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ABSTRACT 

Hotels face a significant challenge to build and maintain strong 

customer relationships. Therefore, it is essential to assess customer 

relationship quality (CRQ) and the factors that may influence it, i.e., 

hotel salespersons’ ethical sales behaviour (ESB), which is a moral 

factor influencing customers’ attitudes and behaviours. Gaining 

knowledge about the impact of ESB can help hotel managers to deal 

effectively with different behaviours of customers towards the 

organisation and make a difference in increasing CRQ. Although ESB 

and CRQ are  critical for organisations and individuals, they have 

received minimal study, especially in the hospitality field. This paper 

investigates the extent to which hotel salespersons behave ethically and 

assesses the level of the CRQ. Besides, it explores the effect of ESB on 

CRQ dimensions and the influence of CRQ on selected relational 

outcomes. Moreover, the study assesses the impact of customers’ 

moral identity (MI) as a moderating variable on the relationship 

between ESB and CRQ. Data were collected using questionnaires. A 

simple random sample of 387 tourism managers working in the travel 

agencies category (A) in Greater Cairo was chosen. Only 285 valid 

questionnaire forms were received, representing a response rate of 71.6 

per cent. The main results showed that ESB had significant positive 

effects on all dimensions of CRQ; the customer CRQ positively 

influenced the selected relational outcomes. Furthermore, it was 

found that customer MI moderates the positive relationship between 

ESB and the three dimensions of CRQ. Thus, it was recommended that 

hotel management maintain the level of CRQ by continuing with the 

good practice of salespersons’ ESB. In addition, hotel management 

should maintain employees’ ESB by recruiting, hiring, retaining, 

training, and promoting ethical salespersons. 
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1. Introduction  

This research involves four variables: ESB, MI, 

CRQ, and relational outcomes. CRQ means the 
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strength of the relationship between customers and 

the organisation as decided by customers (He et al., 

2018). It consists of three positive aspects, i.e., 

trust, satisfaction, and commitment (Taylor et al., 
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2018).  Previous literature emphasised the 

importance of building permanent relationships 

with customers and identified many benefits for 

organisations. CRQ is an effective predictor of 

customer behaviours. It is the best predictor of 

customer loyalty (Japutra et al., 2018). It also plays 

a vital role in customers’ decision-making and 

post-purchase processes (He et al., 2018).  

Also, improving CRQ will motivate customers to 

provide referrals, pay a price premium, purchase 

more, and enhance their tolerance to price increases 

(Fernandes and Pinto, 2019). Furthermore, CRQ 

improves organisation performance outcomes, 

such as sales growth and profits (Casidya and 

Nyadzayob, 2019). Moreover, CRQ leads to 

several customer positive behaviours, such as 

sharing purchases, relationship continuity, and 

WOM (Sarawa and Mas’ud, 2020). Therefore, it is 

essential to improve CRQ in hotels and identify the 

factors that affect it, such as ESB, which can play 

a critical role in initiating and maintaining 

customer rapport with the organisation 

(Chandrarathne and Herath, 2020).   

ESB means the kind of behaviour consistent with 

social norms, e.g., fairness, honesty, and full 

disclosure (Wedatama et al., 2019). Prior research 

in sales management has emphasised that ESB is 

critical in the current business environment 

(Charoensukmongkol and Suthatorn, 2020). 

However, salespersons’ ESB has been constantly 

criticised (Laeheem, 2020). 

Salespersons, as front-line employees,  represent 

organisations in the eyes of their customers 

(Pezhman et al., 2013). They are essential elements 

of companies and play a crucial role in helping 

firms recognise and meet customer demands as 

they have direct contact with customers (Kaynak et 

al., 2016). Salespeople can significantly assist 

companies in achieving superior business 

performance if they can understand and make 

decisions that satisfy customer requirements 

(Diamantidis and Chatzoglou, 2019). However, 

they come across numerous ethical predicaments 

compared with other employees in the organisation 

due to several factors found in the unusual complex 

working environment in which they currently 

function (Tosun, 2020).  

Firstly, if salespeople succeed, managers are often 

willing to ignore their misconduct, especially when 

the managers are faced with aggressive sales goals. 

Secondly, salespeople engage in negotiations that 

may lead to dishonesty or overstatement (Yi et al., 

2012). Thirdly, they often work for long periods in 

relatively unsupervised contexts. This leads them 

to disregard the organisation’s ethical rules (Ou et 

al., 2015; Hui-Hsien et al., 2020).  

Fourthly, salespersons’ performance is frequently 

measured by management based on short-run 

objectives (Tolba et al., 2015). Lastly, salespersons 

can face pressure more than employees in many 

other professions, so they are obliged to conduct 

unethical behaviour (e.g., pushing for sales) to keep 

their jobs (Madhani, 2015). They are mainly in 

charge of generating the organisation’s revenues 

and achieving monthly sales targets (Lacoste, 

2018). Besides, there are other forms of 

salesperson stress, e.g., role uncertainty, role 

conflicts, excessive workload, and personal and 

ethical demands (Kraft et al., 2019). 

All previously mentioned circumstances create 

opportunities for salespersons to breach the 

organisation’s policies, values, and norms (White 

and Rezania, 2019). Thus, examining hotel 

salespeople’s ethical behaviour appears to be 

necessary. However, no study in the hotel industry 

has measured the effect of ethical salespersons’ 

behaviours on CRQ. 

It is a particular type of identity revolving around a 

set of moral traits regarding MI. It involves one’s 

personal sense of morality. MI is a predictor of 

several ethical consequences (Boegershausen et al., 

2015). For example, it was found to be positively 

related to moral judgment (Leavitt et al., 2016), 

prosocial behaviour (Reed et al., 2016), concern for 

others, and altruistic behaviour (Wu and Yang, 

2018; Adekoya et al., 2020). In contrast, MI is 

negatively associated with antisocial behaviour, 

e.g., aggression (e.g., Hardy et al., 2015) and 

retaliatory actions due to unfair treatment (Bavik 

and Bavik, 2015; Sharma et al., 2020). Moreover, 

persons with a strong MI are more likely to refrain 

from moral disengagement (Wang and Hackett, 

2020(. 

Despite the importance of employees’ MI for 

organisations, few studies investigate this issue in 

the literature (e.g., Jennings et al., 2015). Thus, to 

better understand customers’ MI, more research 

needs to be conducted in the organisational context, 

e.g., hotels (Huhtala et al., 2019; Zeng et al., 2020). 

Accordingly, the objectives of the study involve : 

(1) assessing the degree to which sales employees 

in five-star hotels behave ethically with customers; 
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(2) examining to what extent CRQ is achieved in 

five-star hotels; (3) investigating to what extent 

customers have MIs; (4) examining how ESB of 

hotel salespersons impacts the three dimensions of 

CRQ (i.e. trust; satisfaction; commitment); (5) 

investigating how CRQ influences three 

customers’ behaviours (i.e. WOM, the share of 

purchases, and relationship continuity); and (6) 

examining the role of customer MI as a moderating 

factor between ESB and CRQ.  

2. Literature review 

2.1. Ethical sales behaviour  

Ethical personnel perform by moral principles 

(Wiley, 1995), obey the organisation’s rules, and 

commit to high moral standards when dealing with 

customers (Laeheem, 2018). The ethical behaviour 

of salespeople positively affects customer loyalty 

and customer perceived confidence (Emaratkar et 

al., 2018). Additionally, ESB allows salespersons 

to promote enduring relationships with customers 

derived from customer satisfaction and trust 

(Chandrarathne and Herath, 2020; Sarawa and 

Mas'ud, 2020). ESB refers to the salespersons’ 

actions that enhance customers’ welfare (Marmat 

et al., 2020). 

Ethical salespeople participate in behaviours such 

as communicating honestly with customers, 

selling only services and products they believe are 

valid for the customer, promising only what can be 

accomplished and dealing confidentially with 

customer information (Wedatama et al., 2019; 

Hui-Hsien et al., 2020). 

Therefore, the ethical behaviour of hotel 

salespeople positively customer perceived 

confidence (Emaratkar et al., 2018). ESB also 

allows salespersons to promote enduring 

relationships with customers from customer 

satisfaction and trust (Chandrarathne and Herath, 

2020; Sarawa and Mas’ud, 2020). 

On the other hand, hotel personnel’s misconduct 

has become one of the main issues constantly 

bothering the hotel business. It negatively 

influences hotel operations and causes enormous 

financial losses and undesirable results (Dimitriou 

and Ducette, 2018). 

Unethical behaviour is defined as behaviours that 

hurt other people and are not illegally or morally 

accepted by society (Tseng, 2019).  It is a short-

term behaviour of a salesperson that can bring 

about an instant profit to the customer’s detriment 

(Tosun, 2020). Unethical salespersons lie about 

product availability and the competition, give 

answers when the answer is not known, make 

incorrect expense reports, sell unsuitable or 

worthless products, provide customers with 

misleading information, and use forceful methods 

and scheming strategies to sell products 

(Chandrarathne and Herath, 2020; Marmat et al., 

2020). 

Thus, a salesperson’s unethical behaviour can 

harm customers’ judgment of the organisation 

(Basnayake and Hassan, 2015). In addition, the 

ethical misconduct of salespeople leads to 

customer dissatisfaction and deteriorates brand 

image and customer loyalty (Ferrell et al., 2019). 

Moreover, salespersons’ unethical behaviour may 

also result in undesirable consequences, e.g. poor 

WOM lost customers and reduced sales and profits 

(Tosun, 2020). 

Customer relationship quality  

CRQ was defined as “the degree of 

appropriateness of a relationship to fulfil the 

customer’s needs associated with that 

relationship” (Hennig-Thurau and Klee, 1997, 

p.751). CRQ is achieved if customers can trust and 

depend on the integrity of a who can decrease 

customers’ doubts and provide consistently 

satisfactory performance (So et al., 2016; Japutra 

et al., 2018).  

Previous literature emphasised that CRQ is very 

critical for organisations. Thus, it increasingly 

appears as a strategy for organisations. Moreover, 

customers can also achieve several benefits 

through a permanent relationship with a service 

provider, such as positive value, social and special 

treatment and confidence (Itani et al., 2019; Lee et 

al., 2020; Le et al., 2020).  

Ethical sales behaviour and customer relationship 

quality dimensions 

There is a general agreement that CRQ comprises 

three highly correlated dimensions: trust, 

satisfaction, and commitment (e.g., Olavarría-

Jaraba et al., 2018; Itani et al., 2019; Aljarah et al., 

2020). CRQ was positively influenced by 

salespersons’ ESB (e.g., Adekoya et al., 2020; 

Sarawa and Mas’ud, 2020).  

2.2. Trust 

Trust is the customer’s confidence that a service 

provider is reliable (Japutra et al., 2018; Božič et 

al., 2020). Clients are more likely to trust a 
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company when they feel confident in the reliability 

and integrity of the services or products that the 

company offers (Aljarah et al., 2020). 

If customers perceive employees as ethical, they 

will believe that employees have specific traits that 

constantly direct their behaviours. Hence, they will 

assume that the employees can be trusted (Hansen 

and Riggle, 2009). Several studies (e.g., 

Demirgunes, 2015; Božič et al., 2020; Li et al., 

2020; Islam et al., 2020) indicated that customers 

are more apt to trust employees they believe to be 

ethical. Therefore, the following proposition is 

made:   

H1: ESB is positively related to customer trust in 

salespersons. 

2.3 Satisfaction 

Customer satisfaction refers to an overall 

assessment of a customer’s experience with the 

organisation (Tolba et al., 2015). Another 

definition is the service provider’s ability to meet 

customers’ requirements or needs (Wu and Cheng, 

2018). Customer satisfaction is an essential part of 

its strategy and a significant driver of its long-term 

commitment to its products/services (Aljarah et 

al., 2020). 

Previous studies found that employees’ ethical 

behaviour positively influenced customer 

satisfaction (e.g., Ou et al., 2015; Rita et al., 2019; 

Shokouhyar et al., 2020; Soyeun et al., 2020; Liu 

et al., 2020). Hence, the following proposition is 

made: 

H2: ESB is positively related to customer 

satisfaction with salespersons. 

2.4. Commitment 

Commitment refers to the customer’s desire to 

continue a valued relationship with an organisation 

(Grégoire et al., 2009). Customer commitment is a 

fundamental pillar of CRQ. It also plays a 

significant role in building and maintaining a long-

term relationship (Su et al., 2017). Besides, it 

improves customer retention, justifies the price 

premium, and brings positive feedback (Aljarah et 

al., 2020). 

Several researchers (e.g., Román and Ruiz, 2005; 

Tuan, 2015; Iglesiasa et al., 2019; Khan et al., 

2020; Le et al., 2020) found that ethical behaviour 

positively impact on the level of customer 

commitment. Considering this, and based on the 

existing literature, customers’ commitment is 

expected to be significantly linked with the 

salespersons’ ethical behaviour. Therefore, the 

following proposition is made:  

H3: ESB is positively related to customer 

commitment to salespersons. 

2.5 Outcomes of customer relationship quality  

As a result of the relationship with employees, 

customers usually participate in different 

behaviours towards the organisation, including 

positive behaviours (e.g., the share of purchases; 

relationship continuity; positive WOM) or harmful 

behaviours, such as reducing purchase behaviour. 

Hence, organisations identify these behaviours 

(Beatson et al., 2008).  

2.5.1. Share of purchases 

Share of purchases, one of the most important 

economic outcome variables, refers to the 

percentage of spending a customer dedicates to a 

specific organisation on a particular product or 

service (Hansen and Riggle, 2009). Because of 

CRQ, customers become more profitable, spend 

more frequently on the organisation, and purchase 

additional products or services (Parasuraman et al., 

1991).  

2.5. 2 Relationship continuity  

Relationship continuity means that the customers 

are willing to extend the interaction with the 

company for a limited or infinite time in the future. 

It is of critical importance as it guarantees the 

company’s long-term success in a challenging and 

competitive marketplace (Hwang et al., 2020; Lee 

et al., 2020). 

2.5.3 Word of mouth  

WOM is a well-known marketing instrument in 

business (Park et al., 2018). It may be more 

influential than advertising. Customers reap social 

and psychological benefits from WOM, e.g., 

reducing uncertainty in decision-making processes 

(Krishnamurthy and Kumarb, 2018). WOM refers 

to informal communications conveyed by 

potential, actual, or former customers to other 

customers regarding a brand, particular 

characteristics of a product or service, or an 

organisation (Yen and Tang, 2019). CRQ would 

engage customers in positive WOM (Tran and 

Strutton, 2020). Previous research found that CRQ 
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positively impacted the share of purchases, 

relationship continuity, and WOM (e.g., Kim et al., 

2001; Kim and Cha, 2002; Fernandes and Pinto, 

2019). Consequently, the following hypotheses are 

proposed:  

H4: CRQ positively influences the share of 

purchases.  

H5: CRQ positively influences relationship 

continuity.  

H6: CRQ positively influences WOM. 

2.6 Moral identity 

An individual with a strong MI considers that 

moral traits (such as generosity, compassion, 

fairness, and honesty) are essential parts of their 

self-concept (Wang et al., 2017). MI is defined as 

the individual’s organised intellectual schema 

related to moral characteristics, ethical principles, 

objectives, and behaviour scripts (Teng et al., 

2017). MI improves the accessibility of a person’s 

moral self-schema that directs self-regulation and 

promotes moral action (Wu and Yang, 2018). 

2.6.1 Moral identity dimensions  

MI consists of two dimensions: internalisation and 

symbolisation (Teng et al., 2017; Wu and Yang, 

2018). Internalisation is considered the private 

dimension of MI. It means the degree to which 

moral traits are essential to one’s self-concept 

(Bavik et al., 2018; Zhu et al., 2020).  

As regards symbolisation, it denotes the 

importance an individual attaches to displaying a 

public moral self as a means of confirming one’s 

morality. Therefore, it is considered the public 

dimension of MI (Van Gils and Horton, 2019). 

Symbolisers search for strengthening their MIs in 

the social world since this affirmative feedback 

assists in verifying moral identities (Woodside et 

al., 2020).  

2.6.2 The moderating role of moral identity 

The MI model (Aquino and Reed, 2002) proposes 

that the two dimensions of MI predict ethical 

outcomes. MI internalisation was found to affect 

pro-social behaviours significantly, regardless of 

the existence of external recognition for these 

behaviours. Also, MI symbolisation was found to 

directly affect moral behaviours when external 

recognition for these behaviours was received 

(Winterich et al., 2013; Van Gils and Horton, 

2019; Bhatti et al., 2020). 
Figure 1 

Hypothesized model 
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Ethical behaviour positively affects customer 

relationships with the organisation for those 

customers with more vital MI. They are more likely 

to see keeping a relationship with ethical people or 

organisations as suitable. This relationship could 

also result in further help or fairness (Greenbaum 

et al., 2013).  

Therefore, it was expected that the positive 

relationship between employees’ ESB and CRQ is 

likely to be strengthened for persons with more 

vital MI, as the thought of maintaining a solid 

relationship with ethical people or organisations is 

consistent with their self-concept (Urbonavicius 

and Adomavičiūtė, 2015; Harris and He, 2019). 

Depending upon the existing literature,  therefore, 

theorised that MI moderates the relationship 

between ESB and the three dimensions of CRQ. 

Thus, the following propositions are made: 

H7: MI significantly moderates the effect of ESB on 

customer commitment. 

H8: MI significantly moderates the effect of ESB on 

customer trust. 

H9: MI significantly moderates the effect of ESB on 

customer satisfaction. 

Based on the literature review and hypotheses 

proposed, this research proposes the hypothesized 

model as shown in figure 1. 

3. Methodology 

Based on the literature review, there are four 

variables in the study (i.e., ESB, CRQ, MI, and 

CRQ outcomes), which can be examined from the 

perspective of tourism managers working in travel 

agencies. The research also examines the effect of 

ESB on CRQ and the influence of CRQ on 

relational outcomes, which are share of purchases, 

relationship continuity, and WOM. Moreover, the 

study inspects the role of MI as a moderating 

variable between ESB and CRQ.  

3.1 Measurement and instrument 

The questionnaire was composed of five main 

sections: demographic characteristics, ESB, MI, 

CRQ, and relational outcomes. Firstly, the 

demographic section consisted of 3 items (i.e., 

gender, age; educational level).  Secondly, the 

ESB section comprised 6 items (Ferdous and 

Polonsky, 2013).  

Thirdly, the MI section comprised two parts: 

internalization (5 items) and symbolization (5 

items). A list of nine moral traits (i.e. caring, 

compassionate, fair, friendly, generous, helpful, 

hardworking, honest, and kind) and the ten items 

assessing the respondents’ self-importance were 

used to measure moral identity (Aquino and Reed, 

2002) (see table 4).  

Fourthly, the CRQ section consisted of three parts: 

satisfaction (7 items), trust (5 items) (Kim and 

Cha, 2002), and commitment (3 items) (Olavarría-

Jaraba et al., 2018). Lastly, CRQ outcomes were 

composed of three parts: share of purchases (2 

items), relationship continuity (3 items), and 

WOM (2 items) (Kim and Cha, 2002). The 

respondents were asked to respond to a five-point 

Likert scale in the last four sections of the survey 

(1 = strongly disagree and 5 = strongly agree).  

3.2 Population and sample 

The study’s target population was tourism 

managers in the travel agencies category (A) in 

Greater Cairo, whose whole number is 1109 

(Ministry of Tourism, 2018). One questionnaire 

form will be distributed to the tourism manager in 

each of the selected companies. Therefore, the 

sample size of managers is computed according to 

the following formula (Freund and Wilson, 1997): 

n0= 
N 

1+n/N 
Where n is the required sample size; N is the 

population size. 

Through the previous equation, it was possible to 

select a simple random sample of 387 managers. A 

total of 285 valid questionnaires was received, 

representing a response rate of 71.6 %. The 

questionnaire forms were distributed and collected 

by hand to the investigated sample of managers 

during the period from 9-2019 to 11-2019. 

This category of travel agencies was selected 

because it always does business with five-star 

hotels where the ESB concept is applied and can 

be measured. Additionally, tourism managers 

working in the travel agencies category (A) are 

likely to be familiar with the concepts of ESB, 

CRQ, and MI, and they always contact salespeople 

of five-star hotels. 

3.3. Validity and reliability of the study instrument   

The questionnaire was pre-tested to verify its 

suitability with ten tourism managers working in 
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travel agencies. Moreover, after handing the 

questionnaire out to five specialists in the hotel 

marketing field and five professors majoring in 

hotel studies to investigate its validity, the 

questionnaire was modified based on comments 

and suggestions obtained from the pre-test. 

Additionally, all the scales in this research were 

used and tested by previous researchers. For 

instance, the MI scale was used by several 

previous scholars (e.g., Aquino and Reed, 2002). 

To determine the internal consistency of the scales 

used in the research, Cronbach’s alpha coefficient 

was used. The values of Cronbach’s coefficient 

alpha which surpass 0.7 indicate high credibility 

(Nunnally and Bernstein, 1994). In this study, 

Cronbach’s alpha values for all dimensions were 

above .7, which indicated that the instrument was 

reliable.  

3.4. Statistical analysis 

The Statistical Package for Social Sciences (SPSS) 

for Windows v.25.0 was applied to analyse the 

data. Descriptive statistics were employed to gain 

information about sales employees’ ESB, 

customers’ MI, CRQ, and relational outcomes. 

Besides, the Pearson correlation coefficient was 

used at a significance level of 5% to find the 

relationship between ESB and CRQ dimensions. 

Moreover, the same analysis was used to identify 

the relationship between the dimensions of CRQ 

and relational outcomes. Furthermore, the 

hierarchal multiple regression analysis was used to 

investigate the effect of ESB on CRQ items. The 

same analysis was utilised to examine the impact 

of CRQ on relational outcomes and the effect of 

MI as a moderating variable on the relationship 

between ESB and CRQ.  

4. Results and discussion  

This part of the study includes explaining the 

respondents’ demographic characteristics, 

estimating descriptive statistics (i.e., means, 

standard deviations), measuring correlations 

among variables of the study, and testing 

hypotheses of the study using hierarchical 

regression analysis. It also tackles the discussion of 

these obtained results. 

4.1. Demographic profile of respondents  

The questionnaire used for this research 

encompassed three items regarding the 

respondents’ demographic characteristics (i.e., 

gender, age, and educational level). As table 1 

shows, 155 out of the 285 respondents (54.4%) 

were male, and 130 (45.6%) were female. In terms 

of age, half of the respondents (49.8) were over 55 

years old; approximately 35% of them belong to 

the 35-55 years group, while about 15% of them 

were aged 18 to less than 35 years. Regarding 

educational level, 55.1% of the respondents had a 

bachelor’s degree, 44.6% graduated from high 

school, and 0.3% were postgraduates. 

Table 1:  

Demographic characteristics of respondents 

Demographics elements Freq. % 

Gender Male 155 54.4% 

Female 130 45.6% 

Age 18- less than 

35 years 

43 15.1% 

35-55 years 100 35.1% 

More than 55 

years 

142 49.8% 

Educational 

level 

High school 127 44.6% 

University 157 55.1% 

Postgraduate 1 0.3% 

4.2. Descriptive statistics of study variables  

Descriptive statistics (including means and 

standard deviations) of all four study variables 

(ESB; CRQ; CRQ outcomes; MI) are reported in 

tables 2, 3, and 4.  

4.2.1 A descriptive analysis of employees’ ESB 

items  

To identify ESB, the six items of this construct 

were descriptively analysed. They were examined 

by their means and standard deviations (Table 2). 
Table 2  

A descriptive analysis of ethical sales behaviour items 

 Mean SD Cronbach’s alpha 

Ethical sales behaviour  4.2   

ESB1. The hotel employee doesn’t lie about the competition to make the sale  4.5 0.901 0.84 

ESB2. The hotel employee doesn’t paint rosy pictures of the products or 

services to make them sound as good as possible 

4.5 0.914 0.84 
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ESB3. The hotel employee doesn’t provide misleading information about the 

products or services to make the sale 

4.3 0.911 0.87 

ESB4. The hotel employee doesn’t lie about availability to make a sale  4.1 0.785 0.84 

ESB5. The hotel employee doesn’t apply sales pressure even though he/she 

knows the product is not right for me  

4 0.875 0.74 

ESB6. The hotel employee doesn’t give answers when he/she does not really 

know the answers  

4 0.901 0.82 

 

The results in table 2 showed that the mean score 

of the overall ESB was 4.2. Besides, it could be 

noticed that ESB elements had means of 4.5, 4.5, 

4.3, 4.1, 4, and 4, respectively. All six items had 

average scores of four and above four, indicating 

that employees’ ESB was acceptable by customers. 

These results showed that hotel sales employees 

have high ESB levels, indicating that they behave 

according to social norms, e.g., fairness, honesty, 

and full disclosure.  

4.2.2 A descriptive analysis of the items of CRQ 

and relational outcomes  

As shown in table 3, the mean score of the overall 

CRQ was 4.6. Separately, CRQ dimensions (i.e., 

commitment, trust, and satisfaction) had general 

means of 4.7, 4.6, and 4.6, respectively. These 

results highlighted that all mean scores of the three 

dimensions of CRQ were above 4.5, indicating that 

the relationship between customers and the hotels 

was solid.  

Besides, hotel employees were able to reduce 

customers’ doubts. Similarly, this finding was 

confirmed by many previous scholars (e.g. Japutra 

et al., 2018). Furthermore, the tabulated data 

indicated that customers were very satisfied. This 

result concurs with previous literature (such as 

Kattara et al., 2015). Moreover, customer 

commitment (mean = 4.7) also was very 

acceptable, indicating that customers want to 

maintain a strong relationship with the hotels. This 

finding coincided with previous research (e.g. 

Tuan, 2015). 

Table 3 

A descriptive analysis of the items of CRQ and relational outcomes. 

 Mean SD Cronbach’s alpha 

Customer relationship quality dimensions 4.6   

Commitment 4.7   

C1.I feel this hotel is close to me 4.7 0.914 0.64 

C2.I like feeling a link to this hotel 4.7 0.911 0.82 

C3.I feel a sense of belonging to the hotel 4.7 0.875 0.84 

Trust 4.6   

T1. A hotel salesperson keeps promises 4.7 0.914 0.84 

T2. A hotel salesperson is honest 4.7 0.901 0.84 

T3. A hotel salesperson puts customers’ interests first 4.7 0.785 0.74 

T4. A hotel salesperson is sincere 4.5 0.911 0.77 

T5. A hotel salesperson is reliable 4.5 0.875 0.84 

Satisfaction  4.6   

S1.I am satisfied with the hotel’s overall products 4.7 0.901 0.74 

S2.I am satisfied with this company 4.7 0.785 0.84 

S3.I am happy with the service received by the hotel 4.7 0.901 0.82 

S4. This hotel meets my needs and covers my expectations 4.6 0.914 0.84 

S5.I think a service provider is favourable 4.5 0.914 0.84 

S6.I am satisfied with hotel salespersons 4.5 0.875 0.74 

S7.I am pleased with a hotel salesperson 4.4 0.911 0.87 

Customer relationship quality outcomes  4.6   

1. Share of purchases 4.6   

SP1.Hotel usage frequency has increased  4.7 0.914 0.74 

SP2.I think that many hotel services will be used, e.g., F&B outlets 4.5 0.911 0.77 

2. Word of mouth 4.6   

W1.I want to recommend this hotel to other companies 4.7 0.914 0.77 
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W2.I want to tell other companies about the good things about this 

hotel 

4.5 0.911 0.84 

Relationship continuity 4.6   

R1. I will contact this hotel again in the future 4.7 0.875 0.82 

R2. I believe that the hotel will provide better service in the future 4.5 0.914 0.84 

R3. I will continue the relationship with this hotel 4.5 0.911 0.84 

 

In addition, the results in table 3 clarified that the 

mean score of the overall CRQ outcomes was 4.6. 

Individually, CRQ outcomes (i.e., the share of 

purchases, WOM, and relationship continuity) had 

a general mean of 4.6, 4.6, and 4.6, respectively. It 

is clear from the previous results that all mean 

scores of the three outcomes of CRQ were above 

4.5, indicating that customers actively participated 

in positive behaviours towards the hotels due to the 

strong relationship with the hotels.  These findings 

are consistent with previous research (e.g., 

Fernandes and Pinto, 2019). 

4.2.3 A descriptive analysis of customers’ MI items  

The results in table 4 showed that the mean score 

of the overall MI was 4.5. Thus, the overall 

customers’ MI was very high, indicating that 

customers saw themselves as moral persons and are 

more likely to understand situations and interact 

with salespeople ethically (Black and Reynolds, 

2016). Also, the results showed that the two 

dimensions of MI (internalization and 

symbolization) had a general mean of 4.7 and 4.3, 

respectively. It is clear from these results that 

customers’ internalization is higher than their 

symbolization.  

Table 4 

A descriptive analysis of moral identity items  

 Mean SD Cronbach’s alpha 

Moral Identity  4.5   

Internalization 4.7 0.914  

I1. Being someone who has these characteristics is an important part of 

who I am 

4.8 0.875 0.84 

I2. I strongly desire to have these characteristics  4.8 0.901 0.82 

I3. Having these characteristics is really important to me 4.7 0.785 0.84 

I4. It would make me feel good to be a person who has these 

characteristics 

4.6 0.911 0.87 

I5. I would not be ashamed to be a person who has these characteristics 4.6 0.901 0.84 

Symbolization 4.3 0.914 . 

S1. The types of things I do in my spare time (e.g. hobbies) clearly identify 

me as having these characteristics 

4.5 0.814 0.85 

S2. I am actively involved in activities that communicate to others that I 

have these characteristics 

4.4 0.904 0.82 

S3. I often wear clothes that identify me as having these characteristics 4.3 0.804 0.80 

S4. The kinds of books and magazines that I read identify me as having 

these characteristics 

4.2 0.814 0.85 

S5. The fact that I have these characteristics is communicated to others by 

my membership in certain organizations 

4.1 0.904 0.85 

Table 4 also indicates that the internalization items 

had means of 4.8, 4.8, 4.7, 4.6, and 4.6, 

respectively. Therefore, customers’ internalization 

was found to be very high, which means that moral 

characteristics, such as fairness, honesty, and 

compassion, are significant to their self-concept.  

Moreover, the results clearly stated that the 

symbolization items had means of 4.5, 4.4, 4.3, 4.2, 

and 4.1, respectively. It is clear from Table 4 that 

all items of symbolization had average scores 

above four, indicating that customers had high 

levels of symbolization. Thus, customers primarily 

support ethical behaviours for reasons of social 

approval (Van Gils and Horton, 2019).  Besides, 

customers express their moral traits (such as 
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fairness) in the form of behaviours displayed to the 

hotel.  

4.3 Relationship between ESB and CRQ 

dimensions 

To indicate the relationship between ESB as an 

independent variable and CRQ dimensions as 

dependent variables, a correlation was measured. 

The results obviously exposed that, there are 

significant relationships among all these variables. 

These results are presented in Table 5. 

It is clear from table 5 that there are positive 

relationships between ESB and all the three 

dimensions of CRQ: customer commitment (r= 

0.45, Sig. <0.000); customer trust (r= 0.46, Sig. 

<0.000); and customer satisfaction (r= 0.42, Sig. 

<0.000), respectively. This means that if ESB 

increases, CRQ dimensions will increase. 

Table 5  

Correlation between ESB and CRQ dimension 

  ESB Customer commitment 

ESB Pearson correlation 

Sig. (2-tailed) 

N 

1 

 

285 

0.45 

0.000 

285 

Customer 

commitment 

Pearson correlation 

Sig. (2-tailed) 

N 

0.45 

0.000 

285 

1 

 

285 

  ESB Customer trust 

ESB Pearson correlation 

Sig. (2-tailed) 

N 

1 

 

285 

0.46 

0.000 

285 

Customer trust Pearson correlation 

Sig. (2-tailed) 

N 

0.46 

0.000 

285 

1 

 

285 

  ESB Customer satisfaction 

ESB Pearson correlation 

Sig. (2-tailed) 

N 

1 

 

285 

0.42 

0.000 

285 

Customer satisfaction Pearson correlation 

Sig. (2-tailed) 

N 

0.42 

0.000 

285 

1 

 

285 
**Correlation is significant at the 0.05 level (2-tailed)

To indicate the relationship between CRQ as an 

independent variable and CRQ outcomes as 

dependent variables, a correlation was measured. 

The findings in table (6) showed that CRQ is 

positively related to relational outcomes: share of 

purchases (r= 0.43, Sig. <0.000); WOM (r= 0.44, 

Sig. <0.000); and relationship continuity (r= 0.41, 

Sig. <0.000), respectively. This means that if CRQ 

increases, relational outcomes will increase. 

Table 6 

Correlation between CRQ and relational outcomes 

  CRQ Share of purchases 

CRQ Pearson correlation 

Sig. (2-tailed) 

N 

1 

 

285 

0.43 

.000 

285 

Share of purchases Pearson correlation 

Sig. (2-tailed) 

N 

0.43 

.000 

285 

1 

 

285 

  CRQ WOM 

CRQ Pearson correlation 

Sig. (2-tailed) 

N 

1 

 

285 

0.44 

.000 

285 

WOM Pearson correlation 

Sig. (2-tailed) 

0.44 

.000 

1 
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N 285 285 

  CRQ Relationship continuity 

CRQ Pearson correlation 

Sig. (2-tailed) 

N 

1 

 

285 

0.41 

.000 

285 

Relationship continuity Pearson correlation 

Sig. (2-tailed) 

N 

0.41 

.000 

285 

1 

 

285 

**Correlation is significant at the 0.05 level (2-tailed)

4.4 A regression result of ESB with CRQ 

dimensions   

The first regression analysis was conducted to 

assess the degree of influence of ESB on the three 

CRQ dimensions based on the previously 

mentioned correlation (see table 7). Concerning 

customer commitment, it was found to be 

positively influenced by ESB (R-square= .47, P-

value= .000). This finding concurs with other 

studies (e.g., Román and Ruiz, 2005; Tuan, 2015).  

Table 7 

ESB influencing customer relationship quality 
Variables Un-standardized Coefficients Sig. Model 

Statistics 

B Std. Error R-square .000 

F: 

10.0141 

Constant  0.002 0.0001 .000 

Customer commitment 0.001 0.0001 0.47 

.000 Customer trust 0.005 0.0000 0.52 

Customer satisfaction 0.004 0.0004 0.51 

*Regression equation can be formed as ESB= .002 +.001 customer commitment +.005 customer trust +.004 

customer satisfaction 

In terms of customer trust, it was also positively 

affected by ESB (R-square=.52, P-value=.000). In 

this regard, several studies (e.g., Alrubaiee 2012; 

Pezhman et al., 2013; Demirgunes, 2015; Ou et al., 

2015; Wedatama et al., 2019) found a positive 

relationship between ESB and customer trust.  

Regarding the dimension of customer satisfaction, 

it was also found to be positively affected by ESB 

(R-square= .51, P-value=.000). This finding is 

consistent with previous research results (e.g. Lin, 

2012; Pezhman et al., 2013; Kattara et al., 2015; Ou 

et al., 2015; Wedatama et al., 2019).   

Hypotheses 1, 2, and 3 predicted that ESB would 

have a positive effect on customer commitment, 

customer trust, as well as customer satisfaction. 

These three hypotheses are supported. The findings 

showed that customers, who perceive that hotel 

sales employees behave ethically during the sales 

process, have higher levels of commitment to the 

relationship with the hotel, trust in the 

salespersons, and satisfaction with the service. 

4.5 A regression results of CRQ with a share of 

purchases, WOM, and relationship continuity 

As shown in table 8, the regression analysis was 

used to assess the degree of influence of the overall 

CRQ on the three outcomes of CRQ based on the 

previously mentioned correlation results. CRQ was 

found to significantly affect share of purchase (R-

square = .94, P-value=.000); WOM (R-square 

=.86, P-value=.000); as well as relationship 

continuity (R-square =.85, P-value=.000), 

respectively. 

Table 8 

CRQ influencing share of purchases, WOM, and relationship continuity 

Variables Un-standardized Coefficients Sig. Model Statistics 

B Std. Error R-square 0.000 

F: 10.0001 

Constant  0.011 0.003 0.000 

Share of purchases 0.014 0.0001 0.94 0.000 

WOM 0.013 0.0011 0.86 

Relationship continuity 0.010 0.0003 0.85 
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*Regression equation can be formed as CRQ = .011 + .014 share of purchase +.013 WOM + .010 relationship 

continuity 

The findings in table 8 agree with those of previous 

researchers (e.g., Kim et al., 2001; Kim and Cha, 

2002; Fernandes and Pinto, 2019). Besides, it was 

expected that the overall CRQ would have a 

positive effect on the three outcomes of CRQ (i.e., 

the share of purchases, WOM, and relationship 

continuity). Therefore, hypotheses 4, 5, and 6 were 

supported.   

4.6 Regression results of ESB and MI as a 

moderator with CRQ dimensions 

Table 9 shows the results of testing hypotheses 7, 

8, and 9. Three moderated hierarchical regression 

analyses are conducted for the three dimensions of 

CRQ (commitment, trust, and satisfaction) to 

achieve the sixth objective of this study, which is 

to investigate the effect of MI as a moderating 

variable on the relationship between sales 

employees’ ESB and CRQ. In each analysis, the 

dependent variable (one of the CRQ dimensions) 

was specified, and predictor variables were entered 

in steps, as follows: step1: the predictor variable 

ESB; step 2: the moderating variable (MI); step 3: 

the interaction term (ESB*MI) (Baron and Kenny 

1986). 

4.6 ESB influencing customer commitment with MI 

as a moderating variable 

As shown in table 9, in the first step of the 

regression analysis, the independent variable 

(ESB) was introduced into the model, resulting in 

a notable change in R2 (P-value=.000), with the 

variable (ESB) being positively correlated to 

commitment (P-value=.000). In the second step of 

the analysis, the moderating variable (MI) was 

entered. This did not cause any critical change in 

the standardized regression coefficients, nor did it 

result in a noticeable change in R2 in the model.  

In the third step of the analysis, when the 

interaction term ESB*MI was entered into the 

model, there was a significant increase in variance 

explained (P-value=.000). The model R2 increases 

from 0.25 to 0.86. Besides, the interaction term 

(ESB*MI) was also significant (P-value=.000). 

Moreover, the regression coefficient of ESB 

remained positive, and the MI regression 

coefficient became significant but experienced a 

considerable increase in size, with both being 

highly significant (P-value=.000).  

Table 9 

The impact of MI as a moderating variable on the relationship between ESB and CRQ dimensions 
 
 

 

 

Models Standardized beta 

Customer commitment Customer trust Customer satisfaction 

Step 1 Step 2 Step 3 Step 1 Step 2 Step 3 Step 1 Step 2 Step 3 

Independent 

variable 

   

ESB 0.45 0.41 0.87 0.46 0.38 0.90 0.42 0.45 0.85 

Moderating variable    

MI  0.10 0.57  0.03 0.52  0.09 0.55 
Interaction term    

ESB*MI   0.42   0.39   0.36 

R2 0.47 0.25 0.86 0.52 0.18 0.91 0.51 0.17 0.89 

Sig. (f ) 0.000 0.1 0.000 0.000 0.1 0.000 0.000 0.1 0.000 

4.7 ESB influencing customer trust with MI as a 

moderating variable 

The second regression analysis, including trust as 

the dependent variable, generated similar results. 

The inclusion of the interaction term ESB*MI 

caused a significant increase in the R2 value of the 

model (P-value=.000). The model R2 increases 

from 0.18 to 0.91. Besides, the interaction term 

(ESB*MI) was significant (P-value=.000). 

Moreover, there were considerable changes in the 

size of the standardized regression coefficients for 

ESB and MI, with ESB remaining highly 

significant (P-value=.000) and MI becoming 

significant (P-value=.000). 
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4.8. ESB influencing customer satisfaction with MI 

as a moderating variable 

When the interaction term ESB*MI was entered in 

the third model, a significant increase in R2 

occurred (P-value=.000). The model R2 increases 

from 0.17 to 0.89. The interaction term (ESB*MI) 

was also significant (P-value=.000). Also, the MI 

variable became significant and the regression 

coefficient for ESB remained significant and 

increased in size. 

For the purposes of this research, the results 

achieved in step 3 of each of the three regression 

analyses are the most critical since a statistically 

significant change in R2 from steps 2 to 3 supports 

the study’s moderation hypothesis. In addition, it is 

also essential to take into account any change in the 

regression coefficients, especially between steps 2 

and 3. Moreover, in each regression model, MI did 

not directly influence CRQ dimensions after 

controlling for the impact of ESB. However, when 

interaction term between ESB and MI was 

introduced into each of the models to account for 

moderation, these factors were statistically 

significant.  In this regard, several researchers (e.g., 

Urbonavicius and Adomavičiūtė, 2015; Harris and 

He, 2019) found that the relationship between ESB 

and CRQ is likely to be strengthened for persons 

with more vital MI. Therefore, the study’s 

hypotheses (7, 8, and 9), specifying that MI 

moderates the positive relationship between ESB 

and the three dimensions of CRQ were consistently 

supported. 

5. Conclusions and implications 

The study highlighted three main findings: (1) ESB 

positively affected CRQ dimensions (CT, CC, and 

CS); and (2) CRQ positively affected relational 

outcomes (WOM, share of purchases, and 

relationship continuity); (3) customer MI 

moderates the positive relationship between ESB 

and the three dimensions of CRQ. 

The findings of the study assist hospitality 

practitioners and academicians in better 

comprehending the concepts of ESB, MI, and CRQ 

in hotels. In addition, the study has both theoretical 

and managerial implications;  based on the 

increased importance of ESB and CRQ in all types 

of business.  

Theoretically, the study contributes to theory by 

helping to understand the theoretical relationship 

that exists between ESB and  CRQ. Additionally, 

the findings of the present study support  the 

conclusions of prior studies regarding the 

significant effect of  ESB on CRQ. Furthermore, the 

study tests a conceptual framework developed 

based on the literature to understand the 

importance of ESB in hotels and customer MI. 

Practically, this research could be beneficial for 

hotels in the following:  

(1) To maintain and enhance the ethical behaviours 

of salespeople, there has to be a commitment from 

senior  managers. They should continuously 

monitor the ethical attitudes and behaviours of 

management team members in sales and marketing 

departments, which may influence salespersons’ 

ethical behaviours. Besides, top management 

should strictly examine any applicants for 

managerial positions and employ ethical 

professional persons.  

Moreover, senior managers must set some 

examples from their level in front of the sales 

employees. Also, they should take an ethical 

initiation, so it would be easy to  

spread it downside. Furthermore, they should fully 

support sales employees’ ethical behaviour. 

(2) Based on the study results, hotel management 

should take into account the existing relationship 

between salespersons’ ESB and CRQ dimensions. 

They can sustain the level of CRQ by maintaining 

the excellent practice of salespersons’ ESB. In 

order for this to take place, several steps should be 

implemented: Firstly, a code of ethics must be 

developed and implemented. Secondly, this code of 

ethics and core values can be supplemented by 

salespersons in two ways (i.e., in a written form 

with some questions in the form of feedback; by 

holding a meeting with supervisors to discuss 

ethical issues). Thirdly, salespersons should 

participate in an ethical training program that helps 

them to have correct moral behaviours on an 

ongoing basis, put the hotel company’s values into 

practice, understand the ethical values and increase 

their moral awareness, and identify standards for 

ethical decision making within the hotel. Finally, if 

the hotel mission statement includes the critical 

role of the code of ethics and ethical behaviour, it 

would be possible to encourage all hotel staff to 

implement the ethical principles. 

(3) Furthermore, hotels should strengthen 

supervision and develop efficient ways (e.g., 

employing an ethics officer who will act as a guide 



Y. Abdel-Aty and H. Deraz. / IJHTH vol 15 issue 1 (2021) 173-190 

186 

 

for ethical conduct and ethical decision making) to 

monitor sales employees’ behaviour. 

(4) Hotels can also maintain employees’ ethical 

sales behaviours by recruiting, hiring, retaining, 

and promoting ethical salespersons who will 

always be capable of doing the right thing 

regardless of supervision, successfully handling 

ethical dilemmas, exhibiting ethical decision-

making, and showing ethical behaviours that 

appropriately correspond with the hotel company’s 

ethical climate, policies, beliefs, and values. 

Additionally, it is imperative for hotels to get rid of 

unethical sales employees. 

(5)  Hotel management should pay attention to the 

ethical work climate (moral atmosphere of the 

work environment) in all hotel departments, which 

encourages ethical beliefs and behaviours among 

hotel sales employees.  

(6) The findings highlighted the critical role of 

customer MI in hotels as it has a significant effect 

on the relationship between hotel salesperson’s 

ESB and CRQ. Hence, hospitality practitioners 

must consider this. They should maintain and 

satisfy their current customers and attract more of 

such types of customers whose moral identities are 

vital which are likely to increase CRQ.  

6. Limitations and directions for future 

research 

The study has several limitations, which also pave 

the way for further research.  

A significant limitation of this research is that it did 

not explore the factors that may influence 

salespersons’ ESB, such as the ethical behaviour of 

managers and co-workers. Therefore, the positive 

and negative factors affecting salespersons’ ESB in 

hotels need to be examined by further research. 

Another limitation of this study is that it assessed 

the variable of salespersons’ ESB from the 

perspective of tourism managers in travel agencies. 

Further research could also identify this variable 

from marketing managers’ point of view. 

Moreover, the findings were based on data 

gathered within a limited period (from September 

2019 to November 2019). Thus, other longitudinal 

studies are required to provide more beneficial 

implications. Finally, future research could also be 

directed to different types of frontline employees 

(e.g. foodservice staff) for exploring the 

relationship between their ethical sales behaviour 

and CRQ. 

References 

Adekoya, C. A., Oboh, C. S., & Oyewumi, R. O. 
(2020). Accountants perception of the factors 

influencing auditors' ethical behaviour in Nigeria. 

Heliyon, 6, 04271. 

Aljarah, A., Emeagwali, L., Ibrahim, B., & Ababneh, B. 

(2020). Does corporate social responsibility really 

increase customer relationship quality? A meta-

analytic review. Social Responsibility Journal, 16 

(1), 28-49. 

Alrubaiee, L. (2012). Exploring the Relationship 

between Ethical Sales Behavior, Relationship 

Quality, and Customer Loyalty. International 

Journal of Marketing Studies, 4 (1), 7-25. 

Aquino, K., & Reed, A. (2002). The self-importance of 

moral identity. Journal of Personality and Social 

Psychology, 83 (6), 1423–1140. 

Baron, R. M., & Kenny, D. A. (1986). The moderator-

mediator variable distinction in social 

psychological research. Conceptual, strategic, and 

statistical considerations. Journal of Personality 

and Social Psychology, 57 (6), 1173-1182. 

Basnayake, R. & Hassan, Z. (2015). Employees Ethical 

Behaviour and its Effect on Customer Satisfaction 

and Retention: An Empirical Study on 

Multinational Fast Food Restaurants in Malaysia. 

International Journal of Accounting & Business 

Management, 3 (1), 1-15.  

Bavik, A., & Bavik, Y. (2015). Effect of employee 

incivility on customer retaliation through 

psychological contract breach: The moderating role 

of moral identity. International Journal of 

Hospitality Management, 50, 66-76.  

Bavik, Y., Tang, P., Shao, R., & Lam, L. (2018). Ethical 

leadership and employee knowledge sharing: 

Exploring dual-mediation paths. The Leadership 

Quarterly, 29, 322-332. 

Beatson, A. T., Lings, I., & Gudergan, S. (2008). 

Employee behaviour and relationship quality: 

impact on customers. The Service Industries 

Journal, 28 (2). 211-223. 

Bhatti, Z. A., Arain, G.A., Akram, M.S., Fang, Y.-H., & 

Yasin, H.M. (2020). Constructive voice behavior 

for social change on social networking sites: A 

reflection of moral identity. Technological 

Forecasting & Social Change, 157, 120101. 

Black, J. E., & Reynolds, W. M. (2016). Development, 

reliability, and validity of the moral identity 

questionnaire. Personality and individual 

differences, 97, 120-129.  

Boegershausen, J., Aquino, K., & and Reed Ii, A. 

(2015). Moral identity. Current Opinion in 

Psychology, 6, 162–166. 

Božič, B., Siebert, S., & Martin, G. (2020). A grounded 

theory study of factors and conditions associated 



Y. Abdel-Aty and H. Deraz. / IJHTH vol 15 issue 1 (2021) 173-190 

187 

 

with customer trust recovery in a retailer. Journal 

of Business Research, 109, 440–448. 

Casidya, R., & Nyadzayob, M. (2019). Drivers and 

outcomes of relationship quality with professional 

service firms: An SME owner-manager perspective. 

Industrial Marketing Management, 78, 27-42. 

Chandrarathne, W. R. P. K., & Herath, H. M. A. (2020). 

Impact of Organizational Factors on SalesForce 

Unethical Behavior in the Sri Lankan Life 

Insurance Industry. Vidyodaya Journal of 

Management, 6 (1), 1-27. 

Charoensukmongkol, P. & Suthatorn, P. (2020). Linking 

improvisational behavior, adaptive selling behavior 

and sales performance. International Journal of 

Productivity and Performance Management, 1741-

0401. 

Demirgunes, B. K. (2015). Ethical behaviour of 

salesperson: the impact of consumer’s perception 

on trust, satisfaction and repeat purchasing 

behaviour. Turkish Journal of Business Ethics, 8, 

(1), 26-46.  

Diamantidis, A. D. & Chatzoglou, P. (2019). Factors 

affecting employee performance:  

An empirical approach, International Journal of 

Productivity and Performance Management, 68 (1), 

171-193.  

Dimitriou, C. K. & Ducette, J. P. (2018). An analysis of 

the key determinants of hotel employees' ethical 

behavior. Journal of Hospitality and Tourism 

Management, 34, 66-74. 

Emaratkar, M., Doshmanziari, E., & Ziaei, M. S. (2018).  

Studying the effect of salespersons' characteristics 

and relational selling behavior on customers loyalty 

(Case Study: Tehran Sarmayeh Bank Branches). 

Asian Journal of Management Sciences & 

Education, 7 (1), 94-105. 

Ferdous, A. S., & Polonsky, M. J. (2013). Predicting 

Bangladeshi financial salespeople’s ethical 

intentions and behaviour using the theory of 

planned behaviour. Asia Pacific Journal of 

Marketing and Logistics, 25 (4), 655-673. 

Fernandes, T. & Pinto, T. (2019). Relationship quality 

determinants and outcomes in retail banking 

services: The role of customer experience. Journal 

of Retailing and Consumer Services, 50, 30–41. 

Ferrell, O. C., Johnston, M. W., Marshall, G. W. & 

Ferrell, L. (2019). A new direction for sales ethics 

research: the sales ethics subculture. Journal of 

Marketing Theory and Practice, 27 (3), 282-297. 

Freund, R. J., & Wilson, W. J. (1997). Statistical 

methods. New York, Academic Press. 

Greenbaum, R. L., Mawritz, M. B., Mayer, D. M., & 

Priesemuth, M. (2013). To act out, to withdraw, or 

to constructively resist? Employee reactions to 

supervisor abuse of customers and the moderating 

role of employee moral identity. Human Relations, 

66, 925–950.. 

Grégoire, Y., Tripp, T. M., & Legoux, R.(2009). When 

customer love turns into lasting hate: the effects of 

relationship strength and time on customer revenge 

and avoidance. Journal Marketing, 73 (6), 18–32. 

Hansen, J. D. & Riggle, R. J. (2009). Ethical salesperson 

behavior in sales relationships. Journal of Personal 

Selling & Sales Management, 29 (2), 151-166. 

Hardy, S. A., Bean, D. S., & Olsen, J. A. (2015). Moral 

identity and adolescent prosocial and antisocial 

behaviors: Interactions with moral disengagement 

and self-regulation. Journal of Youth and 

Adolescence, 44 (8), 267–269. 

Harris, L. C., & He, H. (2019). Retail employee 

pilferage: A study of moral 

disengagement.  Journal of Business Research, 99, 

57-68.  

He, X., Hu, D., Swanson, S. R., Su, L., & Chen, X. 

(2018). Destination perceptions, relationship  

quality, and tourist environmentally responsible 

behavior. Tourism Management Perspectives, 28, 

93-104. 

Hennig-Thurau, T., & Klee, A. (1997). The impact of 

customer satisfaction and relationship quality on 

customer retention: a critical reassessment and 

model development. Psychotically Marketing, 14 

(8), 737–764. 

Huhtala, M., Lämsä, A.-M., & Feldt, T. (2019). 

Applying the Identity Status Paradigm to 

Managers’ Moral Identity. Scandinavian Journal of 

Work and Organizational Psychology, 4 (1): 2, 1–

14. 

Hui-Hsien, H., Hao-Hsin, H., Kuo-Yang, K., & Chih-

Chieh, W. (2020). Ethical leadership and employee 

unethical pro-organizational behavior: a moderated 

mediation model of moral disengagement and 

coworker ethical behavior. Leadership & 

Organization Development Journal, 41 (6), 799-

812. 

Hwang, J., Kim, I., & Gulzar, M. A. (2020). 

Understanding the eco-friendly role of drone food 

delivery services: Deepening the theory of planned 

behavior. Sustainability, 12 (4),  

1440–1452. 

Iglesiasa, O., Markovicb, S., & Rialpc, J. (2019). How 

does sensory brand experience influence brand 

equity? Considering the roles of customer 

satisfaction, customer affective commitment, and 

employee empathy. Journal of Business Research, 

96, 343–354. 

Islam, T., Islam, R., Pitafi, A.-H., Xiaobei, L., Rehmani, 

M., Irfane, M., & Mubarak M. S. (2021). The 

impact of corporate social responsibility on 

customer loyalty: The mediating role of corporate 

reputation, customer satisfaction, and trust. 

https://www.research.manchester.ac.uk/portal/hongwei.he.html
https://www.research.manchester.ac.uk/portal/en/publications/retail-employee-pilferage(0b4780c8-29f8-4f01-8323-e910c959f8cc).html
https://www.research.manchester.ac.uk/portal/en/publications/retail-employee-pilferage(0b4780c8-29f8-4f01-8323-e910c959f8cc).html
https://www.research.manchester.ac.uk/portal/en/publications/retail-employee-pilferage(0b4780c8-29f8-4f01-8323-e910c959f8cc).html


Y. Abdel-Aty and H. Deraz. / IJHTH vol 15 issue 1 (2021) 173-190 

188 

 

Sustainable Production and Consumption, 25, 123–

135. 

Itani, O. S., Kassarb, A-N., & Loureiro, S. (2019). Value 

get, value give: The relationships among perceived 

value, relationship quality, customer engagement, 

and value consciousness. International Journal of 

Hospitality Management, 80, 78–90. 

Japutra, A., Molinillo, S., & Wang, S. (2018). Aesthetic 

or self-expressiveness? Linking brand logo 

benefits, brand stereotypes and relationship quality. 

Journal of Retailing and Consumer Services, 44, 

191-200. 

Jennings, P. L., Mitchell, M. S., & Hannah, S. T. (2015). 

The moral self: A review and integration of the 

literature. Journal of Organizational Behavior, 36 

(S1), S104–S168. 

Kaynak, E., Kara, A., Chow, C. S. F. & Laukkanen, T. 

(2016). Role of adaptive selling and customer 

orientation on salesperson performance: evidence 

from two distinct markets of Europe and Asia.  

Journal of Transnational Management, 21 (2), 62-

83. 

Khan, I., Hollebeek, L. D., Fatma, M., Islam, J. U., & 

Riivits-Arkonsuo, I. (2020). Customer experience 

and commitment in retailing: Does customer age 

matter?. Journal of Retailing and Consumer 

Services, 57, 102219. 

Kattara, H. S., Weheba, D., & Ahmed, O. (2015). The 

impact of employees' behavior on customers' 

service quality perceptions and overall satisfaction. 

African Journal of Hospitality, Tourism and 

Leisure, 4 (2), Special edition. 

Kim, W. G., & Cha, Y. (2002). Antecedents and 

consequences of relationship quality in hotel 

industry. International Journal of Hospitality 

Management, 21(4), 321–338. 

Kim, W. G., Han, J.S., & Lee, E. (2001). Effects of 

relationship marketing on repeat purchase and word 

of mouth. Journal of Hospitality & Tourism 

Research, 25 (3), 272–288.  

Kraft, F. B., Maity, D., & Porter, S. (2019). The 

salesperson wellness lifestyle, coping with stress 

and the reduction of turnover. Journal of Business 

& Industrial Marketing, 34 (2),  

347–359. 

Krishnamurthy, A., & Kumarb, S. R. (2018). Electronic 

word-of-mouth and the brand image: Exploring the 

moderating role of involvement through a consumer 

expectations lens. Journal of Retailing and 

Consumer Services, 43, 149-156. 

Lacoste, S. (2018). From selling to managing strategic 

customers – a competency analysis. Journal of 

Personal Selling & Sales Management, 38 (1), 92-

122. 

Laeheem, K. (2018). Causal Relationships between 

Islamic ethical behavior and Islamic factors among 

Muslim youths in the three southern border 

provinces of Thailand Kasetsart. Journal of Social 

Sciences, 39, 305-311. 

Le, D. N., Nguyen, H. T., & Truong P. H. (2020). Port 

logistics service quality and customer satisfaction: 

Empirical evidence from Vietnam. The Asian 

Journal of Shipping and Logistics, 36, 89–103.   

Leavitt, K., Zhu, L., & Aquino, K. (2016). Good without 

knowing it: Subtle contextual cues can activate 

moral identity and reshape moral Intuition. Journal 

of Business Ethics, 137,  

785–800.  

Lee, S., Han, H., Radic, A., & Tariq, B. (2020). 

Corporate social responsibility (CSR) as a customer 

satisfaction and retention strategy in the chain 

restaurant sector. Journal of Hospitality and 

Tourism Management, 45, 348–358.  

Li, M.-W., Teng, H.-Y., & Chen, C.-Y. (2020). 

Unlocking the customer engagement-brand loyalty 

relationship in tourism social media: The roles of 

brand attachment and customer trust. Journal of 

Ming-Way Hospitality and Tourism Management, 

44, 184–192. 

Lin, S.-H. (2012). Effects of Ethical Sales Behavior 

Considered through Transaction Cost Theory: To 

Whom Is the Customer Loyal? Journal of 

International Management Studies, 7 (1), 31-40. 

Liu, Y., Yingxin, S., Sun, J., Sun, C., Liu, C., & Chen, 

X. (2020). Understanding the relationship between 

food experiential quality and customer dining 

satisfaction: A perspective on negative bias. 

International Journal of Hospitality Management, 

87, 102381. 

Madhani, P. M. (2015). Salesforce Control and 

Compensation System: A Game Theory Model 

Approach. Compensation & Benefits Review, 47 

(4), 190–202. 

Marmat, G., Jain, P., & Mishra, P. N. (2020). 

Understanding ethical/unethical behavior in 

pharmaceutical companies: a literature review. 

International Journal of Pharmaceutical and 

Healthcare Marketing, 1750-6123. 

Ministry of Tourism (2018). Statistical guide for travel 

agencies, Cairo: Ministry of Tourism. 

Nunnally, J. C., & Bernstein, I. H.  (1994). Psychometric 

Theory. New York, USA, McGraw Hill. 

Olavarría-Jaraba, A., Cambra-Fierro, J., Centeno, E., 

Vázquez-Carrasco, R. (2018). Relationship quality 

as an antecedent of customer relationship 

proneness: a cross cultural study between Spain and 

Mexico. Journal of Retailing and Consumer 

Services, 24, 60–69. 

Ou, W.-M., Shih, C.-M., & Chen, C.-Y. (2015). Effects 

of ethical sales behaviour on satisfaction, trust, 

commitment, retention and words-of-mouth. 



Y. Abdel-Aty and H. Deraz. / IJHTH vol 15 issue 1 (2021) 173-190 

189 

 

International Journal of Commerce and 

Management, 25 (4), 673-686. 

Parasuraman, A., Berry, L. L., & Zeithmal, V. A. 

(1991). Understanding customer expectations of 

service. Sloan Management Review, 32 (3), 29–38.   

Park, S.-J., Lee, Y.-R., & Borle, S. (2018). The shape of 

Word-of-Mouth response function. Technological 

Forecasting & Social Change, (127), 304-309. 

Pezhman, R., Javadi, M. H. M., & Shahin, A. (2013). 

Analyzing the Influence of Ethical Sales Behavior 

on Customers Loyalty through Customer 

Satisfaction and Trust in Insurance Company. 

International Journal of Academic Research in 

Business and Social Sciences, 3 (9), 754-763. 

Reed, A., Kay, A., Finnel, S., Aquino, K., & Levy, E. 

(2016). I don’t want the money, I just want your 

time: How moral identity overcomes the aversion to 

giving time to prosocial causes. Journal of 

Personality and Social Psychology, 110, 435–457.  

Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of 

e-service quality and customer satisfaction on 

customer behavior in online shopping. Heliyon, 5, 

02690. 

Román, S. & Ruiz, S. (2005). Relationship outcomes of 

perceived ethical sales behavior: the customer’s 

perspective. Journal of Business Research, 58 (4), 

439-445. 

Sarawa, D. I., & Mas’ud, A. (2020). Strategic public 

procurement regulatory compliance model with 

mediating effect of ethical behavior. Heliyon, 6, 

03132.  

Sharma, I., Jain, K., & Behl, A. (2020). Effect of service 

transgressions on distant third-party customers: The 

role of moral identity and moral judgment. Journal 

of Business Research, 0148-2963. 

Shokouhyar, S., Shokoohyar, S., & Safari, S. (2020). 

Research on the influence of after-sales service 

quality factors on customer satisfaction. Journal of 

Retailing and Consumer Services, 56, 102139. 

So, K., King, C., Sparks, B., & Wang, Y. (2016). 

Enhancing customer relationships with retail 

service brands: the role of customer engagement. 

Journal of Service Management, 27 (2), 170–193. 

Su, L., Pan, Y., & Chen, X. (2017). Corporate social 

responsibility: findings from the Chinese 

hospitality industry. Journal of Retailing and 

Consumer Services, 34, 240-247. 

Taylor, S., DiPietro, R. B., & So K. K. F. (2018). 

Increasing experiential value and relationship 

quality: An investigation of pop-up dining 

experiences. International Journal of Hospitality 

Management, 74, 45–56. 

Teng, Z., Nie, Q., Guo, C., & Liu, Y. (2017). Violent 

video game exposure and moral disengagement in 

early adolescence: The moderating effect of moral 

identity. Computers in Human Behavior, 77, 54-62. 

Tolba, A., Seoudi, I., Meshriki, H., & AbdelShahid, M. 

(2015). Impact of ethical sales behavior, quality and 

image on customer satisfaction and loyalty: 

evidence from retail banking in. International 

Journal of Management and Marketing Research, 8 

(2), 1-18. 

Tosun, P. (2020). Unethical sales practices in retail 

banking. International Journal of Bank Marketing, 

38 (6), 1305-1327 

Tran, G. A., & Strutton, D. (2020). Comparing email 

and SNS users: Investigating e-servicescape, 

customer reviews, trust, loyalty and E-WOM. 

Journal of Retailing and Consumer Services, 53, 

101782. 

Tseng, L. (2019). How implicit ethics 

institutionalization affects ethical selling intention: 

the case of Taiwan’s life insurance salespeople. 

Journal of Business Ethics, 158, 727-742. 

Tuan, N. (2015). The Impact of Ethical Sales Behavior 

on Customer Loyalty: A Case from Vietnam. 

International Journal of Business and 

Management, 10 (3), 152-168. 

Urbonavicius, S., & Adomavičiūtė, K. (2015). Effect of 

Moral Identity on Consumer Choice of buying 

Cause-related Products Versus Donating for 

Charity. Procedia - Social and Behavioral Sciences, 

213, 622-627.  

Van Gils, S., & Horton, K. E. (2019). How can ethical 

brands respond to service failures? Understanding 

how moral identity motivates compensation 

preferences through self-consistency and social 

approval. Journal of Business Research, 95, 455-

463. 

Wang, G., & Hackett, R. D. (2020). Virtues-centered 

moral identity: An identity-based explanation of the 

functioning of virtuous leadership. The Leadership 

Quarterly, 1048-9843. 

Wang, Y., Wang, G., Chen, Q., & Li, L. (2017). 

Depletion, moral identity, and unethical behavior: 

Why people behave unethically after self-control 

exertion. Consciousness and Cognition, 56, 188–

198. 

Wedatama, P. B., & Sukaatmadja, P. G. (2019). The 

effect of salesperson ethical behavior on 

satisfaction, trust and customer loyalty. Jurnal Ilmu 

Manajemen & Bisnis, 10 (2), 112-129. 

White, S., & Rezania, D. (2019). The impact of coaches’ 

ethical leadership behaviour on athletes’ voice and 

performance: The role of accountability. Sport, 

Business and Management: An International 

Journal, 9 (5), 460-476. 

Wiley, C. (1995). The ABC’s of business ethics: 

definitions, philosophies and implementation. 

Industrial Management, 37, 1, 22-37. 

Winterich, K. P., Aquino, K., Mittal, V., & Swartz, R. 

(2013). When moral identity symbolization 

https://www.sciencedirect.com/science/journal/01482963


Y. Abdel-Aty and H. Deraz. / IJHTH vol 15 issue 1 (2021) 173-190 

190 

 

motivates prosocial behavior: The role of 

recognition and moral identity internalization. 

Journal of Applied Psychology, 98 (5), 759–770. 

Woodside, A. G., Megehee, C. M., Isaksson, L., & 

Ferguson, G. (2020). Consequences of national 

cultures and motivations on entrepreneurship, 

innovation, ethical behavior, and quality-of-life. 

Journal of Business & Industrial Marketing, 35 (1), 

40–60. 

Wu, B., & Yang, Z. (2018). The impact of moral identity 

on consumers’ green consumption tendency: The 

role of perceived responsibility for environmental 

damage. Journal of Environmental Psychology, 59, 

74–84. 

Wu, H.-C., & Cheng, C.-C. (2018) Relationships 

between technology attachment, experiential 

relationship quality, experiential risk and 

experiential sharing intentions in a smart hotel. 

Journal of Hospitality and Tourism Management, 

37, 42–58. 

Yen, C.-L., A., & Tang C.-H. H. (2019). The effects of 

hotel attribute performance on electronic word-of-

mouth (eWOM) behaviors. International Journal of 

Hospitality Management, 76, 9-18. 

Yi, H. T., Dubinsky, A. J., & Lim, C. U. (2012). 

Determinants of telemarketer misspelling in life 

insurance services. Journal of Services Marketing, 

26 (6), 403–418. 

Zeng, P., Zhao, X., Xie, X., Long, J., Jiang, Q., Wang, 

Y., Qi, L., Lei, L., & Wang, P. (2020). Moral 

perfectionism and online prosocial behavior: The 

mediating role of moral identity and the moderating 

role of online interpersonal trust. Personality and 

Individual Differences, 162, 110017. 

Zhu, L., Restubog, S. L. D., Leavitt, K., Zhou, L., Wang, 

M. (2020). Lead the horse to water, but don’t make 

him drink: The effects of moral identity 

symbolization on coworker behavior depend on 

perceptions of proselytization. Organizational 

Behavior and Human Decision Processes, 156, 53–

68. 

 

 


