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The Effects of CSR on Tourist Loyalty 
Toward Rural Hospitality Enterprises and 
the Moderating Effects of Religiosity:
CSR and Tourist Loyalty
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ABSTRACT

Corporatesocialresponsibility(CSR)playsanimportantroleinhospitalityindustryduetoitseffectson
touristloyalty.Thisarticleseekstodevelopandempiricallytestacomprehensiveframeworktoexamine
theindirectinfluenceofCSRdimensionsontouristloyaltythroughthemediationofsatisfaction
andtrustaswellasthemoderatingeffectsofreligiosity.UsingSEMtoanalysethedatacollected
fromasampleof2600tourists,theresultsindicatethatCSRhasindirectinfluenceontouristloyalty
throughtouristsatisfactionandtrust.Thisstudyconfirmsthatsatisfactionandtrustpartiallyorfully
mediatetheeffectofthefourCSRdimensionsontouristloyalty.ThisoutcomeindicatesthatCSR
createtouristtrustandsatisfaction,whichinturn,buildstouristloyalty.Furthermore,religiosityplays
animportantroleinunderstandingtouristloyaltyandbehaviourtowardruralhospitalityenterprises.
Thefindingsofferimportantimplicationsfortourismandhospitalitycompaniesandarelikelyto
stimulatefurtherresearchintheareaofruralhospitality.
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INTRodUCTIoN

Ruraltourismmakesconsiderablecontributionsonthedevelopmentofruralareas(Meccheri&Pelloni,
2006;Fotiadis,Yeh,&Huan,2016;Lee&Jan,2019),forinstance,infrastructureimprovementand
theconservationofthenaturalenvironment(Cánoves,etal.,2004).Ruralhospitalityenterprisesare
thefirmsinruralareasthatserveconsumersseekingcontactwitharuralwayoflifeandlocalculture.
Ruralhospitalityenterprisesarrangeactivitiesthatinvolvecontactwithtraditionalandnatureways
oflife,forinstance,traditionalcookingandhorsebackriding(Kastenholz,etal.,2012;Polo-Peña,
etal.,2012;Njoya&Seetaram,2018).

There is a consensus in marketing literature that firms benefit greatly from the creation of
consumerloyalty(Dick&Basu,1994;Qiua,etal.,2015).Loyalconsumerscanreturnandspread
positiveword-of-mouth.Retainingexistingconsumerismoreeconomicalthanacquiringnewone
(Reichheld&Sasser,1990).Marketersofhospitalityfirmspointedoutthatitisnoteasyforbusinesses
toremainalivejustbyattractingnewconsumersascompetitionissofierce(Yooa&Baib,2013).
Inhospitalitycontext,ShoemakerandLewis(1999)pointedoutthatconsumerloyaltyisthefuture
ofhospitalityfirms.Consequently,practitionersandacademichavetoseekwaystocreateconsumer
loyalty.
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Priorstudiesattemptedtoidentifytheantecedentsofconsumerloyaltysuchassatisfaction(Wu,
2011;Orel&Kara,2014;Lee,etal.,2009;Meesala&Paul,2018),trust(Martínez,etal.,2013;
Iglesiasetal.,2018)andperceivedvalue(SoledadJanita&JavierMiranda,2013;Lin&Wang,2006).
Studiescontinuetogivesubstantialinteresttothesesocialexchangefactorsinordertounderstand
theservicedynamics(Harris&Goode,2004).However,littleattentionhaspaidtotheintegration
ofthesefactorsintoholisticframework(He,etal.,2012).Todatethelittleattentionhaspaidtothe
associationbetweenCSR,satisfaction,trustandconsumerloyaltyandhasnotyetincorporatedthem
intoaholisticframework.

Furthermore, considerable researchers begin to incorporateCSR into loyalty model. In this
sense,apositivesignificantassociationbetweenCSRandconsumerloyaltyhasbeendemonstrated
byHeandLi,(2011)andKhanandFatma(2019).Accordingtotheseresearchers,corporatesocial
responsibilitydirectlycreatesmoreconsumerloyalty,withoutincorporatingofmediatingfactors.

ThecurrentstudysuggeststhattheimpactofCSRonconsumerloyaltyisexplainedbetterby
incorporatinginthemodeltheimportantrolesofsocialexchangefactorssuchassatisfactionand
trust.AlthoughnumerousstudieshavelinkedCSRtoconsumerresponses,theassociationbetween
CSRandconsumerloyaltyisunderresearch(Marinetal.,2009;La&Choi,2019).Indeed,little
studieshaveprovidedaholisticframeworkinordertoinvestigateandunderstandtherelationship
betweencorporatesocialresponsibilityandconsumerloyalty(Masonetal.,2006).Tothebestof
ourknowledge,priorstudiesintheruralhospitalityindustrydidnotincorporateconsumerloyalty
intoamoreholisticmodelbyincorporatingthemediatingrolesofsatisfactionandtrustaswellas
themoderatingeffectsofreligiosity.Therefore,ourstudydistinguishesitselfbyextendingprevious
studiesontheeffectsofcorporatesocialresponsibilitydimensionsonconsumerloyaltybyincluding
themediationrolesofsocialexchangevariablesalongthepathfromcorporatesocialresponsibility
toconsumerloyaltyaswellasthemoderatingeffectsofreligiosity.

2. BACKGRoUNd, THEoRETICAL dEVELoPMENT, 
ANd RESEARCH HyPoTHESES

2.1. Consumer Loyalty and Its Antecedents
Inhospitalityindustry,considerablestudieshavebeenconductedinorder toidentifyfactors that
influencetouristloyaltyasitisbelievedthattouristloyaltyleadstoprofitability(So,etal.,2013;
Tanford,etal.,2012;Pesonen,Komppula,&Murphy,2019),butthereisnostudythatinvestigated
theantecedentsoftouristloyaltypresentedhereintoasinglestudy.Tothebestofourknowledge,
priorempiricalstudiesintheruralhospitalitydidnotexaminetheinfluenceofCSRdimensions
onconsumerloyaltythroughincorporatingthemediationeffectsofsocialexchangevariablese.g.
satisfactionandtrust.Furthermore,themoderatingeffectsofreligiosityonthelinkbetweenconsumer
satisfaction,trustandloyaltyhasnotbeenexaminedyet.

Numerousdebatesexistedinthepriorstudiesonthedimensionalityanddefinitionofloyalty.
Oliver (1997, p. 392) defines loyalty as “a deeply held commitment to re-buy or re-patronize a
preferredproductorserviceconsistentlyinthefuture,therebycausingrepetitivesame-brandorsame
brand-setpurchasing,despitesituationalinfluencesandmarketingeffortshavethepotentialtocause
switchingbehaviour”.Specifically,ageneralapproachtoanalyseconsumerloyaltyistodistinguish
betweenconsumer’sattitudinalloyaltyandbehaviouralloyalty(Han,etal.,2011).Thebehavioural
loyaltyisdefinedasrepeatedtransactionsbyconsumer.Thisrepurchasecanbebecauseofscarcity
of alternatives or satisfaction. The attitudinal component conceptualizes consumer loyalty as a
functionofapsychologicalprocess(Jacoby&Chestnut,1978).Hospitalityresearchersagreethat
measuringbothbehaviouralandattitudinalcomponentsisimportanttoevaluateconsumerloyalty
(Han,etal.,2011).Therefore,thecurrentstudyconceptualizesconsumerloyaltybycombiningboth
thebehaviouralandtheattitudinalperspective.
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Masonetal.(2006)statedthat“thereisnogeneralagreementonwhatcreatesloyaltytoahotel”.
AlthoughpreviousstudieshavelinkedCSRtoconsumerloyalty(Marin,etal.,2009;Perez,etal.,
2012;Khan&Fatma,2019),thereisstillalimitedunderstandingontheindirectlinkbetweenCSR
andconsumerloyalty(Martínez,etal.,2013).Aholisticapproach,wherecertainvariablesmediation
clarify the different ways that corporate social responsibility and behavioural consequences are
associated,willbebeneficialforruralhospitalitymanagerstocarryoutanddevelopstrategiesthat
improvetourist’sloyaltyinthisarea.

2.2. Corporate Social Responsibility (CSR)
Corporatesocial responsibility (CSR) isdefinedas“thefirm’sstatusandactivities regarding its
perceivedsocietalobligations”(Brown&Dacin,1997).Carroll(1991)pointedoutthatcorporatesocial
responsibilitycomposedoffourdimensions:economic,ethical,legal,andphilanthropicdimension.
EconomicCSRreferstotheeconomicresponsibilitiesofthefirmtowarditsstakeholders,theethical
CSRdimensionisconcernedwiththeresponsibilityofthefirmtobejustandfairinmakingdecisions.
ThelegalCSRdimensionreferstotheobligationofthefirmtowardtheregulationsandrules,the
fourthdimensionofCSRisphilanthropicdimensionanditisrelatedwiththefirmresponsibility
to improve human welfare. Firms involve with multidimensional activities and perceptions of
firmcorporatesocialresponsibilityactivitiesareformedaccordingtothesemultipledimensions.
Therefore,corporatesocialresponsibilityisamultidimensionalandperceptionsoffourcorporate
socialresponsibilitydimensionsformconsumerperceptionsofthefirm

ConsiderablestudieshavepointedoutthatCSRinfluenceonconsumersatisfaction(Bigné,etal.,
2011;He&Li,2011;Luo&Bhattacharya,2006;Khosroshahi,Rasti-Barzoki,&Hejazi,2019).But,
thosestudiesthatinvestigatedtheassociationbetweencorporatesocialresponsibilityandcustomer
satisfactionbasedtheirinvestigationoneconomiccriteria(Luo&Bhattacharya,2006).Therefore,the
investigationofthisassociationonhospitalitycontextcontributestotheliterature(Bigné,etal.,2011).

Firm’sconsumersconcernaboutnotonlythefirmseconomicperformancebutalsotothethe
firmsocialperformance(Maignan,etal.,2005).Therefore,consumersarelikelytobesatisfiedif
serviceproviderspresentasocialresponsibilitytowardsociety(He&Li,2011).

A high level of corporate social responsibility generates a favorable image that positively
influencecustomers’attitudetowardthefirm(Sen&Bhattacharya,2001).Furthermore,corporate
socialresponibilityisanimportantfactorofcompanyidentitythatleadsconsumerstoidentifywith
thecompanyandtheseconsumerswillbesatisfiedwithcompany’sofferings(Bhattacharya&Sen,
2003).Consumersgainperceivedvalueand,consequently,highlevelofsatisfactionfromproducts
andservicesthatareprovidedbyasociallyresponsiblefirm(Luo&Bhattacharya,2006).Moreover,
Martínezetal.(2013)revealedthatcorporatesocialresponsibilityhasasignificant influenceon
consumersatisfactioninthehospitalitycontext.

Companies canenhanceconsumer trustbypresentinga social responsibility toward society
(Hosmer,1994).Insupportofthisopinion,Pivatoetal.(2008)alsopointedoutthat“thecreationof
trustisoneofthemostimmediateconsequencesofacompany’ssocialperformance”.Sirdeshmukh
et al. (2002) pointed out that economic responsibilities have a significant positive influence on
consumertrust.Parketal.(2014)showedthatfirmethical,legalandeconomicalresponsibilitieshave
asignificantpositiveeffectonconsumertrust.Priorstudieshavefoundapositiveeffectofcorporate
socialresponsibilityoncustomertrust(Ball,etal.,2004;Swaen&Chumpitaz,2008;Martínez,et
al.,2013;Bögel,2019).Figure1showstheresearchconceptualframework.Basedontheprecedeing
discussion,theauthorsproposethefollowinghypotheses:

H1a.EconomicCSRhasapositiveinfluenceontouristsatisfaction.
H1b.EconomicCSRhasapositiveinfluenceontouristtrust.
H2a.EthicalCSRhasapositiveinfluenceontouristsatisfaction.
H2b.EthicalCSRhasapositiveinfluenceontouristtrust.
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H3a.LegalCSRhasapositiveinfluenceontouristsatisfaction.
H3b.LegalCSRhasapositiveinfluenceontouristtrust.
H4a.PhilanthropicCSRhasapositiveinfluenceontouristsatisfaction.
H4b.PhilanthropicCSRhasapositiveinfluenceontouristtrust.

2.3. Consumer Trust
Trustisdefinedasthesubjectivebeliefthattheserviceproviderwillfulfilitstransactionalobligations,
asthoseobligationsareunderstoodbytheconsumer(Kim,etal.,2008).Trustplaysacrucialrolein
creatingandmaintainingoflong-termrelationshipbetweenthefirmandconsumers(MorganandHunt.
1994).ReichheldandSchefter(2000)pointedoutthatinordertogainconsumersloyalty,youhave
togaintheirtrust.Balletal.,2004demonstratedthattrustplaysanimportantmediatorrolebetween
firmactivitiesandconsumerloyalty.Furthermore,trustisanimportantkeytobuildrelationships
withtouristsinthehospitalitycontext(Martínez,etal.,2013).

Priorstudieshaveconfirmedthepositivelinkbetweentrustandconsumerloyalty(Chiu,etal.,
2010;Gefen,etal.,2003;Kim,etal.,2012;Song,Wang,&Han,2019).Inthefieldoftourismand
hospitality,asignificantandpositiverelationshipbetweentrustandconsumerloyaltyissupportedbya
varietyofstudies(Bigne,etal.,2010;Escobar-Rodíguez&Carvajal-Trujillo,2014;Kim,etal.,2011;
Sanz-Blas,etal.,2014;Ponte,etal.,2015;Amaro&Duarte,2015;Hallikainen&Laukkanen,2018).

Priorstudiesinthehospitalityindustrypointedoutthatconsumersatisfactionandtrustareclosely
associatedtoeachother(Christou,2010;Yuksel,etal.,2008).ChiouandPan(2009)demonstrated
thatconsumertrustisaprecursortosatisfaction.Empiricalfindingssupportapositivedirecttrust-
satisfactionLink(Göran,etal.,2010;Leonidou,etal.,2013;Martínez,etal.,2013).Thus,theauthors
proposethefollowinghypotheses:

H5.Touristtrusthasapositiveinfluenceonloyalty.
H6.Touristtrusthasapositiveinfluenceonsatisfaction.

Figure 1. Research conceptual framework
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2.4. Consumer Satisfaction and Loyalty
RodriguezdelBosqueandSanMartin(2008)pointedout thatcustomersatisfaction iscognitive
andemotional.Priorstudiesdemonstratedthattherearetwoformulationsofconsumersatisfaction
(Nam,etal.,2011;Ekinci,etal.,2008):thefirstoneistransientsatisfactionwhilethesecondone
isoverallsatisfaction.Oliver(1997,p.392)pointedoutthat“transientsatisfactionresultsfromthe
evaluationofactivitiesandbehaviours that takeplaceduringthesingle,discrete interactionofa
serviceencounter”.Overallsatisfactionisdefinedasconsumerevaluationofthelastpurchaseoccasion
basedonhiscounterswiththeseller(Nametal.,2011).Transientsatisfactionvariesfromexperience
toexperienceandoverallsatisfactionisrelativelystable.AndersonandFornell(1994)pointedout
thatmostofsatisfactionstudiesadaptedtheoverallsatisfaction.Overallsatisfactionformulationis
moreusefulforpredictingthebehaviouralintentionsofconsumer.Consequently,thisstudyfocuses
ontheoverallsatisfaction.

Thepreviousresearchpointedoutthatconsumersatisfactionisthekeydeterminantofloyalty
(Oliver,1999).Consumersatisfactionisacrucialsourceofrevenueascustomerwithhighlevelof
satisfactioninclinetohaveahigherusagelevelthanadissatisfiedconsumer;thisinturnenhances
consumerloyalty(Anderson&Srinivasan,2003;Oliver,1999;Yang&Peterson,2004;Ha&Park,
2013;Hansen,2012;Ahrholdt,Gudergan,&Ringle,2019).Zeithamletal.(1996)foundthatwhen
consumersarehappywiththeseller,certainbehaviourswereapparentincludingconsumerloyalty.
Picónetal.(2014)pointedoutthatconsumersatisfactionhasasignificantinfluenceoncustomerloyalty.
Wu(2011)andOrelandKara(2014)alsofoundthispositiveeffectinthee-commerceenvironment.In
thefieldofhospitality,asignificantandpositiverelationshipbetweentouristsatisfactionandloyalty
issupportedbyJaniandHanb(2014).Basedontheproceedingdiscussion,theauthorsproposethe
followinghypothesis:

H7.Touristsatisfactionhasapositiveinfluenceonloyalty.

2.5. Moderating Effects of Religiosity
Kirillovaaetal.(2014)suggestedthatthedifferencesofreligiousbetweenhostsandguestsdonot
onlyaffecttheinteractionsbutalsoinfluencetheverypresenceofhospitalityinaregion.Insome
Muslimcountriese.g.SaudiArabia,tourismisdiscouragedduetoitspotentialnegativeeffectsonhost
communities(Din,1989).JosephandKavoori(2001)pointedoutthattourismrepresentsapotential
threattoreligioushabitsandlocaltraditions.Terzidouetal.(2008)pointedoutthatreligionisakey
factorintherelationshipsbetweenhostandguestevenwhenbothtouristsandthelocalpeoplehave
thesamereligiousbackgrounds.

Religiosity has been recognized as a crucial social force that impacts human behaviour
(Zamani-Farahani&Musa,2012).Priorstudieshavepointedoutthatreligiositycanbeakeyfactor
ofconsumptionpatterns(Cleveland,etal.,2013),selectedstorepatronagebehaviour(Alam,etal.,
2011)andconsumersatisfaction(Eid&El-Gohary,2015).

Thepresentstudyexaminesthemoderatingroleofreligiosityontheassociationbetweentourist
trust,satisfaction,andloyalty.Theperceptionsandbehaviouroftouriststowardhotelsmaydiffer
accordingtotheirreligiosity(Egresi,etal.,2012).Alltheaboveleadsustoformulatethefollowing:

H8.Religiositymoderatestherelationshipbetweentouristtrustandloyalty.
H9.Religiositymoderatestherelationshipbetweentouristsatisfactionandloyalty.

3. RESEARCH METHodoLoGy

WeconductedempiricalstudyonruralhospitalityenterprisesinSaudiArabiainordertotestthe
proposedhypotheses.Ourstudyiscomposedof twoapproaches,aqualitativephasefollowedby
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aquantitative.Usingthemixedmethodscontributestothevalidity,reliability,andqualityofthe
data(Babbie,2004).Inregardtothequalitativestage,weperformedtwofocusgroupsonewiththe
ruralhospitalityenterprisesmanagersandanotherfocusgroupswithasetof tourists.Regarding
thequalitativesampling,30managersofruralhospitalityenterprisesinSaudiArabiaacceptedto
participateinthefirstfocusgroup.Thesecondfocusgroupconsistedof60touristswhohadstayed
atruralhospitalityenterprisesinSaudiArabia.Semi-structuredinterviewshavebeenusedtocollect
thequalitativeinformationfromthemanagersandthetourists.Weperformedaninductiveanalysisas
wellassubjectiveinterpretationofthecontentscollected.Particularly,weidentifiedthefactorsthat
determinetourists’loyaltytowardtheruralhospitalityenterprises.Thisqualitativephasecontributed
tothestudyvariablesmeasurementscalesaswellastotheexplanationofthequantitativeresults.

3.1. Sampling and data Collection
Quantitativedatawascollectedusingsurveystrategy throughquestionnaires toaddressdifferent
levelsofthestudy.Thetargetpopulationofthecurrentstudycomprisesalltouristswhohadstayed
ataruralhospitalityenterpriseinSaudiArabia.However,sincethereisnoalistoftouristswhohad
stayedataruralhospitalityenterpriseinSaudiArabiaitisimpossibletoselectoursamplefromthe
populationdirectly.

Quotasamplingtechniquewasappliedtogeneratetheresearchsample.Usingquotasampling
techniqueprovidesresultssimilartothoseprovidedusingrepresentativerandomsampling,asitallows
smallersamplesizes.QuotaswereestablishedinrespectofthedemandineachSaudiArabiaregion.

ThesurveywascarriedoutduringthemonthsofMayandJuneof2019inSaudiArabia.The
studygoalswereexplainedtotheruralhospitalityenterprisesmanagersandonlythetouriststhathad
alreadystayedduringatleastonenight,thatweregoingtoleavetheaccommodationwereinvitedto
completethequestionnaire.Thetouristswereapproachedbyaresearchteam.

Eventually,3800guestswereinvitedtocompletethequestionnaire,and2600effectivesamples
wereobtained(usableresponserateis68.42%).Thegenderoftherespondentswas68.5%maleand
31.5%female.Themeanageoftherespondentswas34.67yearsold,whichrepresents63.5%ofthe
respondents.Mostoftherespondents(71.4%)hadacollegeoruniversityleveleducation.Themain
respondentswereSaudiArabiatourists,whorepresented81.6%oftherespondents.

Furthermore,allmeasuredscales,whichwereoriginallyinEnglish,weretranslatedintoArabic
bytwonativespeakersofArabicwhoarealsofluentinEnglish.TheArabictranslationswerethen
backtranslatedintoEnglishandcheckedagainstthemeaningsofeachitemontheoriginalscalesto
ensuretheauthenticityofthetranslations.

Apilottestwasconductedtoassessthevalidityandreliabilityoftheresearchinstrument.
TheinstrumentwasgiventoagroupofseventyfivetouristsusingtheinitialArabicversionof

thequestionnairewhomentionedthattheyhadstayedataruralhospitalityenterpriseinSaudiArabia.
Theircommentsresultedinrefinementoftheinstrumentintermsofitslength,format,readability,
andclarity.Twentyruralhospitalityenterprisesmanagerswerealsoaskedtoreviewthequestionnaire.
Thisreviewresultedineliminationofaspecificitemmeasuringtrust.Theexclusionofthisitemdid
notposeamajorthreattoconstructvalidity,sincetherewerethreeadditionalitemsassessingtrust.
Somewordingchangeswerealsomade.

3.2. Questionnaire and Measurements
The questionnaire for the present study was divided into two main sections. The first section
containedquestionstomeasureeachconstructbasedonexistingmeasuresoradaptedfromsimilar
scales.Itshouldbenotedthatallconstructshaveareflectivemeasurement.Thelastsectionofthe
questionnaireconsistedofquestionsregardingrespondents’demographiccharacteristicse.g.gender,
ageandeducationlevel.Theresearchmodelhaseightconstructs,eachhavingitemsthataregauged
byLikertscale(1=stronglydisagreeand5=stronglyagree).
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Corporatesocialresponsibilityconstructinthisstudywasoperationalizedwithfourdimensions
included (economic CSR, ethical CSR, legal CSR, and philaanthropic CSR). Economice CSR
measurestouristsperceptionsaboutthefirmeconomiceperformance(e.g.,“Wecontinuallyimprove
thequalityofourproducts.”).EthicalCSRmeasurestourists’perceptionsoftheethicalbehaviourof
thefirm(e.g.,“ourfirmfollowprofessionalstandards.”).LegalCSRmeasuresthefirmobedienceto
theregulationsandlegalsystem(e.g.,“Allourproductsmeetlegalstandards.”).PhilanthropicCSR
isconcernedwiththefirminterestinimprovinghumanwelfare(e.g.,“Thefirmtriestohelpthe
poor.”).TheitemsofCSRwereborrowedfromthepriorstudies(Carroll,1979;Corson&Steiner,
1974;Lee,etal.,2009;Martínez,etal.,2013).

TouristtrustmeasureswereadaptedfromMorganandHunt(1994)andKimetal.(2011),these
itemswereadoptedandmodifiedbasedontourists’interviewsandpilotstudy.Theseitemsmeasure
theintegrityandreliabilityoftheruralhospialityenterpriseaswellasitstrustworthiness.

Touristsatsifactioninthisstudywasoperationalizedwithfouritemsasproposedbypriorstudies
(Kim,etal.,2011;Bai,etal.,2008;Kim,etal.,2006).Touristloyaltywasoperationalizedwithfour
itemsasproposedbypriorstudies(Kim,etal.,2011;Jin,etal.,2007;Kim&Lim,2005).

Finally,religiositywasmeasuredwitha6-itemscaledevelopedbyAllportandRoss(1967)and
JamalandSharifuddin(2015).Thefirstthreeitemsofthescalerepresentintrinsicreligiosity,while
theotherthreerepresentextrinsicreligiosity.Anexampleofanintrinsicreligiosityitemis,‘‘Itis
importanttometospendtimeinprivatethoughtandprayer.’’Anexampleofanextrinsicreligiosity
itemis,‘‘Igotoreligiousservicebecauseithelpsmetomakefriends.’’

Weappliedthepartialleastsquares(PLS-SEM),WarpPLS3.0programmewasutilizedtovalidate
themeasuresandtestthehypotheses.Thisapproachhasbeenusedastheinvestigatedphenomenon
isnewandtheresearchaimsatgenerationoftheoryratherthanconfirmationatheory(Urbach&
Ahlemann,2010).furthermore,aPLSapproachdoesnotrequireanormaldistribution,asopposed
tocovariance-basedapproaches,whichrequiresanormaldistribution(Henseler,etal.,2012),Finally,
thisapproachincorporatesbothreflectiveandformativemeasures(Hair,etal.,2013).

4. RESULTS

Theevaluationofaconceptual frameworkusingPLSanalysiscontains twosteps.The first step
includestheevaluationofthemeasurement(outer)model.Thesecondstepinvolvestheevaluation
ofthestructural(inner).

4.1. Measurement Model
Thefirststepinevaluatingaresearchmodelistopresentthemeasurementmodelresultstoexamine
thereliabilityandvalidityofthemeasuresusedtorepresenteachconstruct(Chin,2010).Theseresults
areshowninTables1and2.Wealsoperformedtestsformulticollinearityduetotherelativelyhigh
correlationsamongsomeoftheconstructs.Allconstructshadvarianceinflationfactors(VIF)values
lessthan2.8,whichiswithinthecutofflevelof3.0.

Allitemsloadedontothecorrespondinglatentvariablestructureandallitemsexhibitloadings
greaterthan0.7.AllconstructsexhibitadequateinternalconsistencyreliabilityastheChronbach
alpha coefficients exceed the 0.7 (Table 1). All the remaining constructs showed good internal
consistencyreliability.

Themeasurementmodelalsoexhibitedsignificantconvergentvalidityasacross-loadingmatrix
exhibitsnocrossloadingthatexceedsthewith-inrowandcolumnloadings.Discriminantvalidity
isconsideredintwosteps.First,theFornellandLarcker(1981)criterionisusedtotestwhetherthe
squarerootofaconstruct’sAVEishigherthanthecorrelationsbetweenitandanyotherconstruct
withinthemodel.Second,thefactorloadingofanitemonitsassociatedconstructshouldbegreater
thantheloadingofanothernon-constructitemonthatconstruct.Table1showstheresultofthis
analysisandreportsthelatentvariablecorrelationmatrixwiththeAVEonthediagonal.Therefore,
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weconcludethatmeasurementmodelexhibitsgooddiscriminantvalidityandmeetstheFornelland
Larcker(1981).

Inordertoassesspotentialnon-responsebias,wetestedwhetherthereweredifferencesamong
respondentsandnon-respondents;asurveyhasbeensenttoallnon-respondentsoftheoriginalsurvey.
Atotalof750responseswerereceivedfromnon-respondentsoftheinitialsurvey.Wetestedthe
significanceofdifferencesbetweenaveragesinthemainsampleandafollow-upsampletheanalysis
didnotrevealanysignificantdifferencesbetweenrespondentsandnon-respondents.Wetherefore
excludedthepossibilityofnon-responsebias.Table2showstheresultsofcompositereliabilityand
convergent/discriminantvaliditytesting.

Aprincipalcomponentfactoranalysiswasconductedandtheresultsexcludedthepotentialthreat
ofcommonmethodsbias.Thelargestfactoraccountedfor35.27%(thevariancesexplainedranges
from19.20%to35.27%)andnogeneralfactoraccountedformorethan50%ofvariance,indicating
thatcommonmethodbiasmaynotbeaseriousprobleminthedataset.

4.2. Structural Model Assessment
Sincethemeasurementmodelevaluationprovidedevidenceofreliabilityandvalidity,thestructural
modelwasexaminedtoevaluatethehypothesisedrelationshipsamongtheconstructsintheresearch
model(Hair,etal.,2013).AccordingtoHenseleretal.(2012)andHairetal.’s(2013)recommendations,
thestructuralmodelproposedinthecurrentstudywasevaluatedwithseveralmeasures,

Themodelexplains61%ofvariancefortouristsatisfaction,58%ofvariancefortouristtrust,and
78%ofvariancefortouristloyalty.TotestH1–H9,wetestedthestructuralequationmodelinFigure
2.Theglobalfitindicatorswereacceptable,APC=(0.174,p<0.001),ARS=(0.728,p<0.001),
AARS=(0.703,p<0.001),AVIF=(2.741),andGOF=(0.731).

Theestimatedstandardizedstructuralcoefficientsforthehypothesizedrelationshipsbetween
constructs and their significance are shown in Table 3. The results show that all hypothesized
relationshipsaresupportedexceptH1bandH3a.

Regarding the relationships between CSR and tourist satisfaction, our findings support the
favourableeffectofCSRdimensions(economic,ethical,andphilanthropic)ontouristsatisfaction.
Therefore,thefindingssupportH1a,H2a,andH4a.TheinfluenceoflegaldimensionofCSRwas
notstatisticallysignificant.Thisgoesagainstourhypothesis.Therefore,H3aisdisproved.

With regard to the relationship between CSR and tourist trust, the results show that CSR
dimensions(ethical,legal,andphilanthropic)haveasignificantpositiveinfluenceontouristtrust.
Therefore,thefindingssupportH2b,H3b,andH4b.theeconomicdimensionofCSRhadnosignificant
impactontouristsatisfaction.Therefore,ourresultsdon’tsupportH1b.

Inrelationtothemoderatingroleofreligiosity,theresultssupportthemoderatingeffectsof
religiosityontherelationshipbetweentouristsatisfaction,trustandloyalty.Therefore,thefindings
supportH8andH9.

4.3. Rival Model
Thereisaconsensusinusingstructuralequationsmodellingtechniqueisthatresearchersshould
comparerivalmodels,notjusttestaproposedresearchmodel(Kenneth&ScottLong,1992).Based
onMorganandHunt(1994)and(Hair,etal.,2010),wesuggestarivalmodelasdemonstratedin
Figure3,wheretouristsatisfactionandtrustdonotactasmediatorsamongtheCSRdimensionsand
touristloyalty,buttheyactasantecedentsalongwiththefourdimensionsofCSR.

Therivalmodelhasbeenevaluatedonthebasisofthefollowingcriteria:(1)overallfitofthe
model;and(2)percentageofthemodels’hypothesizedparametersthatarestatisticallysignificant
(Morgan&Hunt,1994;Hair,etal.,2010).Theglobalfitindicatorsareasfollow:APC=(0.417),
ARS=(0.630),AARS=(0.571),AVIF=(4.351),andGOF=(0.526)(seetable4).Allthegoodness
offitmeasuresfallbelowacceptablelevels.Onlytwooutofsix(33%)ofitshypothesizedpaths
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Table 1. Loadings and cross-loadings of measurement items

ITEMS ECO ETH LEG PHI SAT TRU LOY REL p value

ECO1 0.872 0.184 0.483 0.502 0.189 0.162 0.472 0.182 <0.001

ECO2 0.803 0.451 0.282 0.241 0.103 0.109 0.163 0.131 <0.001

ECO3 0.863 0.212 0.563 0.156 0.461 0.314 0.431 0.223 <0.001

ECO4 0.895 0.281 0.295 0.137 0.717 0.224 0.221 0.038 <0.001

ETH1 0.401 0.851 0.059 0.202 0.429 0.131 0.116 0.241 <0.001

ETH2 0.225 0.907 0.262 0.198 0.118 0.403 0.247 0.281 <0.001

ETH3 0.312 0.825 0.443 0.106 0.416 0.438 0.202 0.339 <0.001

ETH4 0.341 0.901 0.484 0.485 0.079 0.190 0.510 0.418 <0.001

LEG1 0.094 0.316 0.893 0.241 0.312 0.243 0.431 0.219 <0.001

LEG2 0.241 0.364 0.876 0.332 0.137 0.317 0.203 0.418 <0.001

LEG3 0.131 0.172 0.9 16 0.201 0.315 0.230 0.363 0.114 <0.001

PHI1 0.354 0.131 0.510 0.884 0.174 0.173 0.493 0.321 <0.001

PHI2 0.321 0.273 0.223 0.803 0.231 0.390 0.127 0.214 <0.001

PHI3 0.301 0.093 0.321 0.912 0.421 0.478 0.439 0.201 <0.001

PHI4 0.184 0.243 0.611 0.814 0.176 0.438 0.502 0.043 <0.001

SAT1 0.362 0.511 0.317 0.459 0.835 0.296 0.292 0.423 <0.001

SAT2 0.448 0.301 0.154 0.361 0.826 0.134 0.413 0.114 <0.001

SAT3 0.194 0.414 0.445 0.272 0.921 0.232 0.507 0.345 <0.001

SAT4 0.596 0.339 0.336 0.382 0.846 0.127 0.231 0.212 <0.001

TRU1 0.067 0.461 0.454 0.503 0.318 0.834 0.429 0.142 <0.001

TRU2 0.214 0.416 0.154 0.176 0.251 0.824 0.324 0.012 <0.001

TRU3 0.291 0.281 0.155 0.411 0.457 0.931 0.131 0.428 <0.001

TRU4 0.109 0.316 0.279 0.292 0.102 0.854 0.154 0.192 <0.001

LOY1 0.507 0.173 0.184 0.218 0.148 0.129 0.837 0.303 <0.001

LOY2 0.380 0.038 0.572 0.480 0.367 0.367 0.873 0.038 <0.001

LOY3 0.478 0.472 0.574 0.049 0.378 0.123 0.936 0.473 <0.001

LOY4 0.371 0.405 0.572 0.389 0.196 0.267 0.830 0.278 <0.001

REL1 0.058 0.125 0.178 0.489 0.301 0.327 0.271 0.837 <0.001

REL2 0.072 0.354 0.402 0.019 0.618 0.167 0.307 0.883 <0.001

REL3 0.437 0.057 0.163 0.371 0.190 0.190 0.720 0.930 <0.001

REL4 0.271 0.274 0.582 0.321 0.267 0.278 0.347 0.798 <0.001

REL5 0.131 0.140 0.201 0.156 0.296 0.233 0.139 0.849 <0.001

REL6 0.420 0.475 0.710 0.618 0.374 0.701 0.462 0.841 <0.001

Notes:
- ECO = Economic corporate social responsibility; ETH = Ethical corporate social responsibility; LEG = Legal corporate social responsibility; PHI = 

Philanthropic corporate social responsibility; SAT = Tourist satisfaction; TRU = Tourist trust; LOY = Tourist loyalty; REL = Religiosity.
- Bolded items are factor loadings.
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aresupportedatthe(p<.01)level(includingonlyoneoutofsix(17%)supportedat(p<.001).In
contrast,nineoutofelevenhypothesizedpaths(82%)intheproposedmodelaresupportedatthe(p
<.001)level.

4.4. Testing for Mediation
Tocheckthemediatinginfluenceofthevariablesontouristloyaltythroughsatisfactionandtrust,four
separateanalyseswereperformedusingBaronandKenny’s(1986)approach.Theresultsrevealed
thatallstandardized,indirect(i.e.mediatedbysatisfactionandtrust)effectsonloyaltyaresignificant
(pleaseseetable5).Thefullmediationmodelwassupported.Thesefindingsareconsistentwiththe
pathanalysisresults.WealsoconductedaSobeltest.Theresultsalsosupportedthemediatingeffects
ofsatisfaction(p<0.001),andtrust(p<0.001).

ThestudyteststhepredictivevalidityofthestructuralmodelfollowingtheStone–GeisserQ2.
AccordingtoRoldánandSánchez-Franco(2012),inordertoexaminethepredictivevalidityofthe
researchmodel,thecross-validatedconstructredundancyQ2isnecessary.AQ2greaterthan0implies
thatthemodelhaspredictivevalidity.InthemainPLSmodel,Q2is0.73fortouristtrust,0.68for
satisfaction,and0.76forloyaltythatispositiveandhencesatisfiesthiscondition.

Table 2. Results of composite reliability and convergent/discriminant validity testing

Construct Composite 
reliability

Cronbach 
alpha

AVE* Correlations and square roots of AVE

ECO ETH LEG PHI SAT TRU LOY REL

ECO 0.841 0.801 0.562 (0.850)

ETH 0.903 0.883 0.572 0.749 (0.881)

LEG 0.881 0.862 0.613 0.758 0.745 (0.872)

PHI 0.845 0.812 0.628 0.745 0.792 0.849 (0.881)

SAT 0.871 0.861 0.671 0.831 0.841 0.803 0.754 (0.796)

TRU 0.847 0.815 0.590 0.747 0.870 0.817 0.794 0.759 (0.743)

LOY 0.796 0.737 0.617 0.689 0.748 0.648 0.582 0.689 0.780 (0.708)

REL 0.880 0.793 0.582 0.748 0.804 0.589 0.693 0.498 0.467 0.690 (0.731)

* AVE = average variance extracted

Figure 2. PLS results of research model of main test (n=2600). Note: the asterisks represent the significant level of the coefficient.
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5. dISCUSSIoN ANd CoNCLUSIoN

5.1. discussion of Findings
Theaimofthisstudywastoproposeandempiricallytestsacomprehensivemodeltoexaminethe
indirecteffectofCSRdimensionsontouristloyaltytowardsruralhospitalityenterprises.Weproposed
amodelinwhichCSRdimensions,touristtrust,andsatisfactionactasantecedentstotouristloyalty.
While,trustandsatisfactionmediatetherelationshipbetweenCSRdimensionsandtouristloyalty.

Table 3. Results of hypotheses testing

Hypotheses Path directions St. Estimate Result

H1a ECO→SAT 0.48 Accepted

H1b ECO→TRU 0.08 Rejected

H2a ETH→SAT 0.11 Accepted

H2b ETH→TRU 0.39 Accepted

H3a LEG→SAT 0.06 Rejected

H3b LEG→TRU 0.41 Accepted

H4a PHI→SAT 0.53 Accepted

H4b PHI→TRU 0.47 Accepted

H5 TRU→SAT 0.61 Accepted

H6 TRU→LOY 0.42 Accepted

H7 SAT→LOY 0.54 Accepted

H8 SAT→REL→LOY 0.02 Accepted

H9 TRU→REL→LOY 0.24 Accepted

Table 4. Analysis of competing structural models

Proposed model Rival model

Path Estimate path Path Estimate path

ECO→SAT 0.48 ECO→LOY 0.09ns

ECO→TRU 0.08ns ETH→LOY 0.19

ETH→SAT 0.11 LEG→LOY 0.05ns

ETH→TRU 0.39 PHI→LOY 0.03ns

LEG→SAT 0.06ns SAT→LOY 0.42

LEG→TRU 0.41 TRU→LOY 0.05ns

PHI→SAT 0.53

PHI→TRU 0.47

TRU→SAT 0.61

TRU→LOY 0.42

SAT→LOY 0.54

APC= (0.174, p < 0.001), ARS= (0. 728, p < 0.001), APC= (0.417, p < 0.001), ARS= (0. 630, p < 0.001), AARS= (0. 703, p < 0.001), AVIF = (2.741), 
AARS= (0. 571, p < 0.001), AVIF= (4.351), and GOF = (0.731) and GOF = (0.526).
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Findingsfromtourists(n=2600)indicatedthattouristtrustandsatisfactionarethecentralvariables
inbuildingsuccessfullong-termrelationshipintheruralhospitalitycontext.

ThefindingsofthisstudyhighlighttheimportanceofCSRdimensionsforimprovingtourist
loyalty toward the rural hospitality enterprises. Tourists are more likely to be loyal to the rural
hospitalityenterpriseimplementingsociallyresponsibleinitiatives.Especially,afocusoncorporate
socialresponsibilityprovidesaneffectiveindicatorforimprovingtourist loyaltytowardtherural
hospitality.TheseresultssupportMartínezetal.(2013)andPerezetal.(2012)workonthepositive
effectofCSRontouristloyaltyandreinforcethesuggestionthatCSRisfundamentaltoenhance
touristloyaltytowardruralhospitalityenterprises.

TheresultsshowthatnotallCSRdimensionshavethesameinfluenceonsatisfactionandtrust.
Onlyeconomic,ethical,andphilanthropicdimensionsofCSRhaveasignificantinfluenceontourist
satisfaction,whileethical,legal,andphilanthropicdimensionsofCSRhaveasignificanteffecton
touristtrust.WhenitcomestotherelativeinfluenceofCSRdimensionsontouristsatisfactionand
trust,regardingtouristsatisfaction,theresultsshowthatphilanthropicCSRisatthetop,followed
byEconomicCSR,ethicalCSR,andlegalCSR.Inregardwithtouristtrust,theresultsshowthat
philanthropicCSRisatthetopaswell,followedbylegalCSR,ethicalCSR,andEconomicCSR.
ThefindingssupportourhypothesesthatCSRisamultidimensionalconstructandeachdimensions
ofCSRhasadifferenteffectonsocialrelationshipcomponentse.g.satisfactionandtrust.

Furthermore,thisstudyalsoproposesthatCSRdoesnotonlyinfluencetouristloyalty,butalso
touristsatisfactionandtrust.WhenconsideringtheeffectofCSRontouristtrust,thefindingshighlight
apositiverelationshipthatisconsistentwithpreviousstudies(Ball,etal.,2004;Swaen&Chumpitaz,
2008;Martínez,etal.,2013;Park,etal.,2014;Bögel,2019).Therefore,touristtrustcondidersone

Figure 3. A rival model
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ofthemostimportantoutcomesofaruralhospitalityenterprise’ssocialactivities.Touristsaremore
likelytobelievethattheruralenterpriseshspitalityoperatetheiractivitieshonestlywhentherural
hospitalityenterprisescarryingoutsociallyresponsibleinitiatives.Theseresultsareconsistentwith
previousstudiese.g.,(Swaen&Chumpitaz,2008;Martínez,etal.,2013;Kennedy,etal.,2001).

Theresultsalsoshowthattheperceptionsoftouristabouttheruralhospitalityenterprisessocial
performancewillimprovetouristsatisfactionwhichisconsistentwiththoseofpriorresearchonthe
hospitalitycontexte.g.(He&Li,2011;Bigné,etal.,2011).Therefore,touristswillbemoresatisfied
ifruralhospitalityenterprisesdevelopandpresentasocialresponsibilitytowardsociety.

Touristtrustwasfoundtoplayanimportantroleinimprovingandbuildingtouristsatisfaction
andloyalty.Theseresultsimplythathighertrustworthyrelationshipbetweenthetouristsandthe
ruralhospitalityenterprisescouldencouragetouriststobemoresatisfiedandmoreloyal,increasing
theprobabilitythattheywillreturnandstayintheseruralhospitalityenterprises.Theseresultsalso
indicatethattouristsatisfactionisanimportantantecedenttotouristloyalty.Theresultsareconsistent
withpaststudies(Kim,etal.,2011;Martínez,etal.,2013;Ponte,etal.,2015;Meesala&Paul,2018).

Finally, the study findingsprovidedevidence for themoderatingeffectof religiosityon the
relationshipbetweentouristtrust,satisfactionandloyalty.Therefore,religiosityplaysanimportant
roleintouristloyaltyandbehaviour.

Table 5. Mediation analysis results

Fit estimates APC ARS AARS AVIF GOF

Model1 0.187 0.713 0.708 2.851 0.702

Model2 0.217 0.706 0.702 2.949 0.689

Model3 0.261 0.707 0.704 3.191 0.687

Model4 0.321 0.694 0.691 3.364 0.674

Model 1, full 
mediation

Model 2 Model 3, no 
mediation

Model 4, partial mediation

ECO→SAT 0.48*** - 0.36*** 0.48***

ECO→TRU 0.08ns - 0.41*** 0.08ns

ETH→SAT 0.11* - 0.25*** 0.11*

ETH→TRU 0.39*** - 0.43*** 0.39***

LEG→SAT 0.06ns - 0.27*** 0.06ns

LEG→TRU 0.41*** - 0.48*** 0.41***

PHI→SAT 0.53*** - 0.12* 0.53***

PHI→TRU 0.47*** - 0.33*** 0.46***

CSR→LOY - 0.21*** 0.51*** 0.09ns

TRU→SAT 0.61*** - - 0.58***

TRU→LOY 0.42*** - - 0.42***

SAT→LOY 0.54*** - - 0.53***

R2

Trust 0.58 - 0.37 0.58

Satisfaction 0.61 - 0.52 0.61

Loyalty 0.78 0.19 0.25 0.78
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5.2 Managerial Implications
Thisstudywascouchedonthepremisethatpriorstudieshavelargelyignoredtheindirecteffects
ofCSRonloyaltytowardtheruralhospitalityenterprisesaswellastheinfluenceofreligiosityon
touristbehaviourandloyalty,especiallyinadevelopingcountry.Assuch,astrongempiricalinquiry
onanalysingtheindirectrelationshipbetweenCSRandloyaltytowardruralhospitalityenterprises
asidentifiedbytheliteraturewasneeded.Thepresentstudy’sfindingshaverevealedsomeimportant
managerial implications for tourism and hospitality companies in developing and building long
relationshipswithtouristsaswellasmakingasignificantcontributiontothebodyofknowledgein
anumberofdifferentways.

Theresultsofthecurrentstudyhaverelevantpracticalimplicationsformarketingpractitioners
andmanagerswhodesignstrategicplansandimplementtoolstoimproveconsumers’loyalty.Onthe
onehand,examiningtheantecedentsoftouristloyaltyisusefulformanagerswhoshoulddevelop
strategiesandactionsaimedatimprovingthetouristloyaltytowardruralhospitalityenterprises.

Ontheotherhand,ourresultssuggestthatbyexaminingfactorsthataffecttouristbehaviour
(e.g. CSR) mangers could achieve desired and important outcomes such as tourist trust, loyalty
andsatisfaction.Therefore,ourresultsproposethatruralhospitalityenterprisesmanagersshould
investmoreinsocialresponsibilitysincetouristswillbemoresatisfiedandloyaltowardthoserural
hospitalityenterprisesthatareperceivedassociallyresponsible.

TheresultsshowthatthefourCSRdimensionsmaybenefitfirmsinbuildingconsumerloyalty.
Furthermore,ourresultsalsoshowthatallfourdimensionsofCSRarenotsufficienttobuildconsumer
loyaltyunlesstheyinstillsatisfactionandtrustincustomers.Thesefindingsareveryimportantfor
managerswhoareresponsibleformakingdecisionsonallocatinglimitedresourcesandprioritization
ofvariousstrategicoptions.Therefore,managersshouldtobeselectiveandstrategicinexercising
ethical,economic,andphilanthropicresponsibilities.

Touristtrustandsatisfactioncanplayimportantrolesintheformationandmaintenanceoflong-
termrelationshipswithtourist.Inordertosuccessfullybuildloyalty,ruralhospitalityenterprises
needtobuildtrustandsatisfaction.Ruralhospitalityenterprisescanimprovethetrustworthiness
byprovidingtheirtouristswithclearguidelinesaboutnon-disclosureofpersonalinformationand
receivingunsolicitede-mails.

Finally,Tourismandhospitalityfirmsaswellassomeothertourisminstitutionswillhaveabetter
understandingoftheimportantroleofreligiosityanditseffectsontouristloyaltyandbehaviourwhich
thencanbeusedinplanningtheirownfuturemarketingstrategiesandplans.

5.3. Theoretical Implications
Thisstudyhasmadeseveraltheoreticalimplicationsinvariousways:First,Itisamongthefirstto
examinetheeffectsofcorporatesocialresponsibilitydimensionsontouristloyaltybyincorporating
themediationeffectsofsocialexchangevariables(e.g.trustandsatisfaction)alongthepathfrom
corporatesocialresponsibilitydimensionstotouristloyaltyaswellastheeffectsofreligiosityon
tourists loyaltyandbehaviour. ItconfirmsCSR, trust,andsatisfactionasdeterminantsof tourist
loyaltyintheruralhospitalitycontext.Second,thestudyshowsthattrustandsatisfactionmediate
therelationshipbetweenCSRdimensionsandtouristloyaltytowardtheruralhospitalityenterprises.
Therefore,CSRisavalidpredictoroftouristtrustandsatisfactionwhichinturnpredicttouristloyalty
towardtheruralhospitalityenterprises.

Furthermore, thisstudyalsocontributestothetheoryofreligioustourismbyexaminingthe
moderatingroleofreligiosityintherelationshipbetweentouristtrust,satisfactionandtouristloyalty.
Althoughthenumberofstudiesconductedtoinvestigatereligiosityinthecontextoftourismislimited,
thefindingsofthisstudyconfirmandreinforcetheimportanceofreligiosityinunderstandingtourist
loyaltyandbehaviour.
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5.4. Limitations and Future Research directions
Likeanyotherstudy,oursisboundbysomelimitationsthatalsoprovidefertilegroundsforfurther
research.First,thisstudydidnotconsidercross-culturalissues,anycomparativestudyfromadeveloped
anddevelopingcountrywouldmakeaworthwhilecontributiontothebodyofknowledge.Second,
despitetheantecedentsofloyaltyexplainedasubstantialamountofitsvariance;therearesomeother
importantdimensionswhichhavenotbeenincludedintheresearchmodel,representingopportunities
forfurtherresearch(e.g.commitment,perceivedvalue,attitudes toward theruralhospitalityand
tourists shoppingorientations).Finally, another future lineof research is applyingourproposed
modeltootherruralhospitalityenterpriseswithrandomsamplethatwouldenableustoverifythe
generalizabilitytootherpopulationsandwillcontributetotheknowledgebaseonconsumerloyalty.
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