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Abstract 

Adapting the concept of customer loyalty model as a two-dimensional construct 
incorporating both attitudinal (relative attitude) and behavioural (repeat patronage) 
perspectives, this study investigates whether cognitive loyalty, affective loyalty, and 
conative loyalty have significant relationships on customer loyalty. At the same time, 
the study will also examine whether the positive relationships between cognitive 
loyalty, affective loyalty, conative loyalty and customer loyalty will be stronger when 
social norm and price sensitivity are lower. This is consistent with the view by quite a 
few prominent researchers that customer loyalty may also be influenced by social 
norms and price sensitivity and these variables are viewed as moderators of loyalty. 
Data were obtained from 420 respondents at Kuala Lumpur International Airport2 
(klia2). A convenience sampling was carried out through a survey using the intercept 
method. The data were analyzed by SPSS statistical program on descriptive analysis 
before developing a hierarchical component model through the repeated indicators 
approach, to assess the measurement and structure of the framework by SmartPLS 
version 3.0. The program is also used to test all the relationships between variables 
in the model. The result of this study indicates that cognitive loyalty, affective loyalty 
and conative loyalty have significant relationships on customer loyalty. It is also 
established that the positive relationships between cognitive loyalty, affective loyalty, 
conative loyalty and customer loyalty are indeed stronger when social norm and 
price sensitivity are lower among low-cost carrier passengers at klia2. Since the data 
were obtained solely from passengers at klia2, the results cannot be generalised as 
passengers in other states in Malaysia may have different perceptions on customer 
loyalty towards the low-cost carrier. This study provides further empirical support of 
the value of truly loyal customers which is defined in terms of both behavioural 
(repeat patronage) and attitudinal (relative attitude) perspectives in the low-cost 
carrier industry in Malaysia. 
 

Keywords: customer loyalty, cognitive loyalty, affective loyalty, conative loyalty, 
price sensitivity and social norm.   
 

Introduction     

Due to intense competition in the market, many businesses recognise that 

customer loyalty is important. Businesses also acknowledge the benefits associated 

with customer loyalty. Dick and Basu (1994) stressed that when customers are loyal, 

they tend to be less price-sensitive, resist offers from competitors and ultimately 

make word-of-mouth recommendations to other customers. They also stressed that 

customer loyalty may also be influenced by the social norm and situational factors 
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and these are viewed as moderators of loyalty. Moreover, customer loyalty is an 

important element for any organisations to be successful and profitable because 

customers who display loyalty at the highest level towards a service tend to 

repurchase the service more frequently and spend more (Dehghan and Shahin, 

2011). On the other hand, Oliver (1997) refers to loyalty as a high commitment to 

patronise a preferred product or service consistently occurring in the future to cause 

repetitive buying on the same brand in spite of the strong influence of situational 

factors and marketing efforts, which are likely to cause switching behaviour. Oliver 

(1999) stated that loyalty has four levels (cognitive, affective, conative and action) 

and it evolves in stages where different aspects of these processes do not act 

simultaneous but sequential. Jones and Taylor (2007), refer loyalty as a customer 

having strong intentions to perform repeat purchase from a particular service 

provider and having weak intentions to switch to an alternative provider. They also 

stressed that extremely loyal service customer would likely show exclusive 

purchasing intentions on all of his or her required services from one particular 

service provider.   

Therefore, the concept of loyalty has created great interest to academics and 

practitioners alike in the field of marketing. Both academics and practitioners have 

also accepted the significance of loyalty in service industries. 

In Malaysia, the low- cost carrier (LCC) industry is dominated by Air Asia and 

Air Asia X, increasing in size and growth rate of the air travel market in the country. 

The formation of these LCCs have created an alternative choice for air travelers to 

selected destinations, offering reduced ticket prices and provide ‘no frills’ service 

concept with point to point plus shorter flight turnaround time with no service class 

and offer other services with a fee such as minimum check-in baggage weight, 

selection of seats and in-flight food and beverages etc. However, with the current 

development of the formation of value alliance among LCCs in the Asia Pacific on 

16th May 2016, the ratification of ASEAN open skies agreement by the 10 ASEAN 

member countries also in May 2016 and the promotional FSC pricing strategy will 

create intense competition among LCCs at klia2. The value alliance pose a threat to 

Air Asia and Air Asia X and other LCCs at klia2 in terms of connectivity as two of the 

value alliance participating members (Cebu Pacific Air – Philippines and Tiger Air - 

Singapore) operated at klia2. Indeed, when the ASEAN open skies agreement is 

enforced shortly, LCCs from ASEAN countries are allowed to fly to klia2 without 
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restriction. With 21 LCCs in Southeast Asia, operating close to 600 aircraft, all these 

LCCs can operate at klia2, when the ASEAN open skies agreement is affirmed 

shortly (CAPA - Centre for Aviation 2016). The narrowing of the gap between low-

cost carriers (LCCs) and full-service carriers (FSCs) in fare price raises the question 

whether this factor affects customer loyalty as the price is no longer the sole driver of 

low-cost carrier business strategies.   

With these developments, the whole LCC industry in the country requires a new 

strategy to maintain loyalty among existing and new customers to boost their 

profitability. Thus, to observe current trends in consumer loyalty on their market, 

understanding a framework for measuring loyalty is important. Moreover, there is a 

need to examine important factors of customer loyalty to understand behavioural and 

attitudinal aspects among passengers of low-cost carriers in Malaysia, especially at 

klia2. Kuala Lumpur International Airport 2 (klia2) is chosen for the study because 

the airport would able to maximize the potential of acquiring low-cost carrier (LCC) 

passengers with air travel experience as it is the main hub for the low-cost carrier 

(LCC) in Malaysia. The passenger experience of low-cost carrier (LCC) is important 

in this research as they are the respondents to the survey for this study. Dick and 

Basu (1994) provided a framework which may be helpful to define and measure 

customer loyalty. In Dick and Basu’s (1994) framework, customer loyalty is 

conceptualised as a relationship between relative attitude and repeat patronage 

behaviour toward a business.  

In adopting and adapting Dick and Basu (1994) framework, the study intends to 

investigate whether cognitive loyalty, affective loyalty, conative loyalty, price 

sensitivity and social norms affect customer loyalty from the low-cost carrier 

passengers` stand-point. Moreover, this study may provide several important 

contributions to low-cost carrier organizations and customer loyalty studies. 

However, the results of specific strategic decisions may limit the overall 

generalizability. First, being limited by time and cost, the data were solely collected 

at Kuala Lumpur International Airport 2 (klia2). With this, it may limit the ability to 

generalize the results of the passenger perceptions on customer loyalty as 

passengers in other states in Malaysia may have a different viewpoint on customer 

loyalty towards the low-cost carrier. Future studies should attempt to examine 

customer loyalty across different international or domestic airports in other states in 

Malaysia. This may provide an opportunity to compare customer loyalty based on 
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passengers ‘perceptions in different states in Malaysia. Secondly, there may be 

some other predictive variables of customer loyalty that have not been identified in 

the research framework of this study. Future researchers should seek to identify 

additional factors that may significantly impact on the passengers’ perceptions of 

customer loyalty that have not been applied in this study. Therefore, this study may  

provide answers to several critical questions:  

 

 Do cognitive loyalty, affective loyalty and conative loyalty have significant 

relationships on customer loyalty? 

 Will the positive relationships between cognitive loyalty, affective loyalty, 

conative loyalty and customer loyalty be stronger when social norm and 

price sensitivity are lower?  

 

Literature Review 

Despite numerous studies on customer loyalty, earlier research has been 

unable to provide a specific and clear concept of customer loyalty to understand it 

better. Moreover, previous research lacks a clear agreement over the 

operationalization of the construct of customer loyalty. Despite its importance, the 

concept has been subjected to many interpretations. In general, there are three 

schools of thoughts in defining and operationalising customer loyalty. After a review 

of 53 different operational definitions, Jacoby and Chestnut, (1978) had identified 

three distinct categories of customer loyalty and classified these categories into 

behavioural, attitudinal and composite or combination of both behavioural and 

attitudinal, to define customer loyalty. Quite several researchers stressed that 

customer loyalty can only be defined from a behavioural outlook. These researchers 

assumed that repeat patronage can capture customer loyalty as a whole ( Kuenzel 

and Krolikowska, 2008, Liao, Wang and Yeh, 2014 and Bahri-Ammari et al. 2016). 

However, several researchers have challenged and questioned the approach of 

defining loyalty solely from a behavioural perspective. They argue it should rely 

purely on attitudinal measures to reflect the psychological attachment inherent to 

loyalty (Sanzo, Santos, Álvarez, and Vázquez, 2007 and Aurier and Séré de 

Lanauze, 2012).On the contrary, several researchers have suggested that attitude 

should be included along with behaviour to define loyalty (Anisimova 2007, Kaur and 

Soch 2013 and Mubarik, Chandran, and Devadason, 2016). This composite 
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approach which was first developed by Day (1969) who state that consumer must 

have a combination of both favourable attitude toward the brand and purchase 

repeatedly a product or service to be truly loyal.   

Building on Day`s studies, as illustrated in Fig. 1, Dick and Basu (1994) 

developed a customer loyalty framework which conceptualized a relationship 

between relative attitude and repeat patronage towards an entity. Dick and Basu 

(1994) further postulated that the consistency of this relationship may be facilitated 

or weakened by the three antecedents to a relative attitude which includes cognitive, 

affective and conative. They associate cognitive antecedents with brand beliefs or 

accessibility, centrality, confidence and the clarity in the opinions of a particular 

product or service. Dick and Basu (1994) relate affective antecedents as feelings 

and emotions   ( e.g satisfaction ), typically created from sensory-based experiences 

with a product or service while they point out that conative antecedents affect the 

behavioural dispositions toward a product or service and include factors such as 

switching costs or sunk costs. They developed the term relative attitude as a 

composite of attitudinal differentiation and attitudinal strength. If the consumer is 

unable to differentiate among alternatives and see very few differences between 

alternatives, relative attitude will be low resulting in the absence of true loyalty.  Dick 

and Basu (1994) argue that relative attitude is at its highest if there is a high 

attitudinal strength among the consumers towards the products or services.  This is 

like the concept of purchase involvement whereby while making purchases either 

products or services, consumers display high or low purchase involvement. High 

purchase involvement refers to when consumer spend more time to evaluate the 

products to arrive at the right decision whereas low purchase involvement reflects 

routine purchase decision (Møller Jensen, 2011). Dick and Basu (1994) also stated 

that in addition to relative attitude and repeat patronage, customer loyalty may also 

be influenced by social norms and situational factors and these are viewed as 

moderators of loyalty. Dick and Basu (1994) stressed that social norm refers to 

people's beliefs that significant others think they should or should not perform a 

behaviour and their motivation to comply with these referents as a component of 

intention based on the theory of reasoned action by Ajzen and Fishbein (1980). 

Likewise, Dick and Basu (1994) stated that situational factors may include actual or 

perceived opportunity for engaging in attitude-consistent behaviour (e.g., in the case 

of stockouts of preferred brands), incentives for brand switching through reduced 
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prices (i.e., deals) of competing brands, and effective in-store promotions that might 

increase the salience of a competing brand over one normally preferred by the 

consumer. Finally, the framework highlights the consequences of loyalty (e.g., 

resistance to counter persuasion, search motivation and word-of-mouth 

communication) underscoring the long-term importance of the successful 

management of customer loyalty.  

Dick and Basu’s (1994) framework has been studied intensively in a retail 

environment but has been ignored in travel research especially in LCC industries. 

Therefore, the research model presented in this study will be different from the other 

research models related to customer loyalty in the low-cost carrier industry. In 

congruence with the  studies, the researcher will be adopting and adapting Dick and 

Basu’s (1994) customer loyalty framework as Dick and Basu (1994) are  correct and 

accurate in introducing the term favourable attitude and repeat purchase to define 

loyalty as many researchers have proven that the concept of customer loyalty model 

should be as a two-dimensional construct incorporating both attitudinal (relative 

attitude) and behavioural (repeat patronage) perspectives (Baldinger and Rubinson, 

1996, Pritchard and Howard, 1997,  Uncles, Dowling and Hammond 2003, Jensen, 

2011, Alok and Srivastava, 2013 and Mubarik, Chandran and Devadason, 2016).  

These two-dimensional constructs are moderated by the social norm and price 

sensitivity in examining customer loyalty as price sensitivity is considered as 

situational factors and acted as a moderator variable in the customer loyalty 

framework as stated by Dick and Basu (1994) and Oliver (1997). Moreover, most of 

the studies, price sensitivity acted as an exogenous variable or independent variable 

and  endogenous variable or dependent variable (Muncy, 1996, Santonen 2007, 

Petrick, 2011, Dominique-Ferreira, et al., 2016 and Natarajan et al., 2017) but there 

are  limited studies that price sensitivity is examined as the moderator variable in 

customer loyalty research. Dick and Basu (1994) framework is an effective tool to 

differentiate and understand loyalty among passengers of LCC as it can present the 

true characteristic of the truly loyal traveller.   
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Figure 1: Dick and Basu (1994) A Framework for Customer Loyalty 
 

 

Research Framework and Hypothesis 

When applying this framework to this study, the author is aware that some 

adjustments are necessary. In adapting and adopting Dick and Basu’s framework, 

this study proposes a different angle of investigation in Dick and Basu`s framework. 

In particular, the author applies cognitive loyalty, affective loyalty and conative loyalty 

as predictors to customer loyalty. This relationship is moderated by the social norm 

and price sensitivity in examining customer loyalty as stipulated in Fig.2. In their 

conceptual framework, Dick and Basu (1994) stressed that affective, affective and 

conative form the antecedents of relative attitude and suggested an understanding of 

how these antecedents are likely to have an impact on customer loyalty. This would 

provide valuable insight into customer loyalty. Dick and Basu (1994) claim that to be 

truly loyal, the consumer should hold a favourable attitude towards the brand as well 

as repeat patronage and be less susceptible to situational influence and social norm. 

Therefore, long- term loyalty is likely to sustain when a strong and favourable relative 

attitude and repeat patronage towards a product or service exist. Therefore, based 

on these considerations it is hypothesized that: 

H1: Cognitive loyalty has a significant relationship with customer loyalty. 

H2: Affective loyalty has a significant relationship with customer loyalty. 

H3: Conative loyalty has a significant relationship with customer loyalty. 

H4: The positive relationship between cognitive loyalty and customer loyalty will 

be stronger when a social norm is lower.  

H5: The positive relationship between effective loyalty and customer loyalty will 

be stronger when a social norm is lower.  
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H6. The positive relationship between conative loyalty and customer loyalty will 

be stronger when a social norm is lower.  

H7: The positive relationship between cognitive loyalty and customer loyalty will 

be stronger when price sensitivity is lower.  

H8: The positive relationship between effective loyalty and customer loyalty will 

be stronger when price sensitivity is lower.  

H9: The positive relationship between conative loyalty and customer loyalty will 

be stronger when price sensitivity is lower. 

 
Figure 2: Research Framework 

 
 

Methodology 

4.1 Pretest and Pilot study 

A pre-test and a pilot study were conducted to determine whether the survey 

instrument is appropriate as a valid and reliable research tool. In the study, a pre-test 

is performed with a small sample of respondents which include two industry experts 

and two PhD candidates. An expert-driven pre-test is important to access the face 

validity and construct validity of the measurement, as the experts have the breadth of 

knowledge regarding the industry. Soliciting expert appraisal of every survey 

questions in terms of administration, organization and content using Likert scale 

items, rather than asking them to provide an individual assessment is a valuable 

strategy to identify problems and fine-tuning questionnaire items from their 

viewpoints (Ruel, Wagner and Gillespie, 2016). The information gathered from them 

has enabled the researcher to make some adjustments to the content and format of 

the questionnaires for the pilot study. They also proposed that the questionnaires 

should be bilingual (English and Malay). Once the pre-test is completed, the pilot 

study was conducted before the actual survey.   
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4.2 Measures 

The questionnaires with Likert scale anchored on 1 “strongly disagree” and 5 

“strongly agree” were used and administered to the respondents. The instrument 

used to collect the data in this study is divided into eight sections. Sections A to 

Section F include questions measuring the constructs, customer loyalty, cognitive 

loyalty, affective loyalty, conative loyalty, social norm and price sensitivity 

respectively while Section G and H consist of questions measuring demographic 

profile and their travel details. 

 

4.3 Sample Size 

In this study, G*Power`s sample size technique is used to determine the 

sample size. After conducting the test, the result indicates that the minimum sample 

size of 233 is required using F tests (linear regression) for nine predictors with the 

effect size of 0.07 with 0.80 power as illustrated in Fig.3. This is consistent with 

Green (1991) research on regression analysis whereby for medium effect (effect size 

= 0.07 and β = 0.20). Hence, this study required sample size of 400 respondents. 

 

 

 
Figure 3: G*Power Data Analysis Result 
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Data Collection 

The study was conducted on the 2nd  week of  March 2018 at klia2 at different 

times of the day.  A convenience sample of non-probability sampling was drawn for 

the survey through the intercept method. The study adopted a convenience sampling 

method because it offers the least expensive and least time consuming as it helps to 

obtain a large number of captive respondents at klia2. At the survey, the 

enumerators were present to explain the questions and to ensure that all questions 

were answered correctly to reduce the unusable or incomplete questionnaire. Thus, 

500 sets of questionnaires were used in the survey. Due to their presence, the 

survey managed to gather 420 completed questionnaires, yielding 84% of the 

response rate. However, only 410 fully completed questionnaires were unusable for 

data analysis. This is consistent with  the previous studies by Leong, Hew, Lee, and 

Ooi, (2015), Suki, (2014), Azmi et al. (2010) and  Sum Chau and Kao, (2009) who 

had applied convenience sample of non-probability sampling, with the sample size 

ranging from 125 to 350, in obtaining the data  effectively, resulting  80% to 87.6% of 

the  response rate related to  their studies at the airports as illustrated in Table  1. 

 

Table 1: Summary of Sample Size and Convenience Sampling by 
Previous Researchers 

 
 

Data Analysis 

Firstly, the data are processed for editing and coding by using SPSS program. 

This involves the inspection of the incompleteness and inconsistencies of the 

responses, scrutinized for non-response bias or missing values before being 

transferred into a data file. Subsequently, descriptive statistics are performed such 

as a test of normality through Kolmogorov- Smirnov (K-S ) and Shapiro –Wilk (S-W) 

and Skewness and Kurtosis and followed by frequency distributions to observe the 

characteristic of the variables. From the test of normality, it indicates that the data are 

not in the normal distribution. 
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4.5.1 Demographic Profiles   

In this study, the sample consisted of 229 males (55.9%) and 181 females 

(44.1%) with a total of 410 respondents. Most of the respondents were in the age 

bracket of 21-30 years (34.1%) followed with the age bracket of 31-40 years of age 

(26.3 %). In terms of marital status, 273 of the respondents are married (66.6%), 133 

are single (32.4%) and four divorces (1%). Majority of the respondents had acquired 

a Master’s degree (36.6%) as their highest academic qualifications followed by 

Bachelor`s at 29.5%. In terms of income, the majority of the respondents earned 

between RM2,500 - RM4,500 a month (25.1%), followed with the respondents 

earning less than RM2,500 (19.8%). Majority of the respondents are from public 

sector (39%), followed with government sector (33.9%), who had travelled with low-

cost carrier between 1-5 times in a year (61.2%) within Malaysia (42.9%) and 

ASEAN countries (38.5%) as their destinations for leisure (66.6%). Majority of the 

respondents (74.4) prefer Air Asia as their choice of the low-cost carrier. From the 

above data, it seems that most of the passengers were married young couples with 

the age bracket of 21-30 years, earning between RM2,500 - RM4,500 a month from 

the public sector who had travelled with the low-cost carrier between 1-5 times in a 

year within Malaysia and ASEAN countries as their destinations for leisure. A high 

percentage of the passengers had chosen Air Asia as their preferred choice of low-

cost carrier when travelling by air. Therefore, LCC should focus on this group of 

passengers in terms of its marketing strategies and customer service in order to 

attract them.  

 

4.5.2 Partial Least Square - Structural Equation Modelling (PLS-SEM)                                                             

Next, PLS-SEM approach using Smart PLS Version 3.0 is used to analyze the 

data. The reason for using PLS-SEM is its capability of estimating a series of inter-

relationships among latent constructs simultaneously in a model while at the same 

time able to detect the measurement errors in the model (Ramayah et, al. 2018). On 

top of that, in relations to the purpose of this study, PLS-SEM is able to identify the 

prediction of relationships between variables as the focus is to maximize the 

explained variance of the endogenous latent construct (dependent variable) for 

accurate model interpretations (Ramayah et al., 2017 and Hair et al., 2017). In 

contrast, other SEM approach like co-variance (CB-SEM) technique using software 

such as AMOS or LISREL is used if the research objective is to test the theory and 
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compare a theory against an alternate theory. Moreover, PLS-SEM can also 

accommodate if the data are not normal distributed as in the case of this study 

whereas CB-SEM follows strictly the data distributional assumptions (Ramayah et 

al., 2017  and Hair et al., 2017). Subsequently, the hierarchical component model 

(HCM) was developed, making the model more parsimonious and reduce complexity 

in the framework. These involve summarizing the lower-order components (LOC) 

into a single multidimensional higher-order construct (HOC) (Hair et al., 2018).  

In this study, instead of modelling the attributes (relative attitude and repeat 

patronage) of customer loyalty as drivers of the respondent`s overall customer 

loyalty on a single construct layer, HCM involves summarizing the lower-order 

components (LOCs) into a single multidimensional higher-order construct (HOC) 

using repeated indicators approach where all indicators of the LOC are assigned to 

the measurement model of the HOCs as suggested by Hair et al., (2018) as shown 

in Fig. 4. Once this procedure has been conducted, all items and constructs are 

subjected to confirmatory factor analysis.  

  

 
                                                    

                                                      HOC                                               LOC 

 

Figure 4: Hierarchical Component Model (HCM) 
 

 

4.5.3 Confirmatory Factor Analysis (CFA) 

CFA is used to test how well measured variables represent a smaller number of 

constructs (Ramayah, et al., 2018). This study adopts an approach suggested by 

Hair et. al., (2017) and Ramayah, et al (2018) to conduct CFA. The approach 

involves the assessments of the model`s measurement and structural models 

evaluation. The first step in conducting the CFA is to evaluate the measurement 

model in terms of its validity and reliability through convergent validity. This is to 

ensure that the items of the questionnaires are measuring the same concept 

(Ramayah et al., 2018). In other words, convergent validity is established when the 
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scores obtained with different sets of question measuring the same concept are 

highly correlated (Sekaran and Bougie, 2013). Outer loadings (indicator reliability), 

average variance extracted (AVE) and composite reliability (CR) are used to 

evaluate convergent validity (Ramayah et al., 2018). All the outer loadings of the 

indicator of the construct should exceed the recommended value of 0.708 (Hair et. 

al., 2017). However, the indicators will be retained for the value of the outer loading 

equal to and greater than 0.40 but less than 0.70 (≥ 0.40 < 0.70) if other loadings 

have a high score to complement Average Variance Extracted, AVE ≥ 0.5 and 

Composite Reliability, CR ≥ 0.7 (Ramayah et al., 2018). To achieve adequate 

convergent validity, each construct should account for at least 50% of the assigned 

indicators` variance, Average Variance Extracted AVE ≥ 0.5 (Hair et. al., 2017). 

Ramayah, et al (2018) also emphasized that the deletion should not be more than 

20% of the indicators in the model, if not the credibility of the design of the 

instrument is questionable. 

 

Figure 5: Indicators of Research`s Framework After the Deletion 
Process 
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Table 2: Result of the Measurement Model – Convergent Validity 
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4.5.4 Result of the Convergent Validity  

All the loadings as stated in Table 2 exceed the recommended value of 0.708  

are retained. However, CL1 and SP4 are retained despite having the value of the 

loadings less than 0.708 as other loadings have a high score to complement AVE ≥ 

0.5 and   CR ≥ 0.7  in the respective constructs. The other items with low loadings 

(CG3, SP1, SN5, CL3  and CL5 ) are dropped. In this case, only 18.52% of the 

indicators are dropped which is below the threshold of 20%. This is consistent with 

Ramayah, et al (2018) view that the deletion should not be more than 20% of the 

indicators. All indicators in the construct as shown in Table 2 and Fig.5, achieve the 

threshold/minimum cut-off values of AVE ≥ 0.5 and CR ≥ 0.7 after the deletion 

process. 

 

4.5.5 Discriminant Validity Assessment                                                                                          

Next, to conduct CFA is to assess discriminant validity. It refers to the extent 

the constructs under investigation are truly distinct from one another (Ramayah et 

al.,2018). In other words, the constructs predicted to be uncorrelated (Sekaran and 

Bougie,2013). These three types of criteria were available to assess discriminant 

validity in SmartPLS 3.0. They are Cross-loading criterion, Fornell and Lackers 

(1981) criterion and Heterotrait –Monotrait ratio of Correlations (HTMT) (Ramayah et 

al., 2018). However, Hair et al., (2017) argue that HTMT can determine determinant 

validity accurately as recent research indicates that the performance of Cross-

loading and the Fornell-Lackers criterion for discriminant validity assessment had 

found that neither approach reliably detects discriminant issues. There are two ways 

of using the HTMT approach, firstly value greater than  HTMT.85 or HTMT.90 

indicates a problem in discriminant validity, secondly, when a confidence interval of 

HTMT values for the structural paths contains the value of 1, it shows that 

discriminant validity is not established (Ramayah et al., 2018).  Hence, HMT is 

applied in determining discriminant validity in this study. 
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Table 3: HTMT Criterion 
                      

 
 

 

4.5.6 Result of Discriminant Validity 

From Table 3, all the values fulfil the criterion of HTMT.90 (Gold et al.,2001) 

and HTMT.85 (Kline, 2011) and the confidence interval do not show a value of 1 on 

any of the constructs. Therefore, the results of HTMT  indicate that discriminant 

validity has been established. 

 

4.5.7 Structural Model 

It is conducted after the measurement model is established. This involves 

examining the model`s predictive capabilities and the relationships between the 

construct (Hair et al., 2017). Before the model`s predictive capabilities are 

conducted, a lateral collinearity test is performed where VIF value of 5 or higher 

indicate a potential collinearity issue. On top of that, to examine the structural model 

relationship, estimated path coefficient is to be obtained, standardized beta β values 

closer to +1 representing the strong positive relationship and standardized beta β 

values closer to -1 indicating strong negative relationship (Hair et al.,2017).To get 

the overall model structural relationship, t-value shall be compared with the critical 

values from the standard normal distribution through bootstrapping. This is to decide 

whether it is significant or otherwise. The critical value on two-tailed tests for 

significance levels of 1% and 5% probability error are 2.57 and 1.96 respectively. On 

the other hand, the critical value on one-tailed test for significance levels of 1% and 

5% level are 2.33 and 1.645 respectively (Ramayah et al., 2018). On the other hand, 

the value of  r2 (Coefficient of Determination) is used as an indicator of the overall 

predictive strength of the model. The value of r2 are considered as 0.02 (weak), 0.13 

(moderate) and 0.26 (substantial) (Cohen, 1988). 
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Table 4: Lateral Collinearity Assessment (VIF) 

 
 

 

4.5.8 Structural Model Result 

Table 4 present the outcome of the lateral collinearity test. All the inner VIF 

values variables (cognitive loyalty, affective loyalty, conative loyalty, price sensitivity 

and social norm) are less than 5 indicating there is no multicollinearity issue.   

                

Table 5: Hypothesis Testing 

 

 
Figure 6: Path Coefficients for H1, H2 and H3 

 

 

In this study, bootstrapping function in SmartPLS 3.0 is used to test the 

significant level by generating t-statistics for all the paths. As shown in Table 5 and 

Fig. 6, H1, H2  and  H3 are significant as t-value ≥ 1.645, thus significant at 0.05 

level of significance. Therefore, H1, H2 and H3 are supported.  
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Figure 7: Coefficients of Determination (r2) 
 

As illustrated in Fig. 7, all the constructs explain 25.20 % of variances in 

customer loyalty. The r2 value of 0.252 indicates a moderate model as suggested by 

Cohen (1988). 

 

4.5.9 Testing for Moderations Effect  

According to Hair et al., (2017), there are three approaches in the concept of an 

interaction term to facilitate the inclusion of a moderator variable in PLS path model. 

These approaches include product indicator approach, orthogonalzing approach and 

two-stage approach. In these approaches, bootstrapping function is also used to 

assess the significance and relevance of the relationships in path-coefficient. 

According to Ramayah et al.,(2018), orthogonalzing approach works best if the 

objective of the research is to maximize the prediction of the endogenous construct. 

In this study, a total of six moderating effects were tested through the orthogonalizing 

approach. These involve in examining whether the positive relationships between 

cognitive loyalty, affective loyalty, conative loyalty and customer loyalty will be 

stronger when social norm and price sensitivity are lower among low- cost carrier 

passengers.  

Hair et al., (2017) suggested that to understand in details on the results of the 

moderator analysis, the simple slope plot can be established through smart pls. 

There are three lines (green, red and purple) in the simple slop plot representing the 

positive or negative relationship between exogenous construct (x-axis) and 

endogenous construct (y-axis). The middle red line represents the relationship for an 

average level of the moderator variable.  

The upper green line represents a high level of the moderator construct while 

the lower purple line represents a low level of the moderator construct. According to 
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Hair et al., (2017), a steeper slope between high or low level of the moderator 

construct is considered to identify whether a weaker or a stronger relationship 

between exogenous and endogenous constructs. 

Ramayah et al., (2018) also suggested that to comprehend the results of the 

moderator analysis, two-way interaction effect graph is plotted, through the usage of 

the two-way interaction calculator by summarizing the significant beta coefficient for 

the independent variable, moderator and interaction. The interpretation of the 

interaction plot is to look at the gradient of the slopes whether it is the positive or 

negative relationship. A steeper gradient is considered between low or high of the 

moderator variable (blue or red line) to identify the strength of the moderator whether 

it is stronger or weaker (Ramayah, et al (2018).  

 

Table 6: Summary of all the Moderating Effect Hypotheses 

 
 

 

4.5.10 Result of Moderating Effects 

From the result in testing the moderating effect in the model as shown in Table 

6, all relationships, H4, H5, H6, H7, H8, and H9 are found to have t- value ≥1.645, 

thus significant at 0.05 level of significance. Therefore, all the hypotheses are 

supported. 
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Figure 8: Simple Slope Plot and Two-way Interaction Graphing 
Plot Result for H4, H5 and H6 

 

 

From the  simple slope plot and two-way interaction graphing plot results for 

H4, H5 and H6 as shown in Fig.8, higher social norm level entail a weaker 

relationships between cognitive loyalty, affective loyalty, conative loyalty and 

customer loyalty while a lower social norm level entails stronger relationships 

between cognitive loyalty, affective loyalty, conative loyalty and customer loyalty. 

The results also indicate that the positive relationships between cognitive loyalty, 

affective loyalty, conative loyalty and customer loyalty are indeed stronger when the 

social norm is lower.  
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Figure 9:  Simple Slope Plot and Two-way Interaction Graphing 
Plot Result for H7, H8 and H9 

From the simple slope plot and two-way interaction graphing plot results for H7, 

H8 and H9 as shown in Fig. 9, higher price sensitivity level entail weaker 

relationships between cognitive loyalty, affective loyalty, conative loyalty and 

customer loyalty while a lower price sensitivity level entails stronger relationships 

between cognitive loyalty, affective loyalty, conative loyalty and customer loyalty. 

The results also indicate that the positive relationships between cognitive loyalty, 

affective loyalty, conative loyalty and customer loyalty are indeed stronger when 

price sensitivity is lower 

Discussion and Conclusion 

The overall findings of this study confirm and support Dick and Basu (1994) 

framework of customer loyalty that the consistency of a relationship between relative 

attitude and repeat patronage may be facilitated or weakened by the three 

antecedents to relative attitude (cognitive, affective and conative) as H1, H2 and H3 

are supported. One might speculate that although these three aspects of loyalty 

examined simultaneously as opposed to Oliver (1999) who treated these variables 

sequentially when examining customer loyalty, they could account for unique 
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aspects of the construct. In particular, this study provides evidence that cognitive 

loyalty, affective loyalty and conative loyalty have significant relationships on 

customer loyalty. Admittedly, the results may imply that the brand attribute ratings 

(beliefs) among the passengers will lead to higher intention (conation) to purchase 

the ticket for the particular brand of low-cost carrier compared with other alternatives 

brand as the passengers will only travel with their preferred low-cost carrier at klia2 

for their destinations. Moreover, the low-cost carrier should also take advantage of 

the advancement of technology to improve its service delivery. The low-cost carrier 

should develop plans to build strong social media initiatives such as supporting self-

service through mobile applications and websites, creating and leveraging a 360-

degree view of the customer, expanding the digital dialogue through social media to 

enhance the personalized customer experience. These may include using mobile 

geolocation technologies through passengers' mobile devices, to guide passengers 

to departure gates, lounges and baggage carousels at the arrival hall, to provide a 

seamless and enjoyable travel journey to the passenger. With these digital 

strategies, the low-cost carrier can maintain customer loyalty among its existing 

customers and attract new ones.  

The results also show that social norm plays a role in deciding a particular low-

cost carrier by the passengers. This may also apply that families, friends or local and 

tourists’ perceptions have a strong bearing on the passenger's decision over their 

choice of any low-cost carrier available at klia2. The significance of the result 

suggests that LCC should reach passengers through their families and friends by 

providing discounted ticket price for group booking or introduce fare families' concept 

to encourage family members or friends travelling together. Likewise, the positive 

relationships between cognitive loyalty, affective loyalty, conative loyalty and 

customer loyalty is indeed stronger when price sensitivity is lower among 

passengers at klia2. There may imply that passengers at klia2 are sensitive to price 

as an increase to ticket price by their preferred low-cost carrier or 

discounted/promotional ticket price offered by other low-cost carriers or full-service 

carriers, would change the passenger buying decision as H7, H8 and H9 are 

supported. The results suggest that LCC should allocate advance-purchase 

discounts (APD) to more seats per aircraft on popular destinations to retain or attract 

price sensitivity passengers. 
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This study also supported the two-dimensional conceptualization of Dick and 

Basu (1994) customer loyalty framework which maintains both attitudinal (relative 

attitude) and behavioural (repeat patronage) perspectives, as a basis to determine 

customer loyalty. Although this study is primarily theoretical, the conceptual structure 

may provide insights of customer loyalty among passengers of LCC at klia2 but the 

results cannot be generalized because the data were obtained solely from the 

passengers at  klia2 as the passengers`  in other states in Malaysia may have 

different perceptions on customer loyalty towards the low-cost carrier. This study has 

also provided significant impacts on the robustness of research methodology. Based 

on the result, the measurement and the structural model are acceptable. In this 

regard, the measurement scales used in this study, achieved the standards of 

validity and reliability as all the items of the questionnaire in the constructs are 

measuring the same concept (customer loyalty) and it is highly correlated. Moreover, 

all the constructs are distinctly different from each other and it is uncorrelated. 

Furthermore, the model predictive capability is established as far as the structural 

model is concerned. The finding serves as an important baseline data for the low-

cost carrier to gain a better understanding of customer loyalty among its passenger 

for better market segmentation, targeting and positioning that could promote market 

demands which will generate high passenger load factor and profits. This will ensure 

strong industry growth in the low-cost carrier market as a whole and turn will boost 

the economy of the country especially in term of tourism.  
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