers
such as Godolia and Spaho (2014), recommended that as many differences exist between
these countries and developed ones, conducting research in such developing economies is an
important contribution to the body of knowledge.

In relation to the above, loyal customer can also be viewed as a source to maximize
revenues among organizations, which in turn, could lead to predictable sales and return
(Chen, Sch, Kazman & Matthes, 2016; Karajaluoto, Jayawardhena, Pihlstrom, & Leppaniemei,
2015). Also, customers that are satisfied and loyal create free advertisement in the form of
positive word of mouth (Dogdubay & Avcikurt, 2009; Shoemaker & Lewis, 1999). In view of
the firm’s profitability, a 5% customer’s retention will approximately lead to 25-95% company
profitability (Reicheld, 1996; Yao, 2013). Therefore, the creation of loyal customers is crucial
to the generation of profits in firms, and this may be possible through customer satisfaction.

The extensive expansion of hotel services has brought about competitive advantage
among service providers. This is compounded by the tourism increase around the globe that
necessitated the boost of hotel construction, particularly luxury hotels (five-star hotels). It is
thus not surprising that currently, hotels among different categories are in fierce competition
to retain customers through customer support services and price-cutting strategies. However,
the latter could lead to serious risk of adverse outcomes in terms of long-term profitability of
hotels (Kawachart, 2013). More importantly, the critically affected hotels is the luxury class
hotels, where the occupancy rate and room rate has been showing a decrease owing to price
instability (Kawachart, 2013).

Specifically, Malaysia is increasingly turning into a high-income nation, where people
are becoming sensitive with the service quality regardless of costs. In hotels, patrons
expectations have increased in regards to timely and reliable customer services and those
who are dissatisfied do not hesitate to look for better alternatives (Abdullah & Hamdan,
2012).

Generally, tourism is influenced by circumstances (regional or international). In
Jordan, a sharp decrease in the profitability of tourism industry has been noted in the past
five years and this has affected the national economy of the country. The top challenges noted
in this sector include the unstable political situation in the Middle Eastern region that resulted
in the decline of the number of tourists. This is compounded by the negative image that the
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media has developed about the country concerning instability as opposed to actual reality
(stability, security and safety) and as such, it has become important to disseminate the right
image (Alrai, 2015).

Literature Review

A look at the proposed models in literature shows that the relationship quality and
customer loyalty are the top variables (Adoyo et al., 2012; Berezina, Cobanoglu, Miller &
Kwansa, 2012; Li, Ye & Law, 2013). In the present study, relationship development covers
image, trust and convenience, and it is mediated by satisfaction — this provides the optimum
analysis of the relationship strength (Chu et al., 2016; Magnini, Crotts & Zehrer, 2011;
Shammout, 2007), with the ultimate aim being the realization of customer loyalty (Adoyo et
al., 2012).

However, according to Suhartanto (2011), when the empirical analysis is limited to the
constructs viewed as determinants of loyalty, the whole empirical gap cannot be revealed and
therefore, variables have to be investigated for being relationship quality antecedents along
with emotion in terms of social status of hotel rating (Ali, Kim, Li & Jeon, 2016; Amiri &
Esmailpour, 2014; Nwokorie, 2016; Wilks & Hemsworth, 2012). Therefore, in the present
study the perception of variables (image, trust, convenience, satisfaction) along with emotion
will be examined in relation to loyalty and in relation to their contribution in service marketing
theories.

As mentioned, one of the present study’s proposed independent variables is brand
image, and it is described as the mental impression the hotel customer holds either from
different channels — advertisements, public relations, word-of-mouth, personal experience in
prior consumption, among others (Wu & Liang, 2009). It is a crucial factor that affects the
perceptions of customer evaluations of satisfaction with the service, especially when services
are complicated to evaluate (Elbakoush, 2015; Yan, 2015). Several authors stated that image
has arole in the cumulative customer satisfaction effect (Shammout, 2007; Suhartanto, 2011;
Wu & Liang, 2009), while others found brand image to be a crucial factor for hotel guests in
their recommendation and intention to purchase (Hoq, Sultana & Amin, 2010). indicating that
examining the variable together with other variables will contribute to literature and to
academics alike (Wu & Liang, 2009). In fact, prior studies have recommended the examination
of brand image in relation to customer loyalty (Abashah, 2015; Pelegrin-Borondo, Arias-Oliva
& Olarte-Pascual, 2016; Tasci, 2016; Ullah, Raza & Chander, 2016).

The next independent variable proposed in this study is trust, referring to the level of
confidence developed on the service provider that can contribute to repurchase behavior
(Elbakoush, 2015; Warsame, 2015). Trust is a crucial construct in the development of a
relationship as evidenced by several studies in literature (Noorashikin & Ani, 2014; Elbakoush,
2015; Morgan & Hung, 1994; Warsame, 2015). This belief is supported by Morgan and Hung
(1994) who stated that relationship thrives if there is trust between the two parties. This
supports the proposal in this study of trust as an independent variable that leads to 5-star
hotel customer loyalty in Jordan and Malaysia. It can therefore be stated that the
investigation of trust effects on customer loyalty will contribute to the body of knowledge (Ali
et al., 2016; Amiri & Esmailpour, 2014; Liu, Deng, Hu & Chen, 2015; Razak, Palilati, Hajar &
Madjid, 2016; Suhartanto, 2011).

The next proposed independent variable in this study is convenience. In this regard,
owing to the extensive proliferation of hotel services, it is only logical that guests also take
convenience into consideration when deciding their lodging (Noorashikin & Ani, 2014). It
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refers to the accessibility to places of interest/event. In literature, service convenience has
been revised as customers’ effort and time perceptions towards the use or purchase of
services (e.g. Seiders, Voss, Godfrey & Grewal, 2007; Berry, Seiders & Grewal, 2002).
Convenience was suggested by Adoyo et al. (2012) for examination in other service industries
as among the relationship quality dimensions, the variable constituted 63% of the regression
model used in their study. Future studies have been urged by Dai, Haried and Salam (2011)
as well as Warsame (2015) to examine the influence of convenience on customer loyalty via
the role of customer satisfaction in dynamic emerging economies.

In the hospitality industry, considering the many challenges that exist, loyalty
initiatives have to be developed to bring about emotion between the customer-hotel
relationships. Several studies including Andersen and Kumar (2006), Cheng and Rashid (2015)
and Williams (2012) also evidenced that regardless of the works that attempted to explain
the relationship marketing development, those that concentrated on emotion are still few
and far between. Other studies like Chaparro-Pelaez, Hernandez-Garcia & Uruena-Lopez
(2015) and Williams (2014) suggested that future studies examine the way emotions influence
customers’ decisions to maintain or to break a relationship or how to establish the same.

The present study thus proposes an extended relationship marketing model where
relationship quality is integrated with emotions to determine customer loyalty in 5-star hotels
in Malaysia and Jordan, as developing countries as suggested in previous literature (Ali et al.,
2016; Amiri & Esmailpour, 2014; Kim et al., 2015; Nwokorie, 2016; Wilks & Hemsworth, 2012).
This is deemed to be a novel contribution to the hospitality loyalty literature.

Theoretical Framework

The relationship marketing and social exchange viewed in this thesis develops with
the help of a thorough literature review, and the integration of factors that were excluded in
a single model by prior studies. The thesis attempts to offer a picture of an effective
relationship marketing initiative by proposing that emotions, trust, brand image and
convenience as an important variables in customer relationship development on loyalty
context as showed in Figure 1.

- Theoretical gap

Recom ation

1- Recomme??a%&lon By (Alietal., 2016; Amiri & Esmailpour, 2014; Kim et al., 2015; Nwokorie,
2016; Wilks & Hemsworth, 2012).

2- Recommendation by (Abashah, 2015; Pelegrin-Borondo, Arias-Oliva, & Olarte-Pascual,
2016; Tasci, 2016; Ullah, Raza, & Chander, 2016).
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3- Recommendation by (Ali et al., 2016; Amiri & Esmailpour, 2014; Liu, Deng, Hu, & Chen,
2015; Razak, Palilati, Hajar, & Madjid, 2016; Suhartanto, 2011).
4- Recommendation by (Dai, Haried, & Salam, 2011; Warsame, 2015).

Research Methodology

This research used a descriptive measurement method and a survey measurement.
This descriptive methodology used in the research intentionally used to describe the
characteristics of hotel industry and customers as well as to determine the characteristics
answer who, when, where and what kind of problems. In addition, this research is designed
to apply a survey method to build questionnaires to get the responses and more
understanding about the customer attitudes and loyalty in the hotel industry in Malaysia and
Jordan. According to (Zikmund et al., 1994) , questionnaire is a measurement technique to
collect data from a sample of the research community. Therefore, the data will be collected
using two links on online of special five-star hotels in Jordan and one special five-star hotels
in Malaysia. The total population in Malaysia was 752,260 and Jordan 9,537 (The Ministry of
Tourism Malaysia and Jordan 2015). Accordingly, the first group which is Malaysia 5-star hotel
guests has 384 sample, while the second group which is Jordan 5-start hotel guests has 370
sample (Sekaran, 2010), allowing an error rate that is less than 5% of the 95% level of
reliability. Due to the impossible feat of including the entire units of the guest population, a
convenience sampling was employed.

Table 1 below shows the list of these hotels and the guests that responded to the
guestionnaire during the data collection. Data for this study was collected between
September and October 2016. Research assistants were employed to assist in distributing the
guestionnaire in Malaysia and Jordan.

Table 1
Data collected in Malaysia and Jordan
Countyry Haotel Data collected
Sheraton 133
Malaysia Le Meridien g4
Marrott 167
Sheraton 114
Jordan Le MMeridien 158
Marriolt Q9

Hypothesis Testing Result Of Direct Relationship Of Variables

The hypotheses were tested in the desired model through three measures, the
significance of Correlation Coefficients (R), the Coefficient of Determination (R?), and lastly,
the Multiple Regression (Beta).
Hi: Emotion, brand image, trust, and convenience are positively correlated with customer
loyalty in Malaysia and Jordan.
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Table 2
The results of the application of the regression Emotion, brand image, trust, and convenience
direct positively correlates with the customer loyalty

Variables 5] T Sig. R R? F Sig.
Emotion 0.04 1.19 0.24
Brand image | 0.47 1004 [ 0.00
trust 001-| 0.22- | 083
convenience 0.39 6.23 Q.00
Emotion 0.19 3.72 DO0 (041 | 015 18.59 0.00
Brand image | 0.17 3.34 [ 0.00
trust 0.01-| 0.20- | 084
CoOnvVenience 0.21 3.41 000

Malayvsia 077 | 059 | 14073 | 0.00

Jordan

Based on the results indicated in the table (Table 2), in the Malaysian case, there is a
statistical direct significant relationship between emotion, brand image, trust and
convenience and customer loyalty at the significance level of (p =0.05). The results indicate
the correlation coefficient (R) to be 0.77, the (R?) to be 0.59, and the value test (F) to be
140.53. Thus, the hypothesis is accepted. In the case of Jordan, a statistical significant direct
and positive relationship was found between emotion, brand image, trust and convenience,
and customer loyalty at the significance level of (p =0.05). The results indicate that the value
of correlation coefficient R=0.41, R? = 0.16, and the test value F=18.59 at (0.00), with a
statistical significance level of (p=0.05) and thus, the hypothesis is accepted.

The second hypothesis proposes that;

Hz: Emotion, brand image, trust, and convenience are positively correlated with customer
satisfaction in Malaysia and Jordan.

Table 3
The results of the application of the regression emotion, brand image, trust, and convenience
direct positively correlates with the customer satisfaction

Variables £} T Sig. R | 3] F Sig.
Emotion 009 | 243 | 002
. Brand image | 0.36 | V.85 | 0.00 )
Malawvsia P 024 417 | 0.00 0.78 | 061 148 66 | 0.00
convenience | 0.30 | 4. 85 | 000
Emotion 033 | 7.86 | 000
Brand image | 040 | 927 | O.00 )
Jordan P— 000 loo2 [oos 066 | 043 69 31 | 000
convenience | 015 | 2.90 | 000

On the basis of the results contained in Table 3, in the case of Malaysia, there is a
statistical significant direct relationship between emotion, brand image, trust and
convenience that is positive in nature with customer satisfaction at the level of significance
(p=0.05). The results indicated that R is 0.78, R-square is 0.61, and the test value F is 148.22
and thus, the second hypothesis is accepted. On the other hand, in Jordan, a statistical
significance direct and positive relationship exists between emotion, brand image, trust and
convenience, and customer satisfaction at the significance level of (p=0.05). The results
showed that R is 0.66, R-square is 0.43, and the test value F is 69.31.
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The third hypothesis proposes that;

Hs: Customer satisfaction is positively correlated with customer loyalty in Malaysia and
Jordan.

Table 4
The results of the application of the regression customer satisfaction direct positively
correlates with the customer loyalty

B T Sig. R R2 F Sig.
Malaysia 0.69 18.34 0.00 0.69 0.47 336.52 0.00
Jordan 0.34 6.91 0.00 0.3 0.12 47_80 0.00

The results presented in the above table (Table 4) concerning the proposed
relationship between customer satisfaction and customer loyalty in the case of Malaysia
supported the relationship at the level of significance (p=0.05). Specifically, the values
indicated that R is 0.69, R-square is 0.47, and the F test value is 336.52. The values indicate
support for the third hypothesis.

With regards to the Jordanian case, customer satisfaction was found to be positively
and directly correlated with customer loyalty at the significance level (p=0.05), where the
following values were obtained; R=0.34, R-square=0.12, and F test value =47.80. These values
indicate support for the third hypothesis.

Testing The Mediating Effect

The developed research model contains four potential mediating effects between the
exogenous variables and the dependent variables. They are proposed in the following
hypothesis;

Ha: Customer satisfaction mediates the relationship between emotion, brand image, trust,
convenience and customer loyalty in Malaysia and Jordan.

VAF value is less than 20%, it can be conclude no mediation relationship. Value ranging
“between” 20 % to 80 %, can be characterized as partial mediation, and above 80%, it can be
assumed a full mediation (Hair Jr, Hult, Ringle, & Sarstedt, 2016). Table (5) shows VAF in all
variables in models:

Table 5
VAF mediator calculator
Variables Std. Std. Indirect | VAF Result
Beta Beta effect
Path a Path b
MMalavsia Emotion 0.09 0.69 0064 0.49 | Partial Mediation
Brand image 036 0.69 0372 0.40 | Partial Mediation
Trust 024 0.69 0.0753- 0.69 Partial Mediation
Convemence .30 .69 0311 040 Partial Mediation
Jordan Emoton 0.33 034 0.14> .44 Partial Mediation
Brand mmage 0,40 0.54 0117 0.4 Partial Mediation
Trast 0,00 0.34 0.012- 0,00 No Mediation
Convenience 0.15 0.34 022 0.22 Partial Mediation

On the other hand, in Jordan, customer satisfaction was found to have a partial
mediation effect towards the relationship between emotion, brand image, and convenience
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with customer loyalty. However, customer satisfaction was found to have no mediation effect
towards the relationship between trust and customer loyalty. These findings contribute
towards theoretical and practical knowledge by providing evidence about determinants of
customer loyalty towards selecting five star hotels in Malaysia and Jordan.

The overall results supported the mediating effects of customer satisfaction between
emotion, brand image, trust, convenience and customer loyalty. Based on the results
contained in the above tables, in the Malaysian case, there is a statistical significant mediating
effect of customer satisfaction on the relationship between emotion, brand image, trust,
convenience and customer loyalty at the level of significance (p=0.05). More specifically, the
following values were obtained; R=0.79, R-square=0.62, and the F test value is 125.279. All
the values indicate support for the proposed mediating hypothesis. In Jordan, similar to the
Malaysian case, the results showed a statistical significant mediating effect of customer
satisfaction on the relationship between emotion, brand image, trust, convenience and
customer loyalty at the significance level (p=0.05). Specifically, the following values were
found; R=0.42, R-square=0.18, and the F test value is 16.00. Hence, the mediating effect is
also supported in the Jordanian case. As can be seen from the interpretation above the R?
change is not a criteria or important factor in assessing mediation while in moderation the R?
change is an important criteria. In mediation the concern is the change in Beta value before
and after the inclusion of the mediator variable (Baron & Kenny, 1986; MacKinnon, 2011).

Recommendations For Further Research

On the basis of the above limitations, future empirical research is called for to extend
the study. The present study framework may be added to and extended to strengthen the
findings and overcome the limitations. The research variables may be used in different sectors
like the hospitals, restaurants and airports to determine their influence on customer
satisfaction and loyalty. Moreover, the findings may differ when considered in other cultural
groups. This indicates a need for future studies to conduct cross-cultural research to
determine whether or not premium customers have the same behavior all over the globe, or
whether Malaysian and Jordanian customers are unique due to their culture. In Sheth and
Parvatiyar (1995) and Arnold and Bianchi (2001), the authors stressed on culture as a
significant issue in consumer-business relationships. This is a significant issue, particularly for
global service providers that focus on diverse customer range. Furthermore, despite the
appropriate variance explained for both customer satisfaction and loyalty, other determinant
variables like customer commitment as evidenced in prior studies (e.g., Chang, 2013;
Martinez & del Bosque, 2013; Razak, Palilati, Hajar & Madjid, 2016), price (Shamsudin, 2012;
Yan 2015), perceived value and reputation, among others may be included in the model to
furnish a more extensive explanation of the variables. Lastly, it is also recommended that
future studies include the direct and indirect effects between the variables to examine the
moderating effects between them. For example, future studies could focus on the moderating
effect of trust between emotion and customer loyalty, and the mediating effect of
convenience between customer satisfaction and customer loyalty. This would furnish a
deeper understanding of the variables relationships.
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