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Abstract: A loyal guest has demanded value-based fairness at the time of purchasing a product 
or accommodation as a member or regular guest. The purpose of the paper is to examine the 
relationships between service disclosure, price fairness, problem-solving, system adaptation, 
guest behavioral loyalty, and value-based fairness in Malaysian five-star resorts. This study 
follows the questionnaire survey-based procedure to collect data from the resort’s guests, and 
392 valid responses were collected. The analytical technique offers SEM (Structural Modelling 
Equation) to test the hypotheses of the model. The results found the relationships of influencing 
factors of guest behavioural loyalty and value-based fairness. Furthermore, guest behavioral 
loyalty significantly mediates between affecting factor of guest behavioural loyalty and value-
based fairness. Thus, the model synthesized the links of verifying research and providing 
articulation of constructs on how might apply within the resort industry context. Research 
findings were achieved objectives simultaneously and will, assist the resort management and 
implement value-based fairness for the regular guest as connecting long-term relationship.
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Introduction

Malaysia’s hospitality industry plays an essential role in the country’s total economic 
growth (Mohamud, Khalifa, Abuelhassa & Kaliyamoorthy, 2017). Although this 
industry has exponential growth globally, there remains many ever-growing and 
ever-evolving challenges, including stiff competition. These challenges signifies the 
guest increased range of choices, higher expenditure and levels of service (Abd-Elaziz, 
Aziz, Khalifa & Abdel-Aleem, 2015; Abou-Shouk & Khalifa, 2017; Khalifa & Abou-
Shouk, 2014; Wangpimoon, 2017). Today’s hospitality industry is exceptionally 
competitive, especially in Asia’s countries and guest demanding standard service or 
looking alternatives (Daun & Klinger, 2006; Mattila, Hellström & Törrönen, 2006). 
Therefore, service offerings are now considered possessions that reflects on guest 
regular purchase and involve to join loyalty program and enjoy value-based fairness 
(Evanschitzky, Iyer, Plassmann, Niessing & Meffert, 2006).  

While the definition of fairness is sometimes challenging to explain because what 
is fair to one person can be considered unfair to another (Saulters, Hendrickson & 
Chaddad, 2018), and value-based fairness derived from broad participation of resort 
guests. Value-based fairness is the decision of top management teams after taking 
into account how guests perceive a product or service concerning fairness (TM 
Ingenbleek, 2014). However, while past studies have looked at guest facilities in 
terms of price such as commissions, value fairness, incentives or promotions (Amer, 
Busson & Lassous, 2018; Doliya & Singh, 2015; Hwang, Baloglu &  Tanford, 2019; 
Kienzler, Koch & Vázquez, 2018).  It would be beneficial to include cost decreases, 
revenue increases and achieving profitable fairness to derive better insights for long-
time relationships with guests (Hinterhuber, 2008, 2004; Kandampully & Hu, 
2007). 

In addition, guest behavioral loyalty is a dimension of customer loyalty (Abd-
Elaziz et al., 2015; Abou-Shouk and Khalifa, 2017; Kandampully, Zhang, & Bilgihan, 
2015), which is an essential part of the service-oriented industry. Oliver, (1999) 
has referred that guest behavioral loyalty profoundly entrenched commitment to 
patronize service and product consistently despite situational influence or market 
effort to change the preference. Thus, Ball, Simões Coelho, & Machás (2004) have 
divided loyalty into two dimensions; attitudinal and behavioral. Behavioral loyalty 
is related to repeat transaction, while attitudinal is related to the positive effect 
of continue relationship. Undeniably, resort guests expect standard value service 
that translates into loyalty. Hence, guests’ profile is saved to maintain a long-term 
relationship as considered as a significant asset for a resort (Reichheld & Sasser, 
1990). Past studies have investigated little attention to the relationship between 
guest behavioral loyalty and value-based fairness that helped to maintain long-
term beneficial relationships with guests (Pan,  Sheng & Xie, 2012). Furthermore, 
quality disclosure provides information about the quality of services and products, 
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which are available in the market ( Deribe, Woldemichael, Wondafrash, Haile & 
Amberbir, 2008; Forbes, Lederman & Wither, 2018; Kummer, Ryschka & Bick, 
2018). Past researches have examined the influence of product disclosure on human 
psychology and behavior (Darics, 2013; Yunong & Xiong, 2008). Little attention 
has been drawn in the literature on direct relationships of quality disclosure effects 
on guest behavioural loyalty and indirectly effects on value-based fairness through 
guest behavioural loyalty. 

Moreover, resort mainly responsible for standardizing, which may vary in 
different countries, and influence on product and service price (Becerra, Santaló 
& Silva, 2013; Masiero, Nicolau & Law, 2015). Nevertheless, price fairness is 
very subjective due to price perceptions of the guest ( Xia, Monroe & Cox, 2004). 
Price fairness, in turn, directly influence on guest behavioral loyalty and indirectly 
value-based fairness, which remains to be under-researched in literature with less 
attention. Further, currently, a prominent research area in cognitive psychology is 
problem-solving. Problem-solving occurred commonly in the delivery of services 
and investigated in various contexts (Cooke & Kemeny, 2017; D’zurilla, Chang, & 
Sanna, 2003; Hooker, 2017; Leal Filho, Manolas, & Pace, 2015). However, little 
consideration has strained in the relationships between problem-solving and guest 
behavioral loyalty, and the mediating effect of guest behavioral loyalty between 
problem-solving and value-based fairness. Moreover, system adaptation defines as a 
changed behavior, ability, willingness, feeling, and thoughts with the environment 
and requirements (McArdle, Waters, Briscoe & Hall, 2007). 

Specifically, in the service industry, system adaption refers to the positive 
motivation towards changing oneself to be more familiar with service and its 
environmental effect ( Chatterjee, Georgiev & Iannacchione, 2017; Peck & 
Waxman, 2018). A little attention has been investigated that system adaptation 
directly effects on guest behavioral loyalty and indirectly effects on value-based 
fairness through guest behavioral loyalty. To this end, this study investigates the 
relationship between influencing factors of guest behavioral loyalty and value-based 
fairness in Malaysian resorts. Moreover, this study is essential for both theoretical 
and managerial implications. Thus, the implication of the present study is quite 
crucial and meaningful in the hospitality field.

Literature Review

Quality Disclosure 

A growing literature has shown that the guest does not use all available information; 
instead, the decision depends on the simplicity of calculating the information of 
interest (Dranove & Jin, 2010). Hospitality industry discloses quality information 
to the potential guest using a variety of communication channels. However, it is 

13_APJIHT 8(AESI)_P13_2nd.indd   3 11/18/19   7:59 AM



APJIHT Vol. 8 [7th Asia Euro Conference 2018: Tourism, Hospitality & Gastronomy], 2019 

4 Md Sazzad Hossain, Gamal S. A. Khalifa and Muhammad Abu Horaira

common that service or product differentiates in terms of quality and a non-quality 
characteristic. Firstly, quality is privately observed by the resort, after observing the 
quality, the resort can credibly disclose it by incurring a positive cost or voluntarily 
disclose all information if their quality exceeds some threshold (Levin, Peck, & Ye, 
2009).  The basic rules that govern the disclosure about an organization’s service and 
product, which can procure through an agreement. The social penetration theory 
(Altman & Taylor, 1973) considered that quality disclosure is a critical component 
to promote cordial relations for the formation of a long-term relationship between a 
service provider and guest (Crosby, Evans & Cowles, 1990). 

It also provides information about service or product and options as an 
incentive of reciprocity to the guest (Chiang, Yang, & Hwang, 2014; Parsons, 
2008). Therefore, disclosure expanded as a procedure in which guests and employees 
familiarise with each other (Baxter, 1987). Several scholars (Hwang, Hang & Kim, 
2015) have categorized disclosure in the delivery process into two sub-dimensions; 
service and customer disclosure. Besides, the guest expects resort service and server 
facilities to establish long-time communication and transaction (Mizik & Jacobson, 
2008). The relevant information about service is generally believed to be beneficial 
to the provider by providing better quality information (Deribe, Woldemichael, 
Wondafrash, Haile, & Amberbir, 2008).

However, quality disclosure directly effects on guest behavioral loyalty. This effect 
indicates that product or service quality information disclosure inspires to the guest 
for enhancing a long-term relationship. E. Kim & Ham, (2016) have investigated 
that quality information has significantly influenced the guest’s service choices. 
When a guest has a positive experience with service, they tend to be positive about 
the product’s attributes and thus, evaluation accordingly, leading to corresponding 
behavioral changes toward purchasing the product. On the other hand, quality 
disclosure indirectly effects on value-based fairness through guest behavioral loyalty. 
The mediating effect of behavioral loyalty denotes guest involvement and attitudinal 
responses. Accordingly, Bilgihan, Madanoglu, & Ricci, (2016) have examined that 
intention to return as a mediating effect between attitude and return. Picón-Berjoyo, 
Ruiz-Moreno, & Castro, (2016) also, have investigated a mediating role of customer 
behavioral loyalty with determinants of satisfaction. Furthermore, to the best of 
authors’ knowledge, little consideration has drawn to the direct effect of quality 
disclosure and guest behavioral loyalty toward value-based fairness. The disclosure 
about the quality of a resort’s service, environment, and other facilities should take 
into account for guest behavioral loyalty (Dafny & Dranove, 2008). From the above 
arguments, we formulated two hypotheses as follows: 

H1a: Quality disclosure has a positive effect on guest behavioural loyalty  
H1b: Quality disclosure has a positive impact on value-based fairness through 
guest behavioural loyalty   
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Price Fairness 

Although resorts can charge as they wish, this approach to pricing can be a cause of 
dissatisfaction amongst guests, leading to a negative impact in future transactions 
(Bolton, Warlop & Alba, 2003). Commonly, a positive perception will trigger a positive 
response, and a negative impression will trigger a harmful behaviour (Martin, Ponder 
& Lueg, 2009; Xia et al., 2004). However, past research results on accommodation 
pricing have been consistent; resorts located nearer to a focal point such as the city 
centre, generally involved with a higher price. Furthermore, the category of the resort 
determined by price signalling factors that help to reduce or observe market price 
(Hung, Shang & Wang, 2010). Besides, signalling factors formalize the service sector 
of a star rating, online ratings, and chain affiliation system. The star rating system 
categorizes accommodation establishments into classes, types, categories, and graded 
according to standard physical and service criteria (Hung et al., 2010; Öğüt & Onur 
Taş, 2012). In the global market today, the online guest influence is insignificant 
(Israeli, 2002) and the category of pricing determined by the services and amenities 
offered (Chan & Wong, 2006). Besides, the facilities like mini bar, television, items of 
furniture, and the provision of laundry service also contribute to higher pricing (Lee & 
Jang, 2012). Similarly, services like wireless internet access, express booking and check-
out, and free breakfast and housekeeping all add up to a higher price (Yang, Zhang & 
Mattila, 2016). Pricing also influenced by the availability of amenities and facilities 
such as business centre, car parking, fitness centre, swimming pool, and other factors 
such as several rooms, brand reputation  (Thrane, 2007). However, guests sometimes 
compare prices based on competitiveness and market evaluation. Reasonable and fair 
pricing can motivate guests to repeat purchase, whereas perceptions of high price may 
negatively influence future sales. 

However, the proposition associated that price fairness directly effects on 
guest behavioural loyalty. It commonly addresses the reasonable or cheap price to 
enhance guest repurchase intention. Kaura, Durga Prasad, & Sharma, (2015) have 
investigated the effects of price in fairness on customer loyalty. Considering these 
acknowledgments, the influence of price fairness has the potential to be significant in 
terms of guest relationships and overall behavioral loyalty.  On the other hand, price 
fairness effects on value-based fairness through behavioral loyalty. Price is considered 
to be a fundamental requirement for customer purchasing, and, there is widespread 
agreement on the value of pricing in behavioral loyalty (Jin, Line, & Merkebu, 2016). 
The mediating role behavioral loyalty plays an essential platform to achieve value-based 
fairness, which differs from the regular price. To this end, limited researchers examined 
to this mediating consideration between price fairness and value-based fairness. 

H2a: Price fairness has a positive impact on guest behavioural loyalty  
H2b: Price fairness has a positive impact on guest behavioural loyalty through 
value-based fairness
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Problem-solving 

Problem-solving researches were revolutionized in the past decade when researchers 
turned from studying under which solutions reached to the process of problem-
solving (Anlıak & Dinçer, 2009). It generally regarded as the most significant 
cognitive activity in everyday and professional contexts. Few problems usually 
encountered, which are inconsistent with the nature of issues and required to solve 
in the daily operation (Tucker, Edmondson &  Spear, 2002). Some of the essential 
problems needed to solve slowly, instead of an instant solution. Karakaya & Yılmaz, 
(2013) and Khalifa & Fawzy, (2017) have investigated that problem solving is an 
integral activity in the day-to-day operation of the service delivery process of a resort. 
Usually, everyday problems encountered in the resorts, including guest complaints 
such as noisy neighbours, dirty rooms, unpleasant staffs, and lousy quality meals 
(Dolnicar, 2002). It is essential to gain a clear and complete picture of the problems 
faced in past experiences as a reference to solve it (Spradlin, 2012). However, literature 
has shown that there is an exhaustive list of potential solutions for every problem 
identified which may not have encountered before (Qoura & Khalifa, 2013; Rittel 
& Webber, 1973). 

Consequently, it requires innovative thinking, skills, and ability to transform a 
problematic into the desired solution (Adams et al., 2015). Thus, resort employee 
must have strong problem-solving skills such as thinking on their feet and using 
current technologies to find solutions (Hmelo-Silver, Duncan & Chinn, 2007). 
Furthermore, empirical evidence has suggested that problem-solving has a direct 
influence on guest behavioural loyalty, and indirectly effects on value-based fairness 
through guest behavioural loyalty. A little attention has drawn in the indirect or 
mediating effects of behavioural loyalty between problem-solving and value-based 
fairness (METIS & Cupach, 1990). It is noted that behavioural loyalty can create a 
secure and confident relationship with regular guests (Guthrie, Vallée-Tourangeau, 
Vallée-Tourangeau & Howard, 2015; Thomas & Lleras, 2009). According to the 
above arguments, we formulated two hypotheses as follows: 

H3a: Problem-solving has a positive impact on guest behavioural loyalty 
H3b: Problem-solving has a positive impact on guest behavioural loyalty 
through value-based fairness

System Adaptation 

Adaptation generally refers to a process, not an event, whereby changes are instituted 
in the resort. It is a proactive process, which allows the resort to deliberately and 
continually change and create an in-service system (Basadur, Gelade, & Basadur, 
2014). In addition, system adaptation is a component of assessment and central 
motivation for the development of the observed system (Brandon, 2014; Reeve & 
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Sherman, 1993). Past studies have looked at system adaptation in different contexts 
(Baier, Rammer, & Schubert, 2015; Brandon, 2014; Schmitt & Klarner, 2015), 
especially in the hospitality industry. However, the resorts provide several types 
of services, which may not reach guest expectations. Resort guests are sometimes 
required to know about using technology and adopt service operation. Furthermore, 
system adaptation sets up environmental settings to meet their expectations (Williams 
& Matthews, 1966). Therefore, it encompasses the integration of technology access 
such as electronic door key and room facilities, information-based locations and 
other services (Chambers & Norton, 2016; Doyle, 2017; Janssen & Van Der Voort, 
2016). 

The service operation and technological system are organized by the system 
adaptation and changing environment (Chakravarthy, 1982). While there may be 
some uncertainty and fear that comes with changes in new settings, those can be 
adapted with convinced procedures (Guerrier & Adib, 2000; Huq et al., 2004). 
Schmitt & Klarner, (2015) have investigated that system adaptation also depends 
on the interaction between guests and resort to increasing adaptability. Therefore, 
the adaptation process contingent on the nature of the overall system, technology, 
and environment (Abou-Shouk & Khalifa, 2017; Khalifa & Hewedi, 2016; Khalifa 
& Mewad, 2017). However, the proposed framework hypothesizes that system 
adaptation directly effects on guest behavioural loyalty, that supports a long-
time relationship between guest and the resort. Razalli, (2008) has examined that 
customized service design, flexible hotel layout, and guest participation for service 
adaptation that inspire the guest to come again. On the other side, system adaptation 
effects on value-based fairness through guest behavioural loyalty. Chi, Yeh, & Yang, 
(2009) have investigated the mediating role of loyalty between service awareness 
and purchase intention. To the best of authors’ knowledge, little considerations have 
investigated these direct and indirect relationships in the literature. From the above 
discussions, we have formulated two hypotheses as follows: 

H4a: System adaptation has a positive impact on guest behavioural loyalty
H4b: System adaptation has a positive impact on value-based fairness through 
guest behavioural loyalty

Guest Behavioural Loyalty 

Guest behavioural loyalty considered as repeated patrons and long-time transactions 
with the resort. Generally, most of the turnover comes from loyal behaviour such 
as the sale of higher-margin services as well as cost reductions typically spend more 
rather than first-time or irregular guests (Kandampully, Juwaheer & Hu, 2011; So, 
King, Sparks & Wang, 2013, 2016). As a part of the resort business strategy, guest 
behavioural loyalty associated with retaining the trust, personnel, and process of 
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mutual benefit based on voluntary actions. Shakhovskaya & Arakelova, (2013) 
have investigated that gest behavioural loyalty is a process act and positive attitude 
towards service or product. Furthermore, guests expect standard service and values 
that come from beliefs and reach to loyalty. Thus, creating and maintaining guest 
loyalty helps resort to improve long-term beneficial relationships between guest 
and resort (Pan et al., 2012). It is noted that recommend others prescribe their 
experiences and goodwill to observe services in the future. Bonn, Joseph-Mathews, 
Dai, Hayes, & Cave, (2007) have explored that resort attraction plays an essential 
role in determining visitors’ attributes, future patronage, and willing to recommend 
others. 

The resort services gain guest behavioural loyalty as strategic needs due to a fierce 
contest among service providers (Calvo-Porral & Lévy-Mangin, 2017). Thus, guest 
behavioural loyalty refers to the desired behaviour of guest that resulted in repeat 
purchase and recommended to others. Therefore, it can be an effective strategy to 
assign considerable resources to maintain existing guests in the competitive market 
environment (Kan, Cliquet, & Puelles Gallo, 2014). Under these circumstances, 
behavioural loyalty of the resort significantly implies to the value-based fairness for a 
revisit intention (Leenheer, Van Heerde, Bijmolt, & Smidts, 2007). Moreover, guest 
behavioural loyalty can precede plans to come with offer value fairness. However, the 
present study proposed that guest behavioural loyalty effects on value-based fairness. 
Loyal guest enhances the capability to archives value-based fairness. Shulga & 
Tanford, (2018) have measured the perception of fairness with the loyalty program. 
In addition, value-based fairness acts as an outcome of the loyal guest to maintain 
a long-term relationship with the rewarding and incentives (Ganjon et al.,2007). 
To the best of authors’ knowledge, little attention has measured in the literature 
between guest behavioural loyalty and value-based fairness. According to the above 
discussion, we have formulated two hypotheses: 

H5: Guest behavioural loyalty has a positive effect on value-based fairness 

Value-Based Fairness 

Value based-fairness is a reward program for attachment with the long-term 
relationship in the future transaction of a hotel (Baloglu, Zhong, & Tanford, 
2017). The fairness, which is justified by the loyal guest, particularly manifest in 
the service recovery context (Pan et al., 2012). In addition, the rewarding program 
should disperse fairly to guest in proportion to their frequent visit of spending 
money with equal justice (Söderlund & Colliander, 2015). According to the loyalty 
program, value-based fairness redeeming the benefits as clear and complete focus 
on operational and procedural justice (Lacey & Sneath, 2006). Critically, the resort 
should be communicated effectively with the aim of regular guest or members and 
care them as an interactional transaction (Kim, Lee, Choi, Wu, & Johnson, 2013), 
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which link to the communication-based value by guest perceptions (Reynolds and 
Arnold 2000). The guest of the resort maintains co-interact about the fairness issues 
between their purchase and consequent reward perceived to be unfair or less willing 
to revisit (H.Y. Kim et al. 2013). Based on the core principle of the resort rules 
and regulations, guests perceive commission for rewarding (Zingheim & Schuster, 
2007). In addition, distributive justice usually corresponds to value-based fairness, 
respectively, for guests’ patronage as more familiar rather than others.

Moreover, value fairness determines from the guest’s perception of a continuous 
transaction and the outcome of the resort as reasonable and acceptable (Bolton et al., 
2003). The research framework has indicated that value-based fairness influenced by 
behavioral loyalty and other factors. It is not eventually practiced some other resorts 
and priced unfairly (Shakhovskaya & Arakelova, 2013). It is an essential aspect of 
the resort business and provides a competitive advantage and a stable position (Kim, 
Han, & Lee, 2001).

The Research Framework 

 

Quality Disclosure

Price Fairness
Guest Behavioral 

Loyalty
Value-Based 

Fairness
Problem-Solving

System Adaptation

H1a

H2a

H3a

H4a

IVs Mediating effect

Direct effects Indirect effects

DV

Figure 1. The conceptual framework

Methodology

Paradigm, Measurements, and Questionnaires 

According to the research paradigm (set of beliefs that guide action), this study 
derived from the ontological stance, which indicates the positivism fact in the reality 
measurable. The epistemology has followed objective universal, and methodology 
is the quantitative research of methods in a questionnaire survey (Migiro & 
Magangi, 2011; Yvonne Feilzer, 2010). Through the review of the literature allowed 

Figure 1. Framework for the study
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the expansion of the quantitative questionnaire approach with addressing the 
assumed hypotheses. This study conducted in applied research technique, where the 
questionnaires distributed to the target population. The target populations of the 
study are resort guests in Malaysia implies guests more likely to respond consciously 
to the area. The questionnaire is divided into two sections; the demographic profile 
including (gender, age, income, ethnicity, nationality, and language) and constructs 
measurements in five-point Likert-scale (Gadermann, Guhn, & Zumbo, 2012) 
strongly disagree (1)-strongly agree (5). The constructs used for analysis based on the 
identification establishment in the previous and current studies in different service 
industry namely; quality disclosure was described 5 items (J. Hwang et al., 2015), 3 
items chosen for price fairness (Kukar-Kinney, Xia, & Monroe, 2007), 5 items for 
problem-solving; (Açıkgöz & İlhan, 2015), 4 items for system adaptation; (Kummer 
et al., 2018), 6 items for guest behavioural loyalty (Chahal and Bala, 2010) and 
5 items for value-based fairness from (M. Kienzler, 2018). Using AMOS software 
(24), the analytical procedures follow (SEM-Structural Equitation Modelling) that 
explored hypotheses relationships in an integrated manner. The questionnaire was 
pre-tested in five-star resorts to evaluate its validity and reliability. Twenty-nine items 
were used to measure the six constructs of the hypothesized model.

Data Collection and Sample Characteristics

According to the statement of (Tourism Malaysia, 2017), there are 40 above five-star 
resort in Malaysia. Twenty best five-star resorts accompanied with a cover letter to 
the resort managers for requesting guest participation in the research survey. A self-
administrated questionnaire distributed to the guests of five-star resorts, while they 
were in the lobby by getting permission from the resort’s authority. The lobby is an 
essential place to welcome guest at the first time entered as the point of interception 
in the resort (Countryman & Jang, 2006).

Consequently, guests were introduced to complete the questionnaire during 
living in the room before check-out. A random sample of 450 surveys distributed and 
392 valid responses collected for three months. Moreover, for the case of sampling, no 
test of early versus late respondents was performed because of an insufficient number 
of the questionnaire. The respondents are over 18 years old in the sense of ability 
to answer the question in a short time understanding and experience. According to 
Krejcie and Morgan (1970), the population size of the target area direct it’s a sample 
size of study 392, and all are resort guests those only staying in the resort.
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Analysis and Results

Descriptive Analysis

The demographic profile of respondents shows that 250, (63.7%) were male, and 
142 (36.3%) female. 44.6% were the Malaysian and international foreigners were 
55.4%. 40.0% were less than 30 years old, 30.8% between 30 and 39, 13.8% 
between 40 to 49 years, 11.9% between 50 and 59, and 3.5% is 60 years and above. 
In terms of monthly income consider as United States Dollar ($), 25.0% were less 
than 1000, 32.1%, 1000 to 2000, 20.5% were 2001 to 3000, 9.5% between 3001 
to 4000, 5.8% between 4001 to 5000 and above 5000 ($) for 6.9%. For the spoken 
language were Malay, 44.6%, English 48.5%, and others 6.8%.

Table 1. Demographic profile of respondent’s summary

Characteristics Frequency Percentage(n=392)

Gender
Male
Female
Nationality
Malaysian
Foreigners
Age 
Less than 30
30-39
40-49
50-59
60 above
Monthly income (US $)
Less than 1000
1001-2000
2001-3000
3001-4000
4001-5000
5000 above
Language
Malay
English
Others
Total

250
142

175
217

157
121
 53
 47
14

 98
126
 81
 37
 23
 27

175
190
 27
392

63.7
36.3

44.6
55.4

40.0
30.8
13.8
11.9
3.50

25.0
32.1
20.5
 9.5
 5.8
 6.9

44.6
48.5
 6.9
100
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Figure 2. Structural model assessment

Key: GBL: Guest behavioral Loyalty, QD: Quality Discloser, PF: Price Fairness; PS: 
Problem-Solving; SA: System Adaption; VBF: Value-based fairness  

As shown in Table 2, all the goodness-of-fit indices surpassed their acceptance 
levels as recommended by previous research, hence indicating the measurement 
model showed a reasonably good fit. The total fit indices showed that the chi-square 
is not significant (p-value should be > 0.5). While the chi-square is not substantial, 
the model still fit because the Chi-Square statistic nearly rejects the model, when large 
samples are used (Bentler & G.Bonnet, 1980; Jöreskog & Sörbom, 1993). The chi-
square sensitive to sample size >200 (Byrne, 2010), and the sample size for this study 
is 392. Therefore, we could proceed to evaluate the psychometric properties of the 
measurement model in terms of construct and indicator reliability and convergent 
and discriminant validity.
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Table 2. Factor loading, Cronbach’s Alpha, CR and AVE and model stats

Factors Variables Loading α CR AVE Goodness-of-fit indexes

Quality disclosure QD1
QD2
QD3
QD4

.82

.93

.95

.91

.926 .873 .593

X2/DF = 1.539
P-value=.000
NFI= .921
IFI= .971
GFI= .922
CFI= .97
PGFI= .756
RMSEA= .037

Price Fairness PF1
PF2
PF3

.89

.75

.60

.790 .833 .625

Problem-Solving PS1
PS2
PS3
PS4

.89

.89

.96

.81

.879 .838 .549

System Adaptability SA1
SA2
SA3
SA4

.90

.88

.92

.65

.903 .847 .616

Guest Behavioral 
Loyalty

GBL1
GBL2
GBL3
GBL4
GBL5
GBL6

.83

.79

.79

.70

.84

.84

.913 .915 .643

Value-based fairness VBF1
VBF2
VBF3
VBF4
VBF5

.93

.94

.93

.90

.68

.943 .945 .776

Note: α = Cronbach’s alpha; CR = Composite Reliability, AVE = Average Variance Extracted
•   The measurement used is seven-point scale ranging from 1 (strongly disagree) to 5 

(strongly agree).
•  All the factor loadings of the individual items are statistically significant (p < 0.01) 

As concerning the construct reliability, the results show that all the individual 
Cronbach’s alpha coefficients are more significant than the suggested level of 0.7 
(Kannana & Tan, 2005). Furthermore, to assess the construct reliability, it was found 
that all values of the composite reliability (CR) were higher than the advised value 
of 0.7 (Kline, 2010; Gefen, Straub, & Boudreau, 2000), and construct reliability 
has been achieved (Table 4.2). The loadings for all the items surpassed the suggested 
value of (0.5). Thus, the loadings for all the items are fulfilled all the requirements 
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without being eliminated from the scale. The average variance extracted (AVE), and 
it indicated that all AVE values were higher than the suggested value of 0.50 (Hair, 
Black, Babin, & Anderson, 2010) ranging from (0.614 to 0.763). The convergent 
validity for all constructs has successfully fulfilled, and adequate convergent validity 
exhibited as Table 2 shows. The discriminant validity (the degree to which items 
differentiate among constructs or measure distinct concepts) of the measurement 
model was checked using three criteria, namely cross-loadings, Fornell-Larcker, 
and the heterotrait-monotrait ratio (HTMT). According to (Hair, Hult, Ringle, 
& Sarstedt, 2017), the cross-loadings are typically the first approach to assess the 
discriminant validity of the indicators. As shown in Table 2 the cross-loading criterion 
fulfils the requirements because the indicators outer loadings on a construct were 
higher than all its cross-loadings with other constructs. Hair et al. (2013) recommend 
that R² must be larger than 0.75 to be deemed substantial with acceptable power 
above 0.25. Figure (4.1) shows the result of R² from the structural model, which 
indicates that all the R² (0.34) values are high enough for the model to achieve an 
acceptable level of explanatory power. It is noted that the highest variance explained 
in endogenous construct found in the guest behavioural loyalty impact (69%) by 
exogenous followed by the variance described in value-based fairness (34%) by guest 
behavioural loyalty. The results of discriminant validity by using the Fornell-Larcker 
criterion is shown in Table 3 where the square root of the AVEs on the diagonals, as 
represented by the bolded values, are higher than the correlations between constructs 
(corresponding row and column values). This indicates that the constructs are 
strongly related to their respective indicators compared to other constructs of the 
model (Fornell & Larcker, 1981; Chin, 1998), thus suggesting a good discriminant 
validity. In addition, the correlation between exogenous constructs is less than 0.85 
(Awang, 2014). Hence, the discriminant validity of all constructs is fulfilled.

Table 3. Results of discriminant validity by Fornell-Larcker criterion 

GBL QD SA PF PS VBF

GBL
QD
SA
PF
PS
VBF

0.790
0.679
0.344
0.414
0.581
0.458

0.739
0.170
0.314
0.494
0.377

0.802
0.623
0.258
0.316

0.771
0.234
0.460

0.733
0.574 0.760

Note: Diagonals represent the square root of the average variance extracted while the other 
entries represent the correlations. 
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Hypotheses Testing (Direct Effects)

The structural model assessment indications illustrated in Table 4, with five out 
of the five direct hypotheses of this study being supported. Quality disclosure, 
price fairness, problem-solving, and system adaptation significantly predict guest 
behavioural loyalty. Hence, H1a, H2a, H3a, and H4a are accepted with (β = .069,  
p <0.05), (β = .235, p <0.001), (β = .176,  p <0.001), and (β = .484, p <0.001). 
Likewise, guest behavioural loyalty significantly predicts value-based fairness. 
Hence, H5 is supported (β  =  .740, p <0.001).    It  is noted  that  the  standardized 
path coefficient indicates the strengths of the relationship between independent and 
dependent variables, so the direct effects of system adaptation on guest behavioural 
loyalty are higher than to the direct effects of quality disclosure, price fairness, and 
problem-solving. Guest behavioural loyalty -value-based fairness relationship has the 
highest standardized path coefficient. 

Table 4. Structural path analysis results

Hypothesis DV IV β S.E C.R Decision

H1a
H2a
H3a
H4a
H5

GBL
GBL
GBL
GBL
VBF

← 
←
←
←
←

QD
PF
PS
SA

GBL

.069

.235

.176

.484

.740

.035

.043

.046

.058

.066

1.993*
5.488***
3.798***
8.346***
11.151***

Supported
Supported
Supported
Supported
Supported

***p<.001; **p<.01; *p<.05 , S.E = Standard Error, C.R = Critical Ratio
Key: GBL: Guest behavioral Loyalty, QD: Quality Discloser, PF: Price Fairness;  
PS: Problem-Solving; SA: System Adaptation; VBF: Value-based fairness  

Hypothesis Testing (Indirect/Mediation Assessment)

To test the mediation hypotheses H1b: H4b, the Preacher & Hayes (2004, 2008) 
method of bootstrapping the indirect effect was applied.  H1b to H4b supposes that 
the association between quality disclosure, price fairness, problem-solving, system 
adaptation, and value-based fairness were significant through guest behavioural loyalty. 
The bootstrapping analysis showed that the indirect effects for H1b, H2b, H3b, and 
H4b were significant with t-value of 8.442,  6.343, 5.788, and 7.966 respectively,  and 
p-value< 0.001. Preacher & Hayes (2008) indicated that when the indirect impact of 
quality disclosure, price fairness, problem-solving, system adaptation on value-based 
fairness through guest behavioural loyalty, with 95% Boot CI: [LL = 0.123, UL = 
0.195], CI: [LL = 0.097, UL = 0.155], CI: [LL = 0.086, UL = 0.154], and CI: [LL 
= 0.114, UL = 0.171], does not straddle a zero in between, this indicates there is 
mediation. Thus, we can conclude that the mediation effect is statistically significant, 
indicating that H1b, H2b, H3b, and H4b were also supported, see Table 5.
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Table 5. Bootstrapping the indirect effect of GBL 

Hypothesis Relationship Std Beta Std Error t-value Decision

H1b
H2b
H3b
H4b

QD → GBL → VBF
PF → GBL → VBF
PS → GBL → VBF
SA → GBL → VBF

0.075
0.069
0.067
0.106

0.076
0.069
0.067
0.105

8.442**
6.343**
5.788**
7.966***

Supported
Supported
Supported
Supported

(Preacher and Hayes 2004, 2008)
Key: GBL: Guest behavioral Loyalty, QD: Quality Discloser, PF: Price Fairness;  
PS: Problem Solving; SA: System Adaptation; VBF: Value-based fairness  
***p<.001; **p<.01; *p<.05

Discussion and Implications

This study investigated the effects of service attributes (quality discloser, price fairness, 
problem-solving and system adaptation on guest behavioral loyalty and value-based 
fairness with theoretical and practical implications. Based on the above results, 
quality disclosure has an impact on guest behavioural loyalty, as resorts provide 
a sincere concentration to the service quality by disclosing the resorts preference 
into a high contrast (Huang, Fang, Huang, Chang, & Fang, 2014). Matthews & 
Postlewaite, (1985) have considered that tested quality can be disclosed as customer 
inspire to repurchase. The above findings also showed that quality disclosure effects 
on value-based fairness through guest behavioural loyalty. Core, (2001) has reviewed 
that disclosure about the product and service impacts on customer impression. 

Furthermore, the above findings have shown that price fairness significantly 
effects on guest behavioural loyalty that indicates the fair price to a guest perceived 
expectation to be loyal for long-time transactions (Martin et al., 2009). Consequently, 
the findings also have shown that price fairness significantly effects on value-based 
fairness through guest behavioural loyalty. Ailawadi, Luan, Neslin, & Taylor, (2011) 
have examined that price fair has positive effects on customer loyalty and behavioural 
intention. It has been discussed in the service industry price fairness plays an essential 
role in enhancing guest behavioural loyalty (Grewal, Hardesty, & Iyer, 2004; Martin 
et al., 2009). The above findings have revealed that problem-solving significantly 
influence on guest behavioural loyalty. The resort guests perceived updated system 
for instant problem-solving during problem occurring situation. Rusbult, Morrow, 
& Johnson, (1987) have explained that problem-solving behavior enhances a 
close relationship. On the other hand, the findings showed that problem-solving 
significantly effects on value-based fairness through guest behavioural loyalty. Vesel 
& Zabkar, (2009) have investigated that the mediating role of loyalty enhances 
customer satisfaction and behavioral intention. Moreover, the above findings have 
shown that system adaptation significantly influences on guest behavioural loyalty, 
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and indicates that guest adaptability with the service and other technologies is made 
more familiarity with the resort (Clark, 1956). Finally, the results showed that guest 
behavioural loyalty significantly influences on value-based fairness.  A loyal guest is 
able to get prior value in the resorts transactions (Hinterhuber, 2004). 

The practical implication indicates on how management should allocate their 
operation to make it loyal in the sense of behavioral feedback or revisit to the resort. 
Resorts managers can be benefited from this study findings. First, resorts require 
to address their services and products information or features/options to disclose 
accordingly in front of the guest choice. Guest will depend and identify actual 
information for accommodation or other services such as ballroom booking and 
convention center booking (Hwang et al., 2015). Secondly, the result showed that 
quality disclosure to be an essential predictor of guest behavioural loyalty toward 
value-based fairness that effects on current experience and loyalty patronage. This 
study suggested that regular price or reasonable price turn into long-term behavioral 
loyalty (Ryu & Han, 2010). Therefore, resorts must understand guest’s demand and 
expectation of purchasing a product by addressing price fairness to improve guest 
particular behavioral loyalty (Xia et al., 2004). Furthermore, managers may take 
suggestions for implementing problem-solving according to the guest being faced 
uncertain problem during the service encounter (Wood, Bruner, & Ross, 1976). The 
results showed that problem-solving has a direct positive and significant influence 
on guest behavioural loyalty and indirectly to value-based fairness.  In addition, the 
manager of the resort required to concern on system adaptability of the guests in 
terms of unknown service and product and environment (Hrebiniak & Joyce, 1985). 

This study also tends to support the argument that guest behavioural loyalty 
mediates the relationships between influencing factors of behavioural loyalty and 
value-based fairness. The guest behavioral loyalty of the hotel service and product 
experiences helps the operator to achieve their objectives and goals. The reason for 
behavioral loyalty will be led to the determinant of repeat sales, positive thinking 
about the resort. The outcome of the behavioral loyalty and value-based fairness 
acts as to provide extra facilities that related to the fairness which only acceptable 
for the regular and loyal guests of the resorts (Ryu & Han, 2010). Two criteria must 
be considered by the management in a choice of behavioral loyalty and value-based 
fairness: build up long-term relation and rewarding program by giving commission 
on price (Martin et al., 2009). Despite the theoretical and practical implications 
of this study, the following limitations considered that data was collected from 
resorts in Malaysia only. Therefore, a cross-cultural generalization of the conclusion 
is somewhat limited and suggesting that the finding should be applied in different 
other countries with due caution. The limitation of the research has widely opened 
setting to the guests may practice loyalty program, especially in the resorts reputation 
case to care about a good relationship. Future research must check value-based 
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compensation and incentives to the guests in different countries and cultures. This 
research will accordingly serve as an avenue for the next researcher to contribute 
to the further theoretical development of unexplored research questions, especially 
about loyalty to other outcomes in the context of the hospitality industry.

Open Access: This article is distributed under the terms of the Creative Commons Attribution 
License (CC-BY 4.0) which permits any use, distribution and reproduction in any medium, 
provided the original author(s) and the source are credited.
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