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Determinant Elements of Customer Loyalty to Guesthouses in Botswana

Abstract
Phineas SEBOPELO™ Perceived service quality, guesthouse image, and trust were investigated as the main
Botswana Open University, determinants of customer loyalty in Botswana's guesthouse sector. A survey guestionnaire was
Botswana, Email, used to collect data from guesthouse customers. Four hundred and twenty-seven (427) responses
Sebopelo86@gmail.com were obtained using a stratified simple random sampling technique. The study used validated
Corresponding Author scales to measure the study constructs, perceived service quality, guesthouse image, trust, and

customer loyalty. The results showed all study variables influenced customer loyalty, whereas
trust did not mediate the relationship between perceived service quality and customer loyalty.
Unlike the traditional exploration of customer loyalty in big entities like hotels the study offers
knowledge of customer loyalty in entities smaller facilities in the make of guesthouses.
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Introduction

Located in central Southern Africa, close to South Africa, Angola, Namibia, Zambia, and Zimbabwe, Botswana is well-
known for the Okavango Delta, which ranks as the sixth most travel-friendly destination (Stone & Stone, 2020). Due to the
remarkable interior delta's ability to sustain a diverse range of animals, tourism plays a significant role in boosting Botswana's
GDP and job market (Becker, 2018; Hambira et al., 2022). The tourist industry has become increasingly prominent on a
global scale in the current globalised era (Manzoor et al., 2019; Wanying et al., 2022). It makes the case that enhancing
guesthouse reputation, service quality, and customer trust all contribute to increased customer loyalty. It also highlights the
need to increase trust and loyalty among guesthouse clients by resolving quality concerns in guesthouses. The study on the
factors influencing consumer loyalty in the travel and tourism sector gives experts in the field tools to develop strategies for
boosting customer loyalty (Williams & Ndlovu, 2019; Radwan, 2022). This study provides an established model that
elucidates customer loyalty concepts in the guesthouse sector. Guesthouses in Botswana face a serious problem of fluctuating
occupancy rates. These fluctuating rates reflect business instability in many guesthouses. Singh & Corsun (2023) noted that
guesthouses that experience difficulties in maintaining consistent service quality, good image, and trustworthiness encounter
fluctuating return visits. Botswana has entrenched its status as a tourism powerhouse in the African Continent and the world
at large (LaRocco, 2020). However, like most African countries, the country suffers from poor service delivery, just like
many countries. The weaknesses in the service quality attributes have an adverse effect on the guesthouse's capability to
attract and retain customers.

Botswana guesthouses are also characterised by a lack of trust from customers. Chatibura (2020) conducted a link
analysis generated from customer reviews in selected guesthouses in Botswana, and it revealed that 75% of those who
participated in the review did not trust that guesthouses would provide what they promised in their online advertisement.
Gabasiane & Chiguvi (2023) noted that the main problem that contributes to poor service quality in most guesthouses in
Botswana is the fact that most of the managers in charge are not skilled to manage such hospitality facilities. The issues
arising from service quality, guesthouse image and trust create problems regarding attracting new customers and retaining old
ones in the guesthouse sector. Roberts-Lombard et al. (2020) noted that service industries like guesthouses rely heavily on
word of mouth to the exclusion of other marketing strategies. In Botswana, there is also a notable concern relating to
guesthouse image, and the problem overshadows the reputation of guesthouses, which is exacerbated by the poor location of
guesthouses in Botswana, which is compounded by poor or no signage. Hatma Indra Jaya et al. (2024) further noted that
although guesthouses continue to grow in terms of numbers, research focusing on customer experiences within these entities
remains scant. The scarcity of research on guesthouses unavoidably creates a knowledge gap. Through the empirical findings
generated from this study, the apparent literature gap in the field of the guesthouse industry in Botswana and other contexts
shall presumably be closed. This study intends to achieve the following objectives: which are to: a) determine the relationship
between perceived service quality and customer loyalty in guesthouses in Botswana, b) establish the relationship between
guesthouse image and customer loyalty, c¢) assess how trust mediates the relationship between perceived service quality and
customer loyalty, d) assess how trust mediates the relationship between guesthouse image and customer loyalty and e)
determine the relationship between trust and customer loyalty in guesthouses.

Review of literature and hypothesis development

Customer loyalty

Several scholars like Gonzalez-Viralta, (2023), credited Dick & Basu (1994), have been credited with establishing the notion
of customer loyalty. The term customer loyalty denotes the strength of the bond between a customer's attitude and their repeat
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patronage behaviour (Gulat & Shankar, 2024). Customer loyalty is shown in the guesthouse industry when guests regularly
select a specific guesthouse over an extended period. Customer loyalty can be defined as behavioural intents that result in
"repeat usage and recommendations,”" showing advocacy and habitual behaviours (Saini & Singh, 2020; Mukherjee et al.,
2023). Studies conducted by Rizan et al. (2019) Rane et al. (2023) demonstrated that customer loyalty is greatly enhanced by
word-of-mouth recommendations and perceived service quality.

Perceived service quality

According to Asamoah & Doc (2021), companies can identify problems and make changes by measuring perceived service
quality, which may increase market share and profitability. Gebremichael & Singh (2019) and Siyum (2024) noted that the
discrepancy between customers' expectations and their actual encounter with the service is the foundational idea behind
perceived service quality. Dalal & Aljarali (2021) also stressed the importance of understanding how customers view quality,
especially for companies looking to increase perceived value. This emphasises how crucial it is that perceived service quality
matches or surpasses the needs of customers and corresponds with their expectations. Perceived quality has five components,
which are responsiveness, reliability, assurance, empathy, and tangibility. Each one of these variables has a favourable impact
on customer loyalty (Zhang et al., 2021; Nyagadza et al., 2022).

Perceived service quality and customer loyalty

Research by Sutriani et al. (2024) has demonstrated a strong positive correlation between customer loyalty and perceived
service quality dimensions. The outcomes of their studies emphasised the assertion that enhancing service quality increases
customer loyalty. Cardoso et al. (2022) observed that customers form an emotional bond with a brand because they receive
the emotional fulfilment that comes from receiving high-quality service. Furthermore, studies conducted by Rizan et al.
(2019) and Harriet et al. (2024) established that there is a positive association between perceived service quality and customer
loyalty. Based on the discussion, the following hypothesis is proposed: There is a positive correlation between customer
loyalty and perceived quality in guesthouses in Botswana (H1).

Guesthouse image

According to Lai (2019), Shin (2022), and Le (2023), guesthouse image is the general perception formed in the minds of
individuals derived from their lodging experience in a guesthouse. The image of the guesthouse contributes to the attraction
of customers and tourists to the services provided by guesthouses (Tabaku & Kruja, 2019; Ariyani & Kurniawan, 2022).
According to Guan et al. (2021), guesthouse image results from the accumulation of experiences from the guesthouse where
the customer stayed, particularly if customers regarded the services to be high in credibility. Aljumah (2022), Meng-Shiou et
al. (2019), and Jia et al. (2023), extrapolated from this preceding notion to assert that image is the result of the interaction
between the harboured beliefs, thoughts and feelings about a place. It is the result of the individual customer evaluation of a
guesthouse. According to Manzoor et al. (2021), image is the stakeholders' evaluation of a company based on its historical
performance. This implies that visitors' impressions of a guesthouse are greatly impacted by their encounters with the facility
directly, as well as by how they understand the guesthouse's past acts. According to Tahir et al. (2024), an entity's image
plays a crucial role in shaping people's views and behaviours towards it. Bisimwa et al. (2019), Perpifia et al. (2021), and
Araujo et al. (2023) opined that image impacts the perceived outlook of a business entity, including its products and services.
The foregoing studies highlight the significance of image in tourism institutions like guesthouses.

Trust

Kéhkonen et al. (2021) define trust as belief in the honesty, integrity, and intentions of another party. Building trust in the
guesthouse sector requires stakeholders and guests to interact honestly and sincerely (Sthapit & Bjork, 2019; Zsigmondova et
al., 2021). They contend that mutual benefit takes precedence over opportunistic action and that this leads to the development
of trust. Hou et al. (2018) and Aldulaimi (2024) consider trust as a critical factor in creating long-term business relationships
and an important antecedent of the consumer’s loyalty. Nadeem (2020) emphasised the criticality of trust in determining the
strength of a customer and firm relationship. Moon et al. (2022) contended that trust is the actual link that connects the
guesthouse owners to the customers. This makes trust prominent during the purchasing /use of guesthouse services,
especially due to the truthfulness of the relationship, which has a psychological effect of influencing the customer to
purchase. Ramachandran & Balasubramanian (2020) and Agyei et al. (2020) believe that trust is amongst the many factors
that enhance customer loyalty; it is a decisive factor for the sustenance of guesthouses and customer relationships, and as
such, an important antecedent of customer loyalty. Barus et al. (2021) and ljomah et al. (2024) argued that organisations such
as guesthouses can withstand modern-day competition and sustain customer loyalty if they ensure that customers trust in their
services.

Perceived service quality, trust, and customer loyalty

The perceived service quality, trust and customer loyalty relationship denotes a situation in which service quality has a direct
effect on customer loyalty and that service quality also has an indirect effect on customer loyalty through the mediation of
trust (Ashiq & Hussain, 2024). This relationship was confirmed by Haghkhah et al. (2020), who confirmed a mediating role
for trust and commitment between service quality and customer value on the one hand and customer loyalty on the other. The
mediating effect of trust on the relationship between service quality and customer loyalty means that in the service industry,
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trust is very crucial and that service quality should be directed to build customers' trust to build customer loyalty at a later
stage (Ali, 2020). Guesthouses must provide acceptable service quality to their customers and enter into trusting relationships
with customers to encourage them to seek repeat or additional services. Bhat et al. (2018), Yesitadewi (2024), and Hameed
et al. (2024) suggested that perceived service quality is significantly and positively associated with trust, and that trust has a
significant and positive relationship with customer loyalty. Maeriyana et al. (2019), Dewi & Praswati (2024) concluded that
in the relationship between perceived service quality and customer loyalty, the trust variable can be called a partial mediation
variable. The mediation role played by trust was further demonstrated by Barus et al. (2021), Karim et al. (2024), who
confirmed that the effect of perceived service quality on customer Loyalty is fully mediated through trust. Based on the
observations from previously highlighted scholars the researcher proposes the following hypothesis: Trust mediates the
relationship between perceived service quality and customer loyalty towards guesthouses (H2).

Guesthouse image, trust and customer loyalty

This study investigates how trust functions in the guesthouse industry as a mediating factor that improves customer loyalty.
According to Xu (2022), guesthouse image, trust and customer loyalty relationship denote a situation in which guesthouse
image has a direct effect on customer loyalty and where this relationship is mediated by trust This relationship is confirmed
by Celikkol (2020), who noticed that maintaining loyalty in service sector depends on increasing service quality and creating
a sense of trust in customers. Palacios-Florencio et al. (2018) and Nyagadza et al. (2022) asserted that by providing high-
quality services, the international tourist hotel industry induces customers to trust international tourist hotels. Chou et al.
(2019) argued that when trust is instilled in guesthouse customers, it enhances their propensity to recommend services offered
in the guesthouse facilities to other potential customers. Davis (2023) maintained that the association of guesthouse image,
trust and customer loyalty implies that guesthouses should not only invest in customer loyalty and their images but also in
trust. The presence of trust as a mediator is important because it leads to increased customer loyalty and positive image
amongst guests (Cardoso et al. 2022). According to research by Chou et al. (2019) and Gunawan et al. (2022), a positive
company image indirectly fosters trust, which in turn promotes customer loyalty. Yunus et al. (2018) and Afiftama et al.
(2024) observed that customer loyalty is impacted by company image, and that this effect is partially mediated by trust. The
outcomes from the studies demonstrate that customer loyalty supports a guesthouse’s positive image, which in turn fosters
customer loyalty, especially when trust plays the mediating role. Thus, hypothesis three posits that: trust mediates the
relationship between guesthouse image and customer loyalty(H3).

Guesthouse image and customer loyalty

The guesthouse image is strongly connected with customers' choice of the guesthouse. Xhema et al. (2018) and Rastogi et al.
(2024) established that customer retention and image building are the focus of many competitive and profit-oriented
companies. They concluded that customer perceptions of hotels influenced their choice of lodging. Their observations lead to
the inference that positive customer reviews of the guesthouse image can encourage positive attitudes and behaviours toward
the guesthouse. According to Haghkhah et al. (2020), images can affect consumers' perceptions through a variety of methods,
including public relations, word-of-mouth marketing, physical image, and real experiences. A guesthouse's image has a
significant impact on customer choice. Salem et al. (2022) contend that a traveller is likely to choose a certain entity over the
other due to a perceived favourable image. Considering these findings, the researcher proposes the following hypothesis:
there is a favourable correlation between customer loyalty and guesthouse image in Botswana (H4).

Customer loyalty and trust

According to Soliha et al. (2021), the relationship between trust and customer loyalty implies that a rise in trust causes a rise
in consumer loyalty. In other words, as trust grows, so does customer loyalty. It follows that building trust and fostering
client loyalty are essential to achieving long-term corporate success. (Rane et al. 2023). When customers have trust in a
guesthouse, it encourages them to spread good word-of-mouth about the facility, hence creating loyalty. Amongst those who
hold such a belief are Khan et al. (2021), who suggest that there is a positive relationship between customer trust and
customer loyalty. These studies imply that there is a likelihood of customers recommending the services of the guesthouse to
other customers if they believe and trust them. Accordingly, hypothesis five considers that: Customer loyalty and trust have a
positive association is being proposed (H5).

Conceptual framework

The conceptual framework of the study was guided by the findings of the literature review. Theoretical conversations about
the relationships between perceived service quality, customer loyalty, trust, and guesthouse image are presented. The
relationship of the study constructs is depicted in Figure 1. The study applied the research model by Chou & Kohsuwan
(2019). This conceptual framework uses trust as a mediator to establish a relationship between customer loyalty, perceived
service quality, and guesthouse image.
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Figure 1: Conceptual framework

Methods

This study adopted a quantitative approach by applying a cross-sectional survey method because it is the most effective
method for this kind of research. In this study, questionnaires were used because they were practical and simple to administer.
The study adopted questions from previous studies with proven validity and reliability. The study's target population was
guests who had spent the night at guesthouses in Botswana. The sampling frame used in this study comprised visitors who
had stayed at these guesthouses in the previous three days. A stratified sampling technique was applied to select guesthouses
as study units. This followed a two-stage sampling technique. This method has been proven to be the most effective and
appropriate for testing the five hypotheses and for handling data from a large population (Buschle et al. 2022). In this study,
SPSS was used to compute a range of statistical approaches, from descriptive to inferential statistics. A confirmatory factor
analysis was carried out utilising structural equation modelling (SEM) with Amos v26 to test relationship pathways and
hypothesis in the study.

Results
The results of this study were based on the analysis of both inferential and descriptive statistics. SPSS was largely applied for
descriptive statistics, whereas AMOS was applied to generate most of the inferential statistics, including hypothesis testing.

Respondents demographics

Table 1 showed that 56.4% of the respondents were males while 43.6 % were females. Most of the respondents were aged
between 26-30 (37%) followed by 41-50 (25.1%) 21-30 (21%). There were only few respondents whose ages were below 20
years. (3.3%), 61-70 (2.3%) and over 70 years (0.5%). The table also shows that most of the respondents (51.5%) visited
guesthouses on business related matters, and (48.5%) reported to be out for pleasure.

Table 1: Respondents profiles

Gender Frequency Percent
Male 241 56.4
Female 186 43.6
Total 427 100
Age
<20 14 33
21-30 90 211
31-40 161 37.7
41-50 107 251
51-60 43 10.1
61-70 10 2.3
Over 70 2 0.5
Total 427 100
Purpose of Visit
Business 219 515
Pleasure 208 485
Total 427 100
Reliability

Table 2 shows the study construct's item reliability.

Table 2: Reliability of study constructs

Constructs No of Item Cronbach Alpha (o)
Perceived Service Quality (PSQ) overall 22 0.93
Guesthouse image 8 0.89
Trust 9 0.91
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The Cronbach's alpha coefficient for perceived service quality was .93, 0.91, trust, 0.89, guesthouse image, 0.89 and lastly
0.91 for customer loyalty. A Cronbach's alpha value of 0.70 or higher denotes an instrument with excellent internal
consistency (Hair et al., 2010; Yun et al., 2023). The high alpha values increase the reliability of the study conclusions
because they depict increased consistency among items within each construct. The measuring scales in this work exhibit
strong reliability, with Cronbach's alpha values exceeding the recommended criterion of 0.7 established by Nunnally (1978),
Hair et al. (2010) and Black & Babin (2019). This suggests that each of the study's constructs has good internal consistency

among its elements.

Validity tests
The study conducted a validity test to determine how accurately the study answered the study question and the strength of

study's conclusions. The discriminant validity test requires that the correlation value between the constructs be less than the
root square of the AVE for each value of the construct. The discriminant validity results are displayed in Table 3. According
to the findings, discriminant validity for the study constructs was attained.

Table 3: Discriminant validity

CR AVE Perceived Service Quality Trust Customer Loyalty Guesthouse Image
Service Quality 0.917 0.689 0.830
Trust 0.840 0.637 0.776 0.798
Customer Loyalty 0.925 0.607 0.737 0.719 0.779
Guesthouse Image 0.772 0.630 0.772 0.730 0.751 0.793

Source: Amos version 26 output

The diagonal shows the values of correlation between constructs; whereas the bold values of the diagonal are the square root of average variance extracted (AVE) of the constructs indicating the highest
in any row or column.

Confirmatory factor analysis (CFA)
After the measurements' validity and reliability were established, the study established the structural model. Figure 2 shows

the constructed structural model for this investigation.
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Figure 2: Structural model
Source: amosv26

Model fitness
The confirmatory factor analysis (CFA) model was estimated, and the next step was to determine whether it fit the dataset.

The overall model fit, and the precision of each parameter estimate were the two main areas of attention for this evaluation. A
variety of indices and crucial parameters listed in Table 4 were used to assess the overall fit. Assessment indices show that

the data fit the model.

Table 4: Structural model fit indices

Goodness of fit Study results Cutoff value Description
CMIN/DF (chi-square/degree of freedom) 1.88 Between 1.0 and 5.0 acceptable Good fit.

TLI 0.94 0.90 and above Acceptable fit.
NFI 0.89 0.90 and above Good fit

Between 0.80-0.90 (acceptable) "

GFI 0.89 Above 0,90 ([goo 0 ] P Acceptable fit
CFI 0.94 (0.90 and above) Good fit
AGFI 0.87 Above 0.80 (good) Good fit
RMSEA 0.04 0.08 or less Good fit
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Table 4's goodness of fit indices show that the model produced a satisfactory fit. These indices show us how well the
suggested model fits the available data.

Correlation of variables

The study examined the associations between the variables using the output from Amos. Every one of the three pathways was
statistically significant. The results, as depicted in Table 5, show that Trust, perceived service quality, and guesthouse image
all have significant positive effects on customer loyalty, as demonstrated by the results of regression analysis derived from
SEM using SPSS AMOS 28.0.

Table 5: Correlation of variables

Predictor: Outcome Regression weight (Beta) Conclusion

Trust: Customer Loyalty 0.26** H5 supported
Guesthouse Image: Customer Loyalty 0.24** H2 supported
Perceived Service quality: customer loyalty 0.33** H1 supported

Source: amosv26.  **- p <0.05

The results validate the hypotheses H1, H2, and H5 which indicated positive correlation amongst trust, guesthouse image and
perceived service quality with customer loyalty. The association amongst the variables to customer loyalty all had a p value
less than 0.05.

Mediation test

The study assessed the mediating effect of trust on the relationship between guesthouse image and customer loyalty using
Amos. The results of the mediation analysis are shown in Table 6. The outcome of this test revealed that trust does not
mediate the relationship between guesthouse image and customer loyalty. Similarly, the test also revealed that trust is not a
mediator between perceived service quality and customer loyalty.

Table 6. The mediating effect of trust between guesthouse image, perceived service quality and customer loyalty

Tested Pathways Indirect effects Direct effects Conclusion
Guesthouse Image, trust Customer loyalty .160 .039 No mediation.
Service Quality, trust Customer Loyalty 0.65 0.24 No mediation

Source: Amos. v26

The results in Table 6 reveal that trust does not mediate the relationships between guesthouse image, perceived service
quality and customer loyalty.

Hypothesis testing
Table 7 shows whether the study hypotheses are accepted once these correlations have been established and the mediation
tests have been completed.

Table 7: Overall results of hypotheses tests based on regression

Hypothesis Description Conclusion Hypothesis
H1 Perceived Service Quality (PSQ) is positively associated with customer loyalty. Accepted H1
H2 The guesthouse image is positively associated with customer loyalty. Accepted H2
H3 Trust mediates the relationship between perceived service quality and customer loyalty. Rejected H3
H4 Trust mediates the relationship between guesthouse image and customer loyalty. Rejected H4
H5 Trust is positively associated with customer loyalty. Accepted H5

The results in Table 5, shows that H3 and H4 were rejected, whereas H1, H2, H5 were accepted.

Discussion

Firstly, the study objective was to examine the relationship between customer loyalty and perceived service quality in the
guesthouse industry. The results revealed a positive correlation between perceived service quality and customer loyalty. The
attributes related to tangibles, responsiveness, empathy, and reliability were found to be important determinants of guesthouse
customer loyalty. The results are consistent with research findings by Wangchan & Worapishet (2019), which confirmed how
crucial it is to improve service quality to develop and preserve client loyalty in the guesthouse business. Secondly, the study
examined the association between guesthouse image and customer loyalty in guesthouses and the results showed a positive
association between the two. Aspects that comprise a guesthouse's overall impression were found to be essential in the
guesthouse image dimension. These findings are in line with previous empirical research conducted by previous researchers
such as Calvino et al. (2023), who suggested a positive and significant link between company image and customer loyalty.
The outcome of this study gives credence to the idea that there is a positive and significant relationship between guesthouse
image and customer loyalty in guesthouses in Botswana (H2). Thirdly, the study also examined whether trust mediated the
relationship between perceived service quality and customer loyalty. The analysis of the mediation showed that trust did not
mediate this association. This result runs counter to earlier research by Bahadur et al. (2020) and Dewi & Praswati (2024).
Although trust is a factor in loyalty, their mediation analysis highlighted that excellent service quality can directly increase
customer loyalty without the requirement for trust to act as a mediator. Interestingly, the empathy dimension in this study
showed comparatively smaller factor loadings, which might have an impact on trust's lack of relevance as a mediator. The
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study's fourth objective was to ascertain whether trust mediated the relationship between guesthouse image and customer
loyalty. The findings from the study proved that trust does not mediate this association. According to Tabaku & Kruja (2019),
Lai (2019), Gultom et al. (2021), and Gorska-Warsewicz & Kulykovets (2020) have argued that guesthouses can increase
customer loyalty when the overall image is improved, and favourable perceptions are created. However, in this study, it was
discovered that trust was insignificant as a mediating variable. The fifth objective of this study was to examine the connection
between trust and customer loyalty. The outcome of regression analysis in Amos shows a statistically significant positive link
between customer loyalty and trust. The results are in support of findings by Taufik et al. (2024). These scholars had ably
demonstrated that there is a substantial correlation between trust and consumer loyalty.

Conclusion

This study emphasises how crucial it is to improve the physical attributes of guesthouses, like their cleanliness and modern
amenities, to attract and retain customers. This study also highlighted the importance of empathic interactions by emphasising
that sympathetic employees' acts reinforce customer trust, which in turn influences loyalty. It is also concluded with interest
that in Botswana assurance variable seems to be very applicable in the situation of the guesthouse industry. It is also
concluded from this study that trust is important in the perceived quality and customer loyalty; guesthouse image customer
loyalty conundrum, however, it doesn’t have a significant mediating effect. This study offers practical ideas for enhancing
customer loyalty and service quality by empirically examining the factors that influence customer loyalty in Botswana's
guesthouse sector. The results have practical consequences for managers and lay the groundwork for future study in related
service industries. This study suggested important connections between the guesthouse industry in Botswana's perceived
service quality, image, trust, and client loyalty. By combining these concepts, illustrating their significant links, and exposing
the non-mediation effect of trust in the study setting, thereby adding to the body of literature. On a practical level, the study
stressed the importance of establishing a positive guesthouse image in addition to the quality of the services provided.
Guesthouses should keep their premises visually appealing with consistent upkeep and tasteful décor that showcases their
dedication to providing high-quality services. Developing a distinctive and attractive guesthouse image improves customer
perception and promotes good word-of-mouth and repeat business. These insights offer practical suggestions for enhancing
the standard of service, developing a favourable reputation, and creating long-lasting connections with guests in the
guesthouse industry. In the final analysis, the result of the study enhances scholarly understanding and furnishes pragmatic
direction for industry stakeholders and management.

In this study, inherent limitations are being recognised, even though the study provides insightful information about
guesthouse patron loyalty. While the cross-sectional survey method is useful for collecting a large sample of data, it is limited
in its capacity to determine the causal links between variables. The research model mainly examined elements, including
perceived service quality, guesthouse image, and trust, to the possible exclusion of other critical variables. Additional
research should be conducted using different geographic regions, different kinds of lodging establishments, and different
service sectors. To provide a more comprehensive picture, future research should investigate other factors over and above the
ones covered in the current study that may have a likely impact on customer loyalty.

References

Afiftama, I. & Nasir, M. (2024). The Effect of Brand Image, Brand Trust and Customer Experience on Brand Loyalty. Jurnal llmiah Manajemen

Kesatuan ,12(1), 191-202. http://dx.doi.org/10.37641/jimkes.v12i1.2403

Akbari, K., Winter, S. & Tomko, M. (2023). Spatial Causality: A Systematic Review on Spatial Causal Inference. Geographical Analysis, 55(1), 56-89.
https://doi.org/10.1111/gean.12312

Aldulaimi, S., Soni, S., Kampoowale, ., Krishnan, G., Ab Yajid, M.S., Khatibi, A., Minhas, D., Aldulaimi, S., Soni, S., Kampoowale, I., Krishnan, G., Ab
Yajid, M. S., Khatibi, A. & Khurana, M. (2025). Customer Perceived Ethicality and Electronic Word of Mouth Approach to Customer Loyalty:
The Mediating Role of Customer Trust. International Journal of Ethics and Systems, 41(1), 258-278. http://dx.doi.org/10.1108/IJOES-03-2024-
0088

Ali, O. M. (2020). The Roles of Relationships and Service Quality as Drivers of Customer Loyalty: An Empirical Study. Open Journal of Social
Sciences, 8(4), 14-32. http://dx.doi.org/10.4236/jss.2020.84002

Aljumah, A. ., Nuseir, M. T. & El Refae, G. A. (2022). Exploring the Effect of Social Media Marketing and Destination Image on Destination Loyalty in
Covid-19 Times: Sequential Mediating Role of Brand Love and Brand Loyalty. In 2022 International Arab Conference on Information
Technology (ACIT) (pp. 1-8). IEEE.http://dx.doi.org/10.1109/ACIT57182.2022.9994189

Araljo, J., Pereira, I. V. & Santos, J. D. (2023). The Effect of Corporate Social Responsibility on Brand Image and Brand Equity and Its Impact on
Consumer Satisfaction. Administrative Sciences, 13(5), 118.https://doi.org/10.3390/admsci13050118.

Ariyani, F. & Kurniawan, M. Y. (2022). The Influence of Brand Image on Customer Satisfaction and Customer Loyalty (Study in Padang Restaurant
“Murah”). Jurnal Studi Manajemen dan Bisnis, 9(2), 193-203. http://dx.doi.org/10.21107/jsmb.v9i2.17577

Asamoah, E. S. & Doe, F. (2021). Determinants of Competitiveness of Small and Medium Scale Enterprises in the Trading Sector in Sub-Sahara
Africa. International Journal of Business Competition and Growth, 7(4), 288-309.http://dx.doi.org/10.1504/1JBCG.2021.122262

Ashig, R. & Hussain, A. (2024). Exploring the Effects of e-Service Quality and e-Trust on Satisfaction and e-Loyalty: Insights from Online Shoppers in
Pakistan. Journal of Electronic Business & Digital Economics, 3(2), 117-141.https://doi.org/10.1108/JEBDE-09-2023-0019

Bahadur, W., Khan, A. N., Ali, A. & Usman, M. (2020). Investigating the Effect of Employee Empathy on Service Loyalty: The Mediating Role of Trust in
and Satisfaction with a Service Employee. Journal of Relationship Marketing, 19(3), 229-252.htips://doi.ord/10.1080/15112667J019.1688598

Bisimwa, A., Nuwagaba, D. & Musigire, S. (2019). Perceived Service Quality, Trust, Customer Satisfaction and Customer Loyalty in the Banking Sector of
Bukavu (East of DR Congo). Journal of Business and Management Sciences, 7(3), 100-111. http://dx.doi.org/10.12691/jbms-7-3-1

Black, W. & Babin, B. J. (2019). Multivariate Data Analysis: Its Approach, Evolution, and Impact. In the Great Facilitator: Reflections on the Contributions
of Joseph F. Hair, Jr. to Marketing and Business Research (pp. 121-130). Cham: Springer International Publishing.

Cardoso, A., Gabriel, M., Figueiredo, J., Oliveira, 1., Régo, R., Silva, R. & Meirinhos, G. (2022). Trust and Loyalty in Building the Brand Relationship with
the Customer: Empirical Analysis in a Retail Chain in Northern Brazil. Journal of Open Innovation: Technology, Market, and Complexity, 8(3),
109. https://doi.org/10.3390/joitmc8030109

194


http://www.ajhtl.com/
http://dx.doi.org/10.37641/jimkes.v12i1.2403
https://doi.org/10.1111/gean.12312
http://dx.doi.org/10.4236/jss.2020.84002
http://dx.doi.org/10.21107/jsmb.v9i2.17577
http://dx.doi.org/10.12691/jbms-7-3-1
https://doi.org/10.3390/joitmc8030109

African Journal of Hospitality, Tourism and Leisure, Volume 14 (1) - (2025) ISSN: 2223-814X @@@@
BY NC ND

Copyright: © 2025 AJHTL /Author(s) | Open Access — Online @ www.ajhtl.com

Chatibura, D. M. (2020). Travellers’ Top Comments during the COVID-19 Pandemic in Botswana. Research in Hospitality Management, 10(2), 123-
130.http://dx.doi.org/10.1080/22243534.2020.1869462

Dalal, B. & Aljarah, A. (2021). How Brand Symbolism, Perceived Service Quality, and CSR Skepticism Influence Consumers to Engage in Citizenship
Behavior. Sustainability, 13(11), 6021.p.6021. https://doi.org/10.3390/su13116021.

Davis, L. (2023). Customer Relationship Management in the Hotel Industry. Unpublished Doctoral Thesis, Walden University.

Dewi, M. K. & Praswati, A. N. (2024). The Mediating Role of Customer Trust in the Effect of Service Quality and Customer Perceived Value on Customer
Satisfaction. Jurnal IImiah Manajemen Kesatuan, 12(1), 129-140. http://dx.doi.org/10.37641/jimkes.v12i1.2396

Dick, A. S. & Basu, K. (1994). Customer Loyalty: Toward an Integrated Conceptual Framework. Journal of the Academy of Marketing Science, 22, 99-
113.https://doi.org/10.1177/0092070394222001

Elizar, C., Indrawati, R. & Syah, T. Y. R. (2020). Service Quality, Customer Satisfaction, Customer Trust, and Customer Loyalty in Service of Paediatric
Polyclinic over Privater H Hospital of East Jakarta, Indonesia. Journal of Multidisciplinary  Academic, 4(2), 105-
111.https://doi.org/10.61841/5wxwg065.

Fornell, C. & Larcker, D. F. (1981). Evaluating Structural Equation Models with Unobservable Variables and Measurement Error. Journal of Marketing
Research, 18(1), 39-50. https://doi.org/10.2307/3151312

Gabasiane, A. & Chiguvi, D. (2023). Factors and Challenges Affecting the Tourism Sector: An In-Depth Analysis of Botswana’s Tourism. Journal of
Marketing, 11(2),118-135.

Gebremichael, G. B. & Singh, A. 1. (2019). Customers’ Expectations and Perceptions of Service Quality Dimensions: A Study of the Hotel Industry in
Selected Cities of Tigray Region, Ethiopia. African Journal of Hospitality, Tourism and Leisure, 8(5), 1-15.

Giao, H. N. K. (2019). The Influence of Website Quality on Consumers' e-Loyalty through the Mediating Role of e-Trust e-Satisfaction and Perceived
Enjoyment An Evidence from Online Shopping in Vietnam. Center for Open Science. http://dx.doi.org/10.5267/j.uscm.2019.11.004

Gonzélez-Viralta, D., Veas-Gonzélez, I., Egafia-Bruna, F., Vidal-Silva, C., Delgado-Bello, C. & Gonzélez-Viralta, D., Veas-Gonzalez, I., Egafia-Bruna, F.,
Vidal-Silva, C., Delgado-Bello, C., & Pezoa-Fuentes, C. (2023). Positive Effects of Green Practices on the Consumers' Satisfaction, Loyalty,
Word-of-Mouth, and Willingness to Pay. Heliyon, 9(10). https://doi.org/10.1016/j.heliyon.2023.e20353.

Gorska-Warsewicz, H. & Kulykovets, O. (2020). Hotel Brand Loyalty—A Systematic Literature Review. Sustainability, 12(12), 4810.
https://doi.org/10.3390/su12124810

Gorska-Warsewicz, H. & Kulykovets, O. (2020). Hotel Brand Loyalty—A Systematic Literature Review. Sustainability, 12(12), 4810.
https://doi.org/10.3390/su12124810

Guan, J., Wang, W., Guo, Z., Chan, J.H. & Qi, X., 2021. Customer Experience and Brand Loyalty in the Full-Service Hotel Sector: The Role of Brand
Affect. International Journal of Contemporary Hospitality Management, 33(5), 1620-1645.

Gultom, D. K., Pumama, N. I. & Arif, M. (2021). Structural Models of Customer Loyalty on Star Hotel in Medau, Indonesia. Lurnal Bisnis dan Manajemen,
8(2), 233-245. http://dx.doi.org/10.26905/jbm.v8i2.5862

Gunawan, M. M., Tutik, T., Nugraheni, K. S. & Octafian, R. (2022). Trust in Corporate Image and Its Impact on Customers' Loyalty. Kontigensi: Jurnal
llmiah Manajemen, 10(2), 217-221. http://dx.doi.org/10.56457/jimk.v10i2.270

Haghkhah, A., Rasoolimanesh, S. M. & Asgari, A. A. (2020). Effects of Customer Value and Service Quality on Customer Loyalty: Mediation Role of Trust
and Commitment in Business-To-Business Context. Management Research & Practice, 12[ 1).

Hair, J.F., Black, W.C., Babin, B.J. & Anderson, R.E. (2010). Multivariate Data Analysis. 7th Edition, Pearson, New York.

Hambira, W. L., Stone, L. S. & Pagiwa, V. (2022). Botswana Nature-based Tourism and COVID-19: Transformational Implications for the
Future. Development Southern Africa, 39(1), 51-67. 10.1080/0376835x.2021.1955661

Hameed, I., Chatterjee, R. S., Zainab, B., Tzhe, A. X., Yee, L. S. & Khan, K. (2024). Navigating Loyalty and Trust in the Skies: The Mediating Role of
Customer Satisfaction and Image for Sustainable Airlines. Sustainable Futures, 8, 100299. http://dx.doi.org/10.1016/j.sftr.2024.100299

Harriet, N., Arthur, N., Komunda, M. B. & Mugizi, T. (2024). Service Quality, Customer Loyalty and Customer Retention among Private Health Care
Services in Mbarara City. Open Journal of Social Sciences, 12(01), 101-126. https://doi.org/10.4236/jss.2024.121008

Hatma Indra Jaya, P., lzudin, A. & Aditya, R. (2024). The Role of Ecotourism in Developing Local Communities in Indonesia. Journal of Ecotourism, 23(1),
20-37. http://dx.doi.org/10.1080/14724049.2022.2117368

ljomah, T. 1., Idemudia, C., Eyo-Udo, N. L. & Anjorin, K. F. (2024). The Role of Big Data Analytics in Customer Relationship Management: Strategies for
Improving Customer Engagement and Retention. World Journal of Advanced Science and Technology,
https://doi.org/10.53346/wjast.2024.6.1.0038

Izah, S. C., Sylva, L. & Hait, M. (2023). Cronbach's Alpha: A Cornerstone in Ensuring Reliability and Validity in Environmental Health Assessment. ES
Energy & Environment, 23, 1057.http://dx.doi.org/10.30919/esee1057 .

Jia, T., Igbal, S., Ayub, A., Fatima, T. & Rasool, Z. (2023). Promoting Responsible Sustainable Consumer Behavior through Sustainability Marketing: The
Boundary Effects of Corporate Social Responsibility and Brand Image. Sustainability, 15(7), 6092. https://doi.org/10.3390/su15076092
Ké&hkonen, T., Blomgvist, K., Gillespie, N. & Vanhala, M. (2021). Employee Trust Repair: A Systematic Review of 20 Years of Empirical Research and

Future Research Directions. Journal of Business Research, 130, 98-109.https://doi.org/10.1016/j.jbusres.2021.03.019

Karim, R. A, Rabiul, M. K., Tahrin, S. & Arfat, S. M. (2024). The Nexus between CRM and Behavioural Loyalty in Hotel Sector: The Mediating Role of
Relationship Quality (Trust and Satisfaction). Global Knowledge, Memory and Communication. http://dx.doi.org/10.1108/GKMC-03-2024-0169.

Lai, I. K. W. (2019). Hotel Image and Reputation on Building Customer Loyalty: An Empirical Study in Macau. https://doi.org/10.1016/j.jhtm.2019.01.003

LaRocco, A. A. (2020). Infrastructure, Wildlife Tourism, Legible Populations: A Comparative Study of Two Districts in Contemporary
Botswana. Environment and Planning E: Nature and Space, 3(4), 1074-1095.http://dx.doi.org/10.1177/2514848619877083

Le, T. T. (2023). Corporate Social Responsibility and SMEs' Performance: Mediating Role of Corporate Image, Corporate Reputation and Customer
loyalty. International Journal of Emerging Markets, 18(10), 4565-4590.http://dx.doi.org/10.1108/IJOEM-07-2021-1164

Maeriyana, M., Soesilowati, E. & Rozi, F. (2019). The Influence of Service Quality on Loyalty with Satisfaction, Trust and Corporate Image as Intervening
Variables in Rukun Tani Village Cooperative Unit in Pageruyung District Kendal Regency. Journal of Economic Education, 8(1), 30-
38.http://dx.doi.org/10.38035/dijdbm.v5i4.2740

Manzoor, F., Wei, L., Asif, M., Hag, M. Z. U. & Rehman, H. U. (2019). The Contribution of Sustainable Tourism to Economic Growth and Employment in
Pakistan. International Journal of Environmental Research and Public Health, 16(19), 3785.https://doi.org/10.3390/ijerph16193785

Manzoor, S. R., Ho, J. S. Y. & Al Mahmud, A. (2021). Revisiting the ‘University Image Model’for Higher Education Institutions’ sustainability. Journal of
Marketing for Higher Education, 31(2), 220-239.https://doi.org/10.1080/08841241.2020.1781736

Meng-Shiou, C., Li-Fen, L. & Li-Wen, C. (2019). Study on the Factors Affecting Revisiting Intention by SEM analysis. International Journal of
Organizational Innovation, 11(4), 285-296.

Mosimanegape, P., Jaiyeoba, O. O., lwu, C. G. & Chekula-Mahama, C. (2020). Examining the Relationship between Service Quality and Customer
Satisfaction in the Public Service. The case of Botswana. WSEAS Transactions on Business and Economics.593.
http://dx.doi.org/10.37394/23207.2020.17.57

Moswete, N., Mpotokwane, M. A., Nkape, K. & Maera, K. (2019). Exploring the Potential and Challenges: Guesthouse-based Tourism and Hospitality in
Maun, Botswana. African Journal of Hospitality, Tourism and Leisure, 8(4), 1-19.

Mukherjee, S., Das, M. K. & Chakraborty, T. K. (2023). Viral Marketing in Increasing Brand Awareness and Predicting Purchase Intention: Exploring
Mediating Role of Brand Loyalty in FMCG Sector. Sch J Econ Bus Manag, 4, 61-77. 10.36347/sjebm. 2023.v10i04.001.

195


http://www.ajhtl.com/
http://dx.doi.org/10.37641/jimkes.v12i1.2396
https://doi.org/10.61841/5wxwg065.
https://doi.org/10.2307/3151312
http://dx.doi.org/10.5267/j.uscm.2019.11.004
https://doi.org/10.3390/su12124810
https://doi.org/10.3390/su12124810
http://dx.doi.org/10.26905/jbm.v8i2.5862
http://dx.doi.org/10.56457/jimk.v10i2.270
http://dx.doi.org/10.1016/j.sftr.2024.100299
https://doi.org/10.4236/jss.2024.121008
http://dx.doi.org/10.1080/14724049.2022.2117368
https://doi.org/10.53346/wjast.2024.6.1.0038
https://doi.org/10.3390/su15076092
https://doi.org/10.1016/j.jhtm.2019.01.003
http://dx.doi.org/10.37394/23207.2020.17.57

African Journal of Hospitality, Tourism and Leisure, Volume 14 (1) - (2025) ISSN: 2223-814X @@@@
BY NC ND

Copyright: © 2025 AJHTL /Author(s) | Open Access — Online @ www.ajhtl.com

Nadeem, W., Khani, A. H., Schultz, C. D., Adam, N. A, Attar, R. W. & Hajli, N. (2020). How Social Presence Drives Commitment and Loyalty with Online
Brand Communities? The Role of Social Commerce Trust. Journal of Retailing and Consumer  Services, 55,
102136.https://doi.org/10.1016/j.jretconser.2020.102136

Nyagadza, B., Mazuruse, G., Muposhi, A. & Chigora, F. (2022). Effect of Hotel Overall Service Quality on Customers’ Attitudinal and Behavioural Loyalty:
Perspectives from Zimbabwe. Tourism Critiques: Practice and Theory, 3(1), 42-71. http://dx.doi.org/10.1108/TRC-12-2021-0026

Ofosu-Boateng, I. & Acquaye, P. (2020). Effects of Service Quality and Customer Satisfaction on Customers’ Loyalty in the Hospitality Industry of
Ghana. European Journal of Business and Management Research, 5(5). https://doi.org/10.24018/ejbmr.2020.5.5.538

Rane, N., Choudhary, S. & Rane, J. (2023). Metaverse for enhancing customer loyalty: effective strategies to improve Customer Relationship, Service,
Engagement, Satisfaction, and Experience. Service, Engagement, Satisfaction, and Experience, 27-452.
https://www.doi.org/10.56726/IRIMETS38104

Rastogi, T., Agarwal, B. & Gopal, G. (2024). Exploring the Nexus between Sustainable Marketing and Customer Loyalty with the Mediating Role of Brand
Image. Journal of Cleaner Production, 440, 140808. http://dx.doi.org/10.1016/j.jclepro.2024.140808

Rather, R. A. & Hollebeek, L. D. (2019). Exploring and Validating Social Identification and Social Exchange-Based Drivers of Hospitality Customer
loyalty. International Journal of Contemporary Hospitality Management, 31(3), 1432-1451. http://dx.doi.org/10.1108/1IJCHM-10-2017-0627

Rizan, M., Mukhtar, S., Wulan, L. D. & Astuti, R. D. (2019). The Impact of Word of Mouth and Perceived Service Quality Toward Customer Loyalty: The
Mediating role of Customer Trust. In 33rd International Business Information Management Association Conference: Education Excellence and
Innovation Management through Vision 2020, IBIMz 2019 (pp. 2881-2891). International Business Information Management Association,

Ronkkd, M. & Cho, E. (2022). An Updated guideline for assessing discriminant validity. Organizational Research Methods, 25(1), 6-
14.https://psycnet.apa.org/doi/10.1177/1094428120968614

Salem, I. E., Elbaz, A. M., Al-Alawi, A., Alkathiri, N. A. & Rashwan, K. A. (2022). Investigating the Role of Green Hotel Sustainable Strategies to Improve
Customer Cognitive and Affective Image: Evidence from PLS-SEM and fsSQCA. Sustainability, 14(6), 3545.https://doi.org/10.3390/su14063545

Singh, A. & Corsun, D. L. (2023). Price Elasticity of Demand and Its Impact on Hotel Revenue Performance During the COVID-19 Pandemic. Cornell
Hospitality Quarterly, 64(4), 415-435.https://doi.org/10.1177/19389655231184475

Siyum, B. A. (2024). Service Quality Gap in Ethiopia: Expected and Perceived Services in the Public Sector. Cogent Social Sciences, 10(1), 2359269.
https://doi.org/10.1080/23311886.2024.2359269

Song, X., Gu, H., Li, Y. & Ye, W. (2023). A Systematic Review of Trust in Sharing Accommodation: Progress and Prospects from the Multistakeholder
perspective. International Journal of Contemporary Hospitality Management, 35(4), 1156-1190. https://doi.org/10.1108/1JCHM-12-2021-1555

Sthapit, E. & Bjork, P. (2019). Sources of Distrust: Airbnb Guests' Perspectives. Tourism Management Perspectives, 31, 245-253.
https://doi.org/10.1016/j.tmp.2019.05.009

Sutriani, S., Muslim, M. & Ramli, A. H. (2024). The Influence of Experience, Satisfaction and Service Quality on Word-of-Mouth Intentions and Customer
loyalty. Jurnal limiah Manajemen Kesatuan, 12(4), 1037-1052. https://dx.doi.org/10.37641/jimkes.v12i4.2605

Wangchan, R. & Worapishet, T. (2019). Factors Influencing Customer Loyalty in Hotel Business: Case study of Five-star Hotels in Bangkok,
Thailand. Asian Administration & Management Review, 2(1).

Wanying, L. I., Guan, H., Han, Y., Wang, H. & Liang, W. (2022). Understanding Consumer Preferences for Integration between Mobility-as-a-Service
(MaaS) and Tourism Transport in China. http://dx.doi.org/10.21203/rs.3.rs-2133834/v1

Williams, T. & Ndlovu, R. (2019). Customer Loyalty in Botswana's Guesthouse Industry: An Empirical Study. Journal of Hospitality and Tourism
Research, 43(2), 234-250. http://dx.doi.org/10.1108/09596110010342559

Xu, S. (2022). A Conceptual Literature Review on Service Quality and Customer Loyalty in the Hospitality Industry during the Covid-19 Pandemic. The
Collins College of Hospitality Management, California State Polytechnic University, Pomona.

Yesitadewi, V. I. & Widodo, T. (2024). The Influence of Service Quality, Perceived Value, and Trust on Customer Loyalty via Customer Satisfaction in
Deliveree Indonesia. Quality-Access to Success, 25(198), 418-424. http://dx.doi.org/10.47750/QAS/25.198.44

Yun, V.W.S., Ulang, N.M. and Husain, S.H., 2023. Measuring the Internal Consistency and Reliability of the Hierarchy of Controls in Preventing Infectious
Diseases on Construction Sites: The Kuder-Richardson (KR-20) and Cronbach's Alpha. Journal of Advanced Research in Applied Sciences and
Engineering Technology, 33(1), 392-405. https://dx.doi.org/10.2139/ssrn.4970132

Zhang, N., Liu, R., Zhang, X. Y. & Pang, Z. L. (2021). The Impact of Consumer Perceived Value on Repeat Purchase Intention based on Online Reviews: by
the Method of Text Mining. Data Science and Management, 3, 22-32. http://dx.doi.org/10.1016/j.dsm.2021.09.001

Zsigmondova, A., Zsigmond, T. & Machova, R. (2021). Theoretical Background to the Role of Trust in Marketing. In SHS Web of Conferences (Vol. 115, p.
03019). EDP Sciences. https://doi.org/10.1051/shsconf/202111503019.

196


http://www.ajhtl.com/
http://dx.doi.org/10.1108/TRC-12-2021-0026
https://doi.org/10.24018/ejbmr.2020.5.5.538
https://www.doi.org/10.56726/IRJMETS38104
http://dx.doi.org/10.1016/j.jclepro.2024.140808
http://dx.doi.org/10.1108/IJCHM-10-2017-0627
https://doi.org/10.1080/23311886.2024.2359269
https://doi.org/10.1108/IJCHM-12-2021-1555
https://doi.org/10.1016/j.tmp.2019.05.009
https://dx.doi.org/10.37641/jimkes.v12i4.2605
http://dx.doi.org/10.21203/rs.3.rs-2133834/v1
http://dx.doi.org/10.1108/09596110010342559
http://dx.doi.org/10.47750/QAS/25.198.44
https://dx.doi.org/10.2139/ssrn.4970132
http://dx.doi.org/10.1016/j.dsm.2021.09.001
https://doi.org/10.1051/shsconf/202111503019

	btnOpenRubric: 


