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Abstract 

The view of the hospitality industry as a vital element within the service environment has been the dominant 

approach in the field of tourism studies, particularly lodging development, which was restricted to the bigger cities 

in South Africa. Huge inroads are now made to the big metros and smaller cities of the country. This study 

examines the influence of hedonic and utilitarian values on outcome and process service quality satisfaction, while 

also examining the influence of outcome and process quality satisfaction on patrons’ future intentions towards 

revisiting the lodges. A literature review on study constructs was conducted and a conceptual model was proposed 

with hypotheses formulated. The proposed study model was assessed employing structural equation modelling 

(SEM) with data collected from 285 lodging visitors. Four of the six hypothesised relationships were supported 

in the estimated structural model. The relationship between utilitarian value and outcome quality satisfaction and 

the relationship between outcome quality satisfaction and behavioural intentions were not supported. The study 

offers essential theoretical contributions, as it presents scholars and researchers valuable information in examining 

and developing interrelated theories. Furthermore, the study provides practical implications to lodge managers 

and the hospitality industry as to how to improve operative strategies to increase continued lodging visitors’ 

patronage levels. 

Keywords: hedonic value; utilitarian value; outcome quality satisfaction; process quality satisfaction; behavioural 

intention  

Introduction 

South Africa’s natural beauty, terrains, cultural traditions and her rich history, have steered the 

hospitality and tourism industry to be considered a significant contributor to the overall 

country’s economic growth rate (Makhaola & Proches, 2017). The South African hospitality 

and tourism industry has developed as a vital growth driver owing to its imperceptible nature 

and the variety of products and services it offers (Mitchell, 2019; Olowoyo et al., 2021). The 

widespread  hospitality value chain (Visser & Marais, 2021) as well as the  wide range of 

hospitality practices that hold great intangibility and experiential characters are deemed 

valuable in enhancing the economic growth (Sucheran, 2021), The World Travel and Tourism 

Council (2020) affirm that the South African hospitality and tourism sector contributed around 

2.8 percent of real gross domestic product (GDP), with a total of R139 billion in 2018 and an 

additional R145 billion in 2019. The sturdy growth witnessed over the years, particularly prior 

to the advent of the novel COVID-19 pandemic (Olowoyo et al., 2021), is sufficient proof that 

the hospitality and tourism industry is one vital contributor to the country’s economic growth 
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(Quesada & Boekstein, 2021). The COVID-19 pandemic, which began towards the end of 

2019, led to unprecedented adjustments in the general business operations (Kauatuuapehi et 

al., 2023). and consumer behaviour around the world (Nan, 2020; Gössling et al., 2020). 

Mordor Intelligence (2020) reports that in South Africa, the average daily revenue growth of 

hotels and lodging visitors prior to the advent of the COVID-19 pandemic and restrictions, 

recorded 7.9 percent in 2017 and an added 1.2 percent rate was seen in 2018. Throughout 2019, 

guest night visitors to lodges registered a 1.5 percent increase in the overall customer 

occupancy usage rate and revenue per available room. Unfortunately, the COVID-19 safety 

protocol measures put in place by the South African government from the 27th of March 2020 

in the quest to curb the spread of the virus (SABC News 24th of March, 2020), negatively 

affected the hospitality and tourism industry (Dube et al., 2020; Stehlik, 2020). While still 

reeling on the effects of the COVID-19 pandemic, the hospitality and tourism industry 

worldwide, is still faced with numerous challenges, some of which relate to process operations 

and quality service delivery (Erragcha & Babay, 2022; Gursoy, 2018), new trends and the 

everchanging consumer consumption patterns (Lee & Kim, 2018) that also undesirably impact 

on consumer purchasing behaviour. Consequently, Park et al. (2017) recommend that the 

hospitality operators should, therefore, consider designing innovative ideas that can better 

satisfy customers’ needs and requirements with admiration to their offerings. The South 

African hospitality and tourism industry is also not exempt from this suggestion, considering 

that the consumer decision-making process and qualities that are likely to affect customer 

certitudes have been the major drivers of value creation in this industry (Lu & Gursoy, 2017). 

The notion that value serves as the basis for consumer behaviour and marketing activities 

(Gutman & Vinson, 1979; Holbrook, 1999; Wagner, 1997), has triggered continued interest in 

value conceptualisation. Seeing that the customers are one of the primary stakeholder groups 

in the hospitality and tourism market, it is important for marketers to gain knowledge in this 

terrain. They should first understand consumer concerns and how to satisfy and convert them 

to practice positive patronage behaviour (Binninger & Robert, 2008). 

Numerous scholars found that hedonic and utilitarian values are usually associated with 

individuals’ emotional arousal and sensible opinion (Chaudhuri & Ligas, 2006; Lee & Kim, 

2018; Eggert & Ulaga, 2002; Vieira et al., 2018). Hirschman & Holbrook (1982) argue that 

hedonic value can be described as more subjective and personal than its utilitarian counterpart 

and resulting more from fun and playfulness than from task completion. Such statements 

suggest that consumers are concerned about poignant issues and realistic reflections on their 

purchase behaviour, especially after experiencing valuable and unique interactions with their 

lodging service providers. Considering that some lodge visitors, for example, prefer the 

experience of staying in a home rather than lodging (Guttentag, 2015), one of its significant 

features is the economic benefits such as cost savings related to the utilitarian value aspect of 

consumption (Lamberton & Rose, 2012). Ostensibly, the unpredictable levels of attention 

placed on the visitors’ perceived value between hedonic and utilitarian value lead to questions 

such as, which value would be more dominant to consumers? and which factors influence 

consumer experiences? Such questions can be utilised to assess the impact of hedonic and 

utilitarian values on consumer lodging experiences in pursuit of customer satisfaction and 

positive behavioural patterns. 

  Scholars such as Basaran and Büyükyılmaz (2015); Hansaee and Rezaeyeh (2013); Lee 

and Kim (2018) as well as Saygılı, and Yalçıntekin (2021) investigated consumers’ assessment 

of hedonic and utilitarian value attributes in relation to its influence on consumer satisfaction 

and behavioural outcomes. Thus, it is important that lodge operators, now more than ever 

before, should exercise innovative and competitive strategies to be sustainable (Imoagene et 

al., 2021; Lee & Kim, 2018), since modern consumers’ lodge-visiting patterns tend to incite 
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low consumer spending and fewer vacations (Cohen et al., 2014; Han & Anderson, 2022). 

Accordingly, operational adjustments must be made to successfully meet consumer needs and 

gain greater value from appealing hospitality activities (Hussain et al., 2020). As such, lodge 

operators must understand not only what their customers perceive as important in relation to 

their visits, but also know how they define value derived from their visiting encounters and 

expectations (Zeithaml, 1988) and nudging one-time lodge visitors into regular customers. 

  Numerous studies confirm that the level of process quality and outcome quality 

satisfaction moderates the relationship between the hedonic and utilitarian value of products 

and services toward post-purchasing behaviour (Chen & Tsai, 2008; Saygılı & Yalçıntekin, 

2021). The concept of process quality satisfaction has been used to comprehend consumers’ 

thought processes about the significance or level of interest in lodging services. Consumers’ 

mindsets have a variety of influences on consumption experiences and customer behavioural 

intention. In this vein, process quality satisfaction permits lodge managers to employ a more 

accurate approach to serving guests based on their distinct behaviours (Park & Kim, 2010). 

  Therefore, this study seeks to investigate consumer behavioural intentions concerning 

lodging services by examining the relationship between the hedonic and utilitarian value 

aspects on consumer process quality and outcome quality satisfaction. Also, in the quest to 

understand consumer behavioural intentions relative to their previous consumption encounters, 

this study examines consumer process quality and outcome quality satisfaction as moderating 

variables leading to positive customer behavioural intention. Accordingly, the primary 

objective of this study is to assess the hedonic and utilitarian shopping values that exert a 

positive influence on customers process quality satisfaction, outcome quality satisfaction and 

behavioural intentions.  

The main contributions of this study stem from the view that to the best of the 

researcher’s knowledge, no known study, particularly from the South African hospitality and 

tourism industry, investigated the effects of both hedonic and utilitarian value variables and 

their association with process quality satisfaction and outcome quality satisfaction as 

moderators of consumer behavioural intention outcome from the lodging services context. By 

investigating the influence of hedonic and utilitarian value aspects on process quality and 

outcome quality satisfaction, the study will contribute to the existing consumer behaviour body 

of knowledge and marketing practitioners to know how best to satisfy consumers’ expectations 

regarding lodging service options. The study results will assist both lodge managers and 

marketing practitioners to better understand how both hedonic and utilitarian value aspects 

impact consumer satisfaction and behavioural intentions from the lodging service perspective.  

 

Literature review  

Theoretical framework  

The expectancy value theory (EVT) is a theory of motivation that has been tested in many 

different fields including education, health, communications, marketing and economics. It is 

premised on the notion that achievement-related choices are motivated by a combination of 

people’s expectancy for success and subjective task value in particular domains (Wigfield & 

Cambria, 2010). Although the three EVT models (Eccles & Wigfield, 2002, Lawler & Porter, 

1967, Vroom, 1964) differ in their meaning and implications for each variant, the general 

assumption is the existence of expectations as well as values that affect subsequent behaviour 

(Schunk, 2014). In addition, all three variants of EVT models are consistent with the study 

framework in that the two core components, being expectancy (satisfaction and future 

behavioural intentions) and value (hedonic and utilitarian), have been incorporated into the 

current study. 
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African Journal of Hospitality, Tourism and Leisure, Volume 12 (2) - (2023) ISSN: 2223-814X  

Copyright: © 2023 AJHTL /Author(s) | Open Access – Online @ www.ajhtl.com   

 

 

610 

 

Definition of key study constructs  

Hedonic value versus utilitarian value 

In the marketing literature, many studies confirm that service value is a multidimensional 

notion that holds a variety of qualities across different consumption perspectives (Holbrook, 

1999; Gallarza et al., 2017). However, in spite of its perseverance, many researchers, such as 

Boksberger and Melsen (2011); Day and Crask (2000); Dodds et al. (1991); Helkkula et al. 

(2012); Leroi-Werelds et al. (2014), agree that the value concept lacks constancy with respect 

to its conceptualisation, nature or characteristics. Hence, the value concept has continuously 

been re-examined and still proved to be a captivating construct (Arnould, 2014). As this study 

falls within the realm of an epistemology of services marketing (Gummerus, 2013; Lin et al., 

2005; Nilson, 1992), measuring the influence of value and its dimensions in the hospitality 

industry with a particular interest in lodging services is deemed fit for the purpose of this 

inquiry. 

  With regards to consumer experiences, the hedonic measure of consumption 

encompasses the exclusivity of services or the emotional association it arouses in the consumer 

(Hanzaee & Rezaeyeh, 2013), while utilitarian value is linked with real economic benefits 

derived from the service encounter (Overby & Lee, 2006). Both the hedonic and utilitarian 

value aspects have been widely investigated to better understand the consumer consumption 

processes including the lodging operations (Jones et al., 2006; Lee & Kim, 2018; Li et al., 

2021). Thus far, numerous studies have explored hedonic and utilitarian value in dissimilar 

settings such as coffee shops (Bae & Jeon, 2022); retail shopping outcomes (Jones et al., 2006); 

Airbnb hospitality (Lee & Kim, 2018) as well as in the fast-casual restaurants (Nejati & 

Moghaddam, 2012). Lee and Kim (2018) found that in the hospitality setting the hedonic 

effects of consumption experience occur prior and after consumption taking place. For 

instance, various attractions/pursuits, such as holidays on a cruise ship, are practiced essentially 

with hedonic objectives in mind (Kang, 2020). However, some prominent variables of 

utilitarian value are also specified in this domain, for example, opinions on the quality of 

services rendered, satisfaction levels and accessibility (Overby & Lee, 2006). 

  As previously mentioned, there are differing perceptions on the role of hedonic and 

utilitarian value regarding lodging services. Evans (2002) states that two complementary 

approaches to measuring customer value exist. The first approach pursues the identification of 

‘value’ perceived by the consumers and the second approach measures the value that a 

consumer brings to the business as the core target of marketing campaigns. Customers consume 

products and/or services for two specific motives (a) consummatory affective (hedonic) 

pleasure from bodily attributes and (b) instrumental (utilitarian) causes (Batra & Ahtola, 1995). 

It is important, therefore, to note that consumers usually look to benefit when they perform 

consumption acts. The first benefit is hedonic value factors that inspire consumption behaviour 

and the second benefit is for utilitarian value consumption motives. In most cases, hedonic 

value is more experiential, while utilitarian value encompasses an informational variable and 

emphasises consumption processes (Ofori et al., 2021; Henry et al., 2004). 

  One school of thought postulates that utilitarian value is at the forefront of lodging 

services. As lodge visitors are largely driven by utilitarian values such as accessibility, process 

quality, outcome quality and economic benefits inspiring them to visit a particular lodge over 

the others. In addition, another school of thought advances that hedonic value such as unique 

lodging experience is the main inspiring driver to visit a certain lodge (Guttentag, 2015; Pung 

et al., 2022). Because of the various sentiments presented on this topic, it is important to assess 

how the distinct value aspects play a part in the consumers’ satisfaction level based on their 

consumption process and experience. The consumer behaviour literature advocates that 

http://www.ajhtl.com/
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positive or negative emotions associated to service experience play a crucial role in describing 

satisfaction and envisaging future behavioural intention (Allen et al., 2005). 

 

Process quality satisfaction versus outcome quality satisfaction 

Oliver (1997) outlines satisfaction as a judgment that a product or service feature, or the product 

or service itself, provides pleasurable consumption related fulfillment. Satisfaction is, 

therefore, regarded as a fulfilling reaction used to evaluate and understand customer 

experiences. In addition, customer satisfaction is an attitude change ensuing from the 

consumption act (Jiu & Daliang, 2009). The service management literature contends that 

customer satisfaction is “the result of a customer’s perception of the value received in a 

transaction or relationship – where value equals perceived service quality relative to price and 

customer acquisition costs – relative to the value expected from transactions or relationships 

with competing vendors” (Hallowell, 1996). 

Quality is a measurable attribute that is comparable to accomplishing or surpassing 

customer expectations. It can be assembled into a performance of administering, designing, 

delivering and maintenance of product and/or service processes (Foster & Gardner, 2022; 

Odek, 2020). Although, process intricacies can affect the capacity to constantly improve 

process efficacy, there is a discord as to how processes are monitored. Process quality can be 

described as ‘how’ satisfying is the service delivered (Marley et al., 2004). In essence, process 

quality is customer valuations of their encounter with their service provider (Heinonen et al., 

2010). It comprises making the lodge visitor’s experience continue proficiently and efficiently. 

Examples of process variables include, accuracy of information, accessibility and ease of use, 

physical appearance of the rooms, an enabling environment and satisfying visitors’ perception 

of having been treated well or not (Collier & Bienstock, 2006). In most cases, it is easier for 

lodging customers to evaluate the level of process quality paralleled to outcome quality. For 

instance, customers may not be convinced of the service quality received from their visit, but 

they certainly know that they were served satisfactorily or not (Mmutle & Shonhe, 2017). 

Outcome quality is what a customer takes away from the end of the transaction and 

plays a crucial role in the valuation of their overall satisfaction (Chen & Kao, 2012). The 

outcome of a satisfying service encounter is the fundamental reason why customers revisit the 

lodge. Issues relating to order timelines in receiving the service within an expected period, 

order accuracy and processing to the precise specifications given by the customer in relation to 

price, room size and the place of receipt (Collier & Bienstock, 2006; Mmutle &  Shonhe, 

2017), are key in ensuring customer satisfaction. However, owing to the special qualities of 

lodging services, for example, intangibility and perishability, the elements of order timelines 

and conditions are pertinent from a lodge services context and are, therefore, considered in this 

study.  

 

Behavioural intentions 

Fishbein and Ajzen (1975) describe behavioural intention as the extent to which an individual 

has created cognisant ideas to act or not to act on a specific future behaviour. Based on the 

theory of reasoned action (TRA), behavioural intention is an inspiring component of a desirable 

behaviour associated with the behaviour itself (Liu & Jang, 2009). Ladhari (2009) states that 

behavioural intentions can be characterised as favourable or unfavourable acts. Favourable 

behavioural intentions comprise paying premium price, positive word-of-mouth and 

continuously patronising a particular service provider. Contrariwise, unfavourable behavioural 

intentions involve spreading negative word-of-mouth and switching to another service 

provider. Zeithaml (1988) signifies that perceived value plays a critical part in customers’ 

purchase decision making, advocating that behavioural intentions are moments of perceived 

http://www.ajhtl.com/


  
African Journal of Hospitality, Tourism and Leisure, Volume 12 (2) - (2023) ISSN: 2223-814X  

Copyright: © 2023 AJHTL /Author(s) | Open Access – Online @ www.ajhtl.com   

 

 

612 

 

value. If the customers perceive the service providers value offering to be of high standard, 

they tend to display positive behavioural intentions.  

As for the relationship between the study variables, prior inquiries proved the mediating and 

resultant association between customer satisfaction and post-purchase behavioural intentions 

do exist (Lin et al., 2022). It is well-known that the services rendered to customers influence 

their satisfaction levels (Baker & Crompton, 2000; Dhurup & Mokoena, 2017) and that 

satisfaction is a direct precursor of behavioural intentions (Cronin et al., 2000; Nethengwe et 

al., 2018).  

 

Model development  

Built on the review of previous studies, this study proposes the conceptual model shown in 

Figure 1 and the hypotheses are stated as follows:  

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 1. The conceptual model 

 

H1: Hedonic value has a positive influence on outcome quality satisfaction among lodge 

visitors. 

H2: Hedonic value has a positive influence on process quality satisfaction among lodge 

visitors. 

H3: There is a positive relationship between utilitarian value and outcome quality 

satisfaction among lodge visitors. 

H4: There is a positive relationship between utilitarian value and process quality 

satisfaction among lodge visitors.  

H5: Outcome quality satisfaction has a positive influence on behavioural intentions 

among lodge visitors. 

H6: Process quality satisfaction has a positive influence on behavioural intentions 

among lodge visitors.  

 

Methodology 

Research design  

A combination of a descriptive and causal research design was deemed appropriate using 

sample surveys representing the target population. The descriptive research design was applied 

in analysing the demographic profile of respondents, while causal research was utilised in 

addressing the predictive relationships between the various research constructs. In light of the 

exploratory nature of the study, a quantitative approach was chosen for the conduct of the study 

in order to prove the hypothesis related to the effect of value on customer satisfaction and 

behavioural intentions in a lodging setting. The rationale for selecting a quantitative study was 

Hedonic value  

Utilitarian value 

Outcome 

quality 

satisfaction 

Process quality 
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intentions 
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H6 
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that it allows replication of the research procedure, thus enhancing validity and reliability of 

the research findings (Malhotra, 2010).  

 

Sample and data collection method 

A non-probability purposive sampling method was followed to randomly select qualifying 

respondents within the Vaal region of Gauteng province in South Africa. A screening question 

was posed upon approaching potential respondents to ensure that visitors who had not 

previously visited lodges around the Vaal were excluded. The reason being that they had no 

reference point to assess the lodges within the ambit of the variables under investigation. This 

exercise was also intended to identify and include respondents who had visited the lodges in 

the past six months prior to questionnaire administration, which was conducted during August 

and November 2022. A structured self-administered questionnaire was used to collect data for 

this study. The researcher distributed 360 questionnaires with the aid of three trained field 

workers to obtain maximum participation of respondents for data collection. Of these 

distributed questionnaires, only 285 questionnaires (response rate of approximately 79%) were 

useful in the final analysis of the results. 

 

Measuring instrument 

The questionnaire was designed as a survey instrument to investigate the hypotheses of interest, 

including adapted scales (to fit the current context) from previous studies for all the constructs 

measured. A total of 27 items were used to measure the five constructs applied in the study 

model. All the items were extracted from previously validated scales identified during the 

literature review. Hedonic and utilitarian value scales consisted of seven items each, which 

were adapted from the study undertaken by Voss et al.  (2003). The measures for outcome 

quality satisfaction, process quality satisfaction and behavioural intentions were adapted from 

a scale developed by Chou and Hsu (2016) and consisted of four, three and six items 

respectively. The sections on the study constructs were varied, using Likert and semantical 

differential scales to address issues of common method bias in scale construction. In addition, 

the measuring instrument consisted of a section that elicited respondents’ biographical 

information.  

 

Data analysis 

First, the frequency analysis was used in the respondents demography study. Secondly, the 

descriptive and correlation analyses were operated in the Statistical Package for the Social 

Sciences (SPSS) 26.0 to analyse data. Finally, structural equation modelling (SEM) was used 

to test the proposed hypotheses that were presented in the proposed research model in AMOS 

26.0.  

 

Results 

Demographics  

An analysis of the demographic profile of respondents shows that the majority of respondents 

(59.5%; n=172) were females while the rest were males (40.5%; n=117). In terms of the age 

groups, the majority (71.6%; n=207) consisted of respondents who were under 30 years of age, 

followed by (20.4%; n=59) respondents who ranged from 30 to 40 years of age, followed by 

respondents who ranged from 41 to 50 years of age (4.5%; n=13)  and finally, those over 50 

years of age (3.4%;n=10). Of the 289 respondents, the majority (73%; n=211) were Africans, 

while 10.4 percent (n=30) were white, 8 % n=23 were Indian/Asians and the remaining 

participants (8.7%; n=25) were coloured. More than half (71.6%; n=207) earned salaries below 

http://www.ajhtl.com/
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R10 000 per month while the remaining (28.4%;n=82) earned a salary above R10 000 per 

month. 

 

Correlations and descriptive statistics  

Tests for normality in the data were concluded prior to the correlation analysis. It emerged that 

the data were not normally distributed, hence the non-parametric Spearman’s correlation 

procedure was utilised (Malhotra, 2010). The results of the correlation analysis are reported in 

Table 1.  

 
Table 1: Correlations between constructs and descriptive statistics 

FACTORS  HED  UTL OQS PQS BIN  MEANS  SD  

HED 1 .709** .617** .646** .490** 3.62 1.153 

UTL .709** 1 .604** .651** .576** 3.80 1.199 

OQS .617** .604** 1 .762** .623** 3.50 1.089 

PQS .646** .651** .762** 1 .671** 3.48 1.112 

BIN  .490** .576** .623** .671** 1 3.59 1.102 

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

 

The results in Table 1 indicate moderate (r=.490) to strong positive (r=.762) correlation 

relationships among the constructs under investigation at p< 0.01). Regarding descriptive 

statistics, Table 1 indicates that all mean scores returned (3.62, 3.80, 3.50, 3.48 and 3.59 

respectively) for all the construct were all above the score of three on the Likert scale. The 

recorded means suggest that the respondents recognise the significance of these constructs 

within the lodges setting. In addition, the standard deviations are also very similar across the 

constructs relative to the means. 

 

Measurement instruments analysis  

The measurement instruments analysis for reliability and validity values are reported below. 

 
Table 2 Measurement instruments analysis 

Research construct 

Reliability tests  Validity tests   

Item-

total 

Cronbach α 

Value 

CR AVE Square root 

of AVE 

Outer 

loadings  

Hedonism (HED) 

HED1 .671 

0.875 0.874 0.501  0.71 

.744 

HED 2 .629 .673 

HED 3 .633 .711 

HED 4 .641 .700 

HED 5 .709 .759 

HED 6 .645 .653 

HED 7 .661 .670 

Utilitarian (UTL) 

UTL1 .619 

0.855 0.854 0.511  0.707 

.674 

UTL2 .609 .643 

UTL3 .557 .603 

UTL 4 .677 .725 

UTL5 .691 .762 

UTL6 .580 .624 

UTL7 .695 .709 

Process quality 

satisfaction (PQS). 

PQS1 .680 

0.854 0.853 0.590  0.77 

.813 

PQS2 .695 .732 

PQS3 .695 .737 

PQS4 .716 .795 

Outcome quality 

satisfaction (OQS) 

OQS1 .695 

0.847 0.841 0.611  0.78 

.803 

OQS2 .707 .792 

OQS3 .743 .825 

Behavioural intention 

(BIN) 

BIN1 .726 

0.912 0.911 0.630  0.79 

.756 

BIN2 .776 .802 

BIN3 .759 .822 

http://www.ajhtl.com/
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Research construct 

Reliability tests  Validity tests   

Item-

total 

Cronbach α 

Value 

CR AVE Square root 

of AVE 

Outer 

loadings  

BIN4 .728  .765 

BIN5 .774 .824 

BIN6 .760 .805 

  ≥0.50 ≥0.70 ≥0.70 ≥0.50 ≥0.50 ≥0.60 

Note: C.R= Composite reliability; AVE= Average variance extracted; Factor loadings computed through a confirmatory factor 

analysis (CFA) approach using AMOS (26.0). Descriptive and reliability values (Cronbach α) values were computed using 

SPSS.  

 

Reliability results  

Table 2 reports that the internal consistency reliability was met by both Cronbach’s alpha 

values (ranging between 0.847 and 0.912) and the composite reliability (CR) values above 0.70 

(ranging between 0.841 and 0.911) (McDaniel & Gates, 2015). In addition, the item-to-total 

correlation values reported are all above the customary cut-off value of 0.5, as suggested by 

Hair et al. (2017).  

 

Measurement model 

The measurement model was assessed through convergent validity and discriminant validity. 

To warrant convergent validity of the measurement model, the researcher verified the factor 

loadings, AVE and CR thresholds in line with Hair et al. (2017). As can be seen, Table 2 

reported that the outer loadings were greater than 0.7. It was also reported that AVE values 

ranged between 0.51 and 0.630, while similarly, CR items were above the 0.70 threshold.  

With regard to discriminant validity, Fornell and Larcker’s (1981) criterion was used 

by comparing the square root of AVE with the inter-construct correlations. As shown in Table 

2, all square roots of AVE were greater than the correlation coefficients displayed in Table 1. 

Additionally, based on the inter-construct correlations (<0.85 cut-off) reported in Table 1, it 

can be concluded that the measurement model also demonstrated sufficient discriminant 

validity. 

The conclusion that the research model has a good overall fit was supported by a Chi-

square =1.785 χ2/df (<0.3). If the more suitable goodness-of-fit indices recommended by Hu 

and  Bentler (1999) are applied, the model is well within acceptable parameters CMIN/DF = 

1.785 (<3.0), Increment Fit Index = 0.958 (IFI>0.90), Comparative Fit Index = 0.948 

(CFI>0.90), Goodness of fit index = 0.929 (GFI>0.90) and the Root Mean Square Error of 

Approximation = 0.051 (RMSEA<0.08). 

 

Structural model  

Having established a reliable and valid measurement model, a structural model was performed 

to test the predictive relationships between the study constructs. The results of the main effects 

are reported in Table 3. 

 
Table 3: Results of SEM analysis 

Path Hypothesis Path coefficient estimate B S.E CR (t values) P Decision 
HED→SO   H1 .573 .134 4.287 *** Supported 
HED → SP   H2 .545 .128 4.255 *** Supported 
UTL→SO   H3 .259 .135 1.919 0.055 Not Supported 
UTL→SP 

 

H4 .399 .134 2.974 0.003 Supported  
SO→BIN  

 

H5 .080 .173 .447 0.655 Not supported  
SP→BIN  

 

H6 .615 .179 3.562 *** Supported  

Note 1*** p- value 0.01; 2. Using a significance level of 0.05 critical ratios (t-value) that exceed 1.96 would be 

called significant.  

Note: SE = Standard error; CR= Critical value; P= Probability value  
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Discussion of results  

Regarding the hypothesis tests, as shown in Table 3, four of the six hypothesised relationships 

are supported in the estimated structural model. The relationship between utilitarian value and 

outcome quality satisfaction and the relationship between outcome quality satisfaction and 

behavioural intentions were not supported. 

Hedonic value standard coefficients (β =0.573, t=4.287; p<0.005) and (β =0.545, 

t=4.255;p<0.000) posed the strongest and significant direct influence over outcome quality 

satisfaction and process quality satisfaction, respectively. Therefore, hypotheses 1 and 2 were 

supported. In terms of correlations, hedonic value was strongly correlated to both outcome 

quality satisfaction and process quality satisfaction service quality with significant Pearson’s 

coefficients of 0.617 and 0.646 at 0.05 level respectively (see Table 2). The findings from this 

study are also consistent with the research carried out by Widagdo and Roz (2021), which states 

that customer satisfaction is influenced by existent factors in the individual, namely the hedonic 

nature.  

  However, both, the path between utilitarian value and outcome quality satisfaction (β 

=0.259, t=1.919; p<0.055) as well as the path between outcome quality satisfaction and 

behavioural intentions (β =0.080, t=0.447; p<0.655) posed the weakest and most insignificant 

direct influence, thereby rejecting hypotheses 3 and 5 respectively. Although the mentioned 

study constructs did not have a significant relationship with each other, the association among 

these study constructs tends towards that direction on the basis of the correlation analysis. 

Significant correlations coefficients were reported in Table 2 to support this finding (Pearson’s 

coefficient of 0.604 between utilitarian value and outcome quality satisfaction and 0.623 

between outcome quality satisfaction and behavioural intentions. Additionally, utilitarian value 

is a direct determinant of customer satisfaction (Evelina et al., 2020); however, the findings 

showed the contrary, meaning that the level of the utilitarian value of lodge visitors does not 

have a significant impact on the level of outcome quality satisfaction  

Finally, both the paths between utilitarian value and process quality satisfaction  

(β =0.399;t=2.974; p<0.003) and process quality satisfaction and behavioural intentions  

(β =0.615, t=3.562; p<0.000) were supported in this study, thereby validating support for 

hypotheses 4 and 6 respectively. In terms of correlations, utilitarian value was strongly 

correlated to process quality satisfaction as well as process quality satisfaction to behavioural 

intentions with significant Pearson’s coefficients of 0.651 and 0.671 at 0.05 level respectively 

(see Table 2). These findings reinforced the earlier empirical evidence by Chen and Kao (2010) 

and are in line with previous studies by Foroughi et al. (2019), which reveal the importance of 

process quality satisfaction in the process of creating a positive behavioural intention. 

 

Limitations and future research opportunities 

While the research has achieved its objectives, its limitations should be considered for 

mitigation by future studies. Cognisance is taken of the convenience non-probability sampling 

used in the study, which is potentially not representative of the population being researched 

and thus has a limited ability to generalise the results. The findings of the study should, 

therefore, be interpreted with caution and viewed as exploratory results. To this end, it is 

recommended that a randomised probability sample be utilised with a view to confirm the 

efficacy of the research framework. The short-term (cross-sectional) nature crises may also 

contribute to the non-significant exploratory results obtained and thus, longitudinal research 

with longer intervention periods is recommended.  

This research (even though of high complexity with structural equation modelling 

analysis) is also limited by only performing a quantitative study, which raises important 

implications associated with quantitative studies, such as information bias. To remedy this, a 
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qualitative research design may be helpful in making follow-ups to the responses provided in 

the quantitative research design; thus, employing both paradigms to supplement each other. 

Furthermore, for a better understanding of the role of key variables that designate satisfaction 

and behavioural intentions, researchers can explore the role of other variables within the 

context of lodges such as engagement value, perceived value and customer loyalty, to name a 

few. 

  

Conclusions and implications of the study 

The current study is one of the pioneers that reveals a correlation between consumer motivation 

values, customer quality satisfaction and consequently future behavioural (revisiting) 

intentions among visitors in the lodging setting within the Vaal Region. Although similar 

papers exist that discussed the impact of these value motivations on customer satisfaction and 

future behavioural intentions, investigations on the hospitality industry are still sparse. 

Therefore, the current study expands the understanding of owners or managers in the 

hospitality industry (specifically in the lodging setting) about the influence of distinct value 

types on customers’ satisfaction and behavioural intentions of visitors or patrons of these 

facilities. This suggests that lodge managers in South Africa should concentrate more on 

consumer values regarding aspects of quality satisfaction experience in order to inculcate 

positive revisiting intentions; in other words, the higher the utilitarian and hedonic values of a 

customer after visiting the facilities, the higher his satisfaction level, which would consequently 

result in his higher intention to revisit the facilities. 

  This research has provided helpful insights for hospitality researchers and practitioners 

(including restaurant and hotel managers) by enhancing their understanding of the influence of 

values on satisfaction and behavioural intentions of customers towards lodges in South Africa. 

The primary motivation among service providers for investing effort in evaluating and 

improving their quality of performance and seeking to enhance the level of satisfaction, is that 

such improvements will result in increased consumption (revisiting intentions, in this instance). 

From a practical point of view, the entertaining and emotive nature of the lodging facilities 

constitutes a differentiation factor, which impacts on satisfaction evaluation and intention to 

revisit the facilities. Therefore, to enhance future behavioural intentions, the hospitality 

management are compelled to provide opportunities for utilitarianism and hedonism as well as 

quality satisfaction for the patrons of hospitality facilities. It is indeed important, to note that 

the success of lodges within the hospitality industry depends on the extent to which the lodge 

managers or owners address customer’s needs and keep them fascinated (i.e. in value creation). 

  It is also interesting to note that global measures applied in this study fit very well in 

the South African lodging context, judging by the reported measurement instruments analysis 

in the study. Besides, measures of the hedonic and utilitarian value dimensions provide scholars 

and managers with fresh insights on modelling tourism as well as marketing challenges related 

to the lodging and hospitality industry. Finally, future studies should attempt to replicate this 

study in different hospitality settings in order to generalise the conceptual framework that the 

study proposes. 
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