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A B S T R A C T A R T I C L E   I N F O  

Despite the important role of cognitive capital as a facet of social capital, there is little 

empirical work examining the causal effect of cognitive capital dimensions on sustaining 

customer satisfaction. Thus, there is a need to investigate the relationship between these 

constructs via employee self-efficacy. Our proposed hypothetical framework is tested in 

the tourism industry sector employing a quantitative research method. Drawing from 

social capital and social cognitive theories, we generated items from a piloted 

questionnaire which was administered to 600 top and middle managers in hotels and 

travel agents using drop and collect methods. We test our hypothetical model using SEM 

techniques with 490 usable cases. The survey results indicate that cognitive capital 

dimensions have direct and indirect relationships with sustained customer satisfaction.      

In addition, employee self-efficacy mediates between exogenous constructs and the 

endogenous construct. Surprisingly, these two exogenous constructs: shared norms and 

shared values do directly influence shared goals and enhance employee self-efficacy. 

Additionally, shared goals enhance employee efficacy which subsequently leads to 

sustained customer satisfaction. These findings shed light on the impact of intra-firm 

social interactions on customer experience in hotels and travel agents. Managers should 

use cognitive capital to improve the level of service employee self-efficacy and 

subsequently sustain customer satisfaction. The paper outlines theoretical and managerial 

implications and addresses possible directions for further research. 
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1. INTRODUCTION 

Generally speaking, maintaining a consumer relationship is based on sustaining customer 

satisfaction, which is determined by various factors including service quality, service performance, 

employee performance, service failure recovery, customer expectations. Ref. note ―as the growth of 

services continues and world markets become increasingly competitive, the importance  of customer 

satisfaction will also increase‖. Their viewpoint is still relevant to service sectors across the worldwide 

business milieu. As considered by Fornell, sustaining customer satisfaction as a ―new economic 

indicator‖. 

Cognitive capital refers to an individual member‘s perception of the degree in which his/her team 

members share similar task- and team-related knowledge, values, philosophies, and problem-solving 
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approaches.  Several scholars reveal that built up cognitive capital within any organisation   over the 

years is influenced by social norms and values and managerial shared approaches. Consequently, it 

molds and instills the realm of employee behaviours, and propels organisational practices  

According to the literature, cognitive capital entails three interrelated dimensions; shared values, 

shared norms, and shared goals. Shared values and norms represent the main streams for creating 

common goals among network members. For example, Ref. points out that achieving a shared goal is 

related to employees‘ values and norms. Moreover, Ref. notes that ―cultural value systems, cultural 

norms, and beliefs are prescribed by a collective establishment such as religion or society‖. In fact, 

cognitive capital is shaped by practices, ethical and moral obligations which act as a custodian compass 

for Egyptian services providers. The adjustment to this set of hidden and unwritten rules, societal 

norms, and national/tribal culture (Thaqafa) is just as central to the transmission of cultural values as 

embedded elements of cognitive capital. 

Cognitive capital is perceived to enable employees to increase social interactions within their 

organisations, perform well in the workplace, and help them in achieving organisational goals. 

However, empirical support for this assumption is deemed difficult due to confusion in the composition 

of various components of cognitive capital. Cognitive capital is a multidimensional concept, and 

empirical studies do not fully agree with their component assessments. For instance, studies by Ref. 

have focused on the contribution of common values; others have investigated the role of shared norms 

whereas others have examined the contributions of shared goals or vision. All of these studies have 

been criticized for their weak and selective effects of cognitive capital. Such criticisms reveal the 

problem in the fragmentary examination of cognitive capital in different studies, especially in 

marketing. To integrate and reconcile various findings, a comprehensive measurement of cognitive 

capital incorporating shared values, shared norms and shared goals is provided for the present study. 

Moreover, no study has yet examined the impact of cognitive capital on building and sustaining 

customer satisfaction through employee self-efficacy. 

In addition, Ref. conveys that national culture is likely to affect organisational culture; as a result, 

the latter ―would logically be expected to affect the behaviour of the entire organisation‖. Furthermore, 

Ref. observes that organisational culture cannot be divorced from individuals‘ behaviours such as 

employees, managers,  and customers.  Hence,  shared values and norms have  as much influence on 

organizational culture and innovating capabilities. Since these values, norms, and principles facilitate 

cognitive capital and act as a basis for conducting business services‘ transactions in order to ensure that 

cognitive capital dimensions (shared value, norms, and goals) affect positively employees‘ self-efficacy 

that in turn sustain customer satisfaction. However, the recognition of social shared values and norms as 

the basis of employee self-efficacy and sustaining customer satisfaction has not been well examined. 

AppendixAbriefly recapitulates some key studies related to the aforementioned constructs. 

Despite ever-increasing interest in the development of cognitive capital, employee self-efficacy, 

and building and  sustaining  customer  satisfaction  concepts,  these  studies  are  disconnected,  and 

numerous important empirical questions remain under-explored. Hence, this study investigates the 

effect of cognitive capital dimensions on building and sustaining customer satisfaction in the long term 

through the mediating role of employee self-efficacy in the Egyptian tourism context (category A travel 

agents and five- and four-star hotels). The study by United Nations World Tourism Organization 

(UNWTO) [49] classified Egypt as the world‘s most hastily rising destination in terms of the inbound 

percentage growth in tourists (55.1%). This rise shows the insistence and permanence of several 

hospitality enterprises. The Egyptian tourism sector is asserting itself as the engine of Egypt‘s economic 

development. Despite this level of importance, there is a shortage of tourism-related studies that 

integrate the latter constructs into a theoretical framework. Therefore, this paper aims to investigate the 

role of cognitive capital in building and sustaining customer satisfaction through enhancing employees‘ 

self-efficacy. 

The remainder of this paper is organised as follows. The Section2sets up the theoretical 

conceptualisation and the development of hypotheses. This paper advances our understanding of the 

effect of cognitive capital dimensions on sustaining customer satisfaction through the mediating roles of 

employee self-efficacy. Section3explains the methodological approach (e.g., constructs measurement, 

items‘ operationalisation, data sources, and, the use of structural equation modelling (SEM) for data 

analysis. Section4presents and discusses findings. Our considered key dimensions of cognitive capital 

(i.e., shared norms, shared values, and shared goals) enhance employee efficacy which subsequently 

leads to sustained customer satisfaction. Our structural equation modelling techniques‘ findings shed 

light on the impact of intra-firm social interactions on customer experience in the tourism sector. 

Finally, we discuss the main contributions and directions for future research. 
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2. THEORETICAL BACKGROUND 

We build on prior studies, such as [35,50–54], which argue that cognitive capital deals with shared 

norms, shared values, shared representation, and shared goals which enable employees to have a 

commonly shared practice and create social networks to support their self-efficacy. This debate focuses 

on the premise that cognitive capital enables social networks to leverage internal and external 

knowledge that flows within organisational close-knit groups but not on ―knowledge‖ itself as 

cognition. A theory of collective actions and social capital concepts particularly is characterised by 

shared history, frequent interactions, and closed structures [35] that may enhance service employee 

performance [54,55]. This relationship between cognitive capital and employee self-efficacy remains 

unaddressed in the literature. 

 

3. COGNITIVE CAPITAL 

Nahapiet & Ghoshal [35] were among the first scholars who paid attention to and labeled 

cognitive capital as one of the three dimensions of social capital. Cognitive capital defines as resources 

providing network members with shared representations, understandings, and systems of meaning 

[34,40,52,56–59]. This dimension of social capital has received the least attention amongst social 

capital dimensions in the literature [35,60]. Consistent with this viewpoint, Ref. [34] recently 

mentioned that there is a shortage of studies that focus on cognitive capital. However, some studies 

have embarked on defining cognitive capital and outlining key dimensions of cognitive capital. For 

instance, cognitive capital is defined as the ―ability of individuals to create understandings of network 

behaviour and the aspects involved in the joint learning process‖ [61]. As demonstrated by [23] 

cognitive capital puts forward the shared norms that govern how employees behave, think, make 

judgments, and coordinate their actions. Ref. [62] revealed that cognitive capital includes shared 

language, codes, and narratives. Cognitive capital is affected by three elements: Similarity in 

perceptions, common goals, and the way of interaction among network members [58]. 

Cognitive capital, which enables coordination within an organisation, is derived from shared 

norms, values, and ways of doing things [34,35]. The hypothetical foundations for the factors 

(resources) that constitute cognitive capital can be derived from the perspective  of  social cognitive 

theory, social exchange theory, and social capital theory [63–67]. Thus, this paper adopts the viewpoint 

that considers shared values, shared norms, and shared goals as the main dimensions of cognitive 

capital. Cognitive capital is one dimension of social capital that attracts scholars from psychology, 

organisation behaviour, and management discipline [68,69]. Cognitive social capital (shared values, 

norms, and goals) should be widely shared by members inside the organizational to generate united goal 

alignment and mutual working memory, enhance reciprocity and trust, advance access to various 

resources and information, and act as a source of possible dynamic competencies and capabilities that 

can be a source of open innovation [70]. Open Innovation initiates from the acquisition of new 

knowledge for overcoming operations or design problems [52]. However, if the organizations‘ 

departments do not have cognitive social capital, the spreading of this knowledge from one department 

to another is delayed [71]. Cognitive social capital not only delivers a good channel to disseminate 

knowledge and information but also supports and promotes employees‘ innovative behavior [71–73]. 

By increasing the opportunities for key information and know-how methods to be verified and attained 

by those who require it [72,74,75], service organisations (i.e., hotels, and travel agents) can restructure 

these resources to create new ideas or options for implementing tasks [76]. Therefore, cognitive social 

capital can be considered as the cradle of innovation, and it permits valuable know-how methods and 

key knowledge to easily and freely flow within the organization and enable employees to create 

completely new services or options [52] to sustain customer satisfaction. 

The concept of cognitive social capital is arguably one of the most successful theoretical exports 

from sociology to other social sciences and to public discourse in the last two decades. It has attracted 

considerable attention in the academic and practitioner arena [34,37,40–42,77]. However, it remains 

underexplored in the services marketing literature. Consequently, there is a limited series of studies 

related to cognitive capital in the services sector, particularly in the tourism sector in the Egyptian 

context. Hence, this study explores the magnitude of cognitive social capital (shared values, norms, and 

goals) in the Egyptian tourism industry. 

3.1. Shared Values 

Values play an essential role in building social relationships among employees within an 

organisation [29,78]. They work as a guide to human behaviour and to  the  decision-making  process in 

achieving organisational goals [79,80]. Shared values increase cooperative activities among employees 

[81]. Shared values also play an important role in identifying, forming, and modifying the nature of 
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relationships between employees within an organisation [82–85]. As reported by [86] that common 

values between service employees and their managers enhance the service quality outcomes, 

consequently, sustain customer satisfaction. 

Furthermore, shared values between employees enhance their interactions and help them to 

achieve their common goals [87]. For instance, employees who share the collectivist culture such as 

Middle East region (e.g., Egypt) accept their collective goals and societal norms more easily [20,85,88–

90]. Organisational values, which are derived from employees‘ values, have positive impact on 

employees‘ successful achievement [91,92]. Despite this important role of shared values among 

employees in encouraging them towards more interaction and cooperation, the tourism scholars have 

not fully explored the link between shared values and employee self-efficacy. 

According to Ref. [93] shared values are associated with feelings of personal success, awareness 

in understanding personal and organisational values, and achieving organisational goals. Ref. [94] point 

out that shared values reproduce employees‘ common ―beliefs‖ ―about what is important and what is 

not‖. Ref. [95] also reports that shared values reflect the beliefs that employees come to share. These 

beliefs represent proper standards of conduct or desired results [96]. Accordingly, these standards have 

strong effects on employees‘ responses and commitment to personal and organisational goals [93]. As 

mentioned by [97] that common values create psychological bonds between employees which in turn 

create unique behaviour standards and work rules within an organisation. Moreover, shared values 

contribute in developing employees‘ norms that reflect the expectations of employees‘ behaviour 

[85,98]. Shared values among employees shape organisational values [99] and create mutual support 

among employees [100,101]. Shared values in the current study are operationalised in terms of common 

work values [20,102–104], common beliefs [95,96,105,106] and common attitudes among employees 

[107] that facilitate establishing common goals within an organisation [81,93,97,100]. 

Furthermore, common values among employees result in built-up shared goals over time [108]. 

They improve their practices within an organisation by increasing the degree of responsiveness among 

themselves, which supports achieving organisational goals [17,93]. In addition, organisational values, 

which are derived from employees‘ values, have a positive impact on employees‘ collective goals 

[91,92]. Shared values achieve cross-functional team effectiveness [109–111] and improve the 

competencies of employees, which in turn supports a high-quality task performance, and improves 

operations‘ effectiveness [112]. A high-quality task performance enhances and strengthens relationships 

with customers and sustain customer satisfaction [113]. Moreover, joint values among employees 

support coordination between departments that improve internal organisational processes, enhance 

employees‘ efficacies, and supports customer services [52,114–117]. Thus, we propose the following 

hypotheses (see Figure1): 

Hypothesis (H1). Shared values affect shared norms.  

Hypothesis (H2). Shared values affect shared goals.  

Hypothesis (H3). Shared values affect employee efficacy. 

 

 

Figure 1. Research framework and hypotheses. 

3.2. Shared Norms 

Many scholars report that shared norms are considered as one of the key  elements  of  cognitive 

capital [35,40,48,51,68,118,119]. Norms act as a control system within an organisation [120] that 

guides employees‘ behaviour towards enhancing the organisation‘s internal functions [121]. Within an 

organisation shared norms create common obligatory behaviour among employees [18,122]. This 

common obligatory behaviour enhances the organisation‘s ability to adapt to environmental changes, 
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enhance employees‘ willingness to share information and expertise, improves interfirm relationships, 

and helps to achieve collective goals [123,124]. Despite the important role of shared norms in 

establishing social capital, there is some ambiguity towards their role in forming cognitive capital [68]. 

Social norms present the main source of ethical decision-making in an organisation [125].      For 

example, Ref. [126] asserts that common norms create joint behaviours and obligations between 

employees. They also encourage employees to respect and show commitment to an organisation‘s 

obligatory system. The organisation‘s obligatory system is affected by organisational ethics and 

corporate social responsibility [127–129]. The literature overlooked this dimensional angle of cognitive 

capital. 

Organisational ethics describes desired ethical standards and business practices that an 

organisation adopts [21,130]. Employees‘ obligations are defined as the ethical duties of each employee 

toward his/her company [131]. For instance, a common moral obligation among employees enables an 

ethical climate within an organisation [132,133]. This obligation may be based on professional 

standards [132,133] and religious principles. The authors of [134] defined an organisation‘s ethical 

climate as ―the shared perceptions of what is ethically correct behavior and how ethical issues should be 

handled‖. 

Furthermore, Ref. [21] revealed that ―a natural extension of organizational ethics is a company‘s 

involvement in corporate social responsibility (CSR)‖. For example, Ref. [128] regards CSR as 

―societal expectations of corporate behaviour that appear to further some social good, beyond the 

interests  of the firm and that which is required by law‖. As Egyptian business laws are intertwined with 

professional regulations,  it is vital to establish how shared norms build up social responsibility   and 

shared behaviours among employees which support organisation practices towards achieving 

organisational goals. These collective norms can create corporate behaviours among employees that 

reflect a high degree of congruence among employees‘ social norms [135,136]. Subsequently, they may 

have direct impact on employees‘ responses to work [21]. 

Studies of Ref. [94] stressed that having common norms enable employees to improve their self-

efficacies. Additionally, Ref. [37] convey that shared norms make employees focus their efforts in a 

common direction to achieve an organisation‘s collective goals. Communal norms produce 

―propositional attitudes‖ that may affect employees‘ behaviours [23] They also create obligations 

within an organisation and encourage employees to share their best practices [131]. They impose 

uniformity of behaviour within a certain organisation and shape the employees‘ sense of obligation 

toward their organisations‘ goals [124]. However, to the best of our knowledge, no study has examined 

the effect of social shared norms and values on employee self-efficacy. 

Shared norms also establish common obligatory behaviour (behaviour standards and work rules) 

within an organisation [132,133,137]. This common obligatory behaviour enhances the organisation‘s 

ability to adapt to environmental changes, enhance employees‘ willingness to share information and 

expertise, improves intrafirm relationships, increase employees‘ competencies, encourage cooperation, 

inspire social interactions among employees, and helps to achieve collective goals [51,68,124,131]. 

Therefore, shared norms develop cognitive capital among employees. Thus, we suggest the following 

hypotheses (see Figure1): 

Hypothesis (H4). Shared norms affect shared goals. 

Hypothesis (H5). Shared norms affect employee efficacy. 

3.3. Shared Goals 

According to the intra-firm view of cognitive capital, Ref. [41] consider common goals, shared 

vision, and similar perceptions as the main outcomes of cognitive capital. High levels of cognitive 

capital provide network members with a common perspective that enables them to perceive and 

interpret events in similar ways [138]. Several scholars reveal that shared vision is manifested in shared 

goals [103,139]. For example, Ref. [41] use shared vision, which embodies the shared goals to measure 

cognitive capital. Ref. [140] also notes that shared vision makes employees agree on what are the best 

goals for them and how they can organise their efforts to solve problems and generate ideas instead of 

identifying what goals should receive focus. In this paper, we adopt the viewpoint of Merlo et al. [103] 

who note that ―shared vision should be seen principally in terms of agreement on the goals to be 

achieved, including the fundamental purpose of the organization and not in terms of an agreed view on 

the means by which the end is realized‖. Therefore, based on a review of the literature, this study 

considers shared goals as one of the main dimensions of cognitive capital. 

As defined by Chow & Chan [37] shared goals are "the degree to which one has shared goals, 

missions, and visions with other people.‖ Ref. [140] introduced a practical definition for shared goals 

and define it as ―the degree of unity principals and agents feel toward common organizational goals‖. 
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Numerous scholars also note that cognitive capital is more precisely the practice of shared goals among 

network members [37,41,42,48,51,77,119,141]. These communal goals need continuous interactions 

among network members that help them to understand each other‘s constraints and opportunities 

[142,143]. These understandings among organisational departments support each other and help in 

achieving organisational goals [144,145]. As asserted by Refs. [25,146], network members achieve 

common goals through joint actions. They should possess resources (sharing in interpretations and 

meanings) within a network to make shared actions. While it is to be expected that departments within 

an organisation will differ in some of their goals, there should be commonality on the goals that are 

important to the organisation [141,147,148]. 

The mutual cognition between employees influence observed trusting behaviour among them 

[149]. Trusting behaviour among employees is basically responsible for improving employees‘ 

performance within an organisation [58,70,150,151]. Enhanced employees‘ performance contributes 

towards establishing positive customer behaviours such as sustaining customer satisfaction 

[80,152,153]. Merlo et al. [103] revealed that ―the development of a trusting culture is likely to 

facilitate the propensity of employees to support each other and to cooperate in the pursuit of customer 

satisfaction". Pervan et al [154] asserted that within organisations a high level of trust among employees 

is likely to have a positive impact on sustaining successful customer service. Furthermore, Davis et al. 

[155] found that in-service organisations high levels of trust between managers and service providers 

sustained customer satisfaction. Shared goals represent one of the key factors in designing a system for 

inter-organisational coordination [156,157], which help in increasing the willingness of employees to 

share knowledge and practices [37]. 

Moreover, shared goals encourage employees to trust their colleagues to provide them with 

information on unfamiliar issues that will enhance their performance in serving customers [158]. 

Common cognition among employees also increases their satisfaction [159]. It is affirmed by Liu [160] 

that in service organisations the integration between front-office and back-office help in redesigning 

organisation‘s internal process and support staff in satisfying customer needs. Furthermore, Ref. [159] 

revealed that the quality of staff (competency) and the quality of internal processes improve customer 

service and customer satisfaction [161]. In addition, Ref. [162] reports that satisfied employees 

―perform better and treat customers better, internally and externally, ultimately leading to better overall 

customer satisfaction‖. Additionally, Ref. [163] mentioned that organisational service practices have a 

positive impact on customer satisfaction. The above discussion proves that shared goals among 

employees enhance customer service and customer satisfaction. Thus, we suggest the following 

hypotheses: 

Hypothesis (H6). Shared goals affect employee efficacy. 

Hypothesis (H7). Shared goals affect sustained customer satisfaction. 

 

4. EMPLOYEE SELF-EFFICACY 

Self-efficacy as a concept is not a new term [164]. Employee self-efficacy has gained a lot of 

attention from different disciplines: Psychology [165–167], human resources management [168–170], 

information technology [171–174], management field [175,176], tourism arena [167,177,178]. Scholars 

and practitioners have increasingly explored social capital and its impact on innovation, organisational 

performance but relationships between cognitive capital and employee self-efficacy remain under-

researched in the tourism literature especially in less developed countries (e.g., Egypt). Employee self-

efficacy refers to employees‘ belief in their own capabilities to organize and implement the required 

responsibilities to obtain the best results [179]. Self-efficacy can as well improve employees‘ capacity 

to create and enhance their own resources [180,181] and their ability to produce creative and innovative 

ideas in the workplace [182,183]. 

Highly self-efficacious employees are one of the main inimitable resources of differentiation as 

they support organizations to generate and sustain competitive advantage [184,185]. If self-efficacious 

service employees demonstrate customer-oriented service,  they would not only enhance the level  of 

customer satisfaction but also sustain their satisfaction in long term and encourage reciprocity     of 

information and practices among them [167,186–188]. A high level of employees‘ self-efficacious 

increases employees‘ willingness to serve customers promptly [189]. As shown by Chuang & Liao 

[190], ―employees‘ behaviours directly influence customer satisfaction, the level of customer loyalty, 

and the amount of sales‖. For example, if tourism organizations can go the extra mile to deliver reliable, 

responsive, courteous, friendly, and helpful service performance; they are likely to enhance their service 

delivery experience, sustaining customer satisfaction and loyalty [191–197] and profitability [198]. 

Thus, we posit that: 
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Hypothesis (H8). Employee efficacy affects sustained customer satisfaction. 

 

5. SUSTAINED CUSTOMER SATISFACTION 

Overall sustained customer satisfaction develops over customer experience and is accumulated 

through service quality and specific service satisfaction [199]. It is determined by the level of 

interactions between service providers and customers [200,201]. Satisfied customers also support 

organisation growth,  enhance its profitability,  and improve its competitive position in the marketplace 

[202].     It is argued by Reichheld & Sasser [203] that a 5% increase in customer satisfaction can 

produce        a profit increase of 25% to 85%. Moreover, it also reduces costs related to warranties, 

complaints, defective goods, and failed service costs [9], and increases organisation values [204,205]. 

Cognitive social capital can be employed by service organisations (i.e., hotels and travel agents) as 

an open innovation paradigm to sustain customer satisfaction through introducing new services and 

improve the current ones [52]. There are several challenges and opportunities in service industries due 

to sever competitive environment, frequently changing customer expectations, their willingness to 

contribute to service open innovation, with the high demand for customized and personalized types of 

services [206–208], which can sustain customer satisfaction [209,210]. 

Furthermore, sustaining customer satisfaction is the major determinant in developing the future 

relationship between a customer and an organisation [211,212]. It is likely to reduce the risk that the 

buyer perceives when purchasing a new service [213] the authors of [214] demonstrate that increased 

customer numbers, increased repeat orders, and reduced customer complaints are the major indicators 

of customer satisfaction. Despite the positive impact of satisfaction on organisation‘s position in 

marketplace, factors such as social shared values and norms which can lead to unsatisfied customers, 

are often unavoidable due to human and organisational practices. Thus, there is a need to investigate 

further this phenomenon. 

Cognitive capital enables employees to feel more comfortable, which in turn enhances operations‘ 

effectiveness and improves relationships with customers [112]. Furthermore,  Ref. [20] indicates  that 

cognitive capital enhances social interactions within an organisation that promote joint efforts and 

create more positive attitudes among them [215]. Positive attitudes among employees increase and 

sustain customer satisfaction [80,192]. Moreover, the quality of staff (competency) and the quality of 

internal processes improve customer service such as responding quickly to their customers‘ needs 

[159,194,216,217], dealing promptly with customers‘ complaints [218] and putting a lot of effort into 

their jobs to satisfy customers‘ needs [219], which are considered as the main foundations of customer 

satisfaction [161], Their viewpoint is in line with other scholars [132,133,220,221]. In addition, Ref. 

[163] mentioned that organisational service practices have a positive impact on customer satisfaction. 

Deductively, employees who are satisfied with their work have a positive impact on customer 

satisfaction [162]. However, few studies examine the effect of employee self-efficacy on customer 

satisfaction in the Egyptian tourism sector. 

 

6. METHODOLOGICAL APPROACH 

6.1. Measures 

In this study,  the scales‘ development was based on the survey of extant theoretical items and  a 

review of the literature. The research instrument under investigation is a series of constructs with items: 

Shared values [51,81,103,222], shared norms [105,124], shared goals [81,93,95,100], employees self-

efficacy [177,190] and the perception of sustaining customer satisfaction was derived from   Ref. 

[112,162] and modified to tap the managerial beliefs about the impact of social cognitive on building 

and sustaining customer satisfaction constructs with their respective items which are modified in the 

Egyptian context. AppendixBpresents the generation of operationalized items. 

Building on prior studies‘ recommendations, we anchor generated items using a five-point Likert-

type scale with spectrum 1 = strongly disagree and 5 = strongly agree [3,223]. The instrument was 

originally in English. We adopted back-translation method [224]. Three highly qualified Egyptian 

academic staff translated the instruments from English to Arabic. In addition, another group of two 

other different Egyptian academic staff made the back translation from Arabic to English. These 

versions were consistent. We uncovered no differences between the original and translated instruments. 

To assess translation validity and internal validity, we pre-tested and piloted the questionnaire with five 

leading academics, four experts, and five managers working in different Egyptian hotels and travel 

agents‘ enterprises. Their feedback resulted in several wording changes to the items and the 
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instructions, and deletion of a few items. In addition, the pilot subjects provided positive feedback on 

the high consistency and face validity of the measures. The final version of the instrument was 

administrated to 600 top and middle managers working in 165 Egyptian tourism enterprises: 85 hotels 

(250 responses) and 80 travel Agents (240) through drop and collect method [225]. 

6.2. Data Collections 

Due to research logistic constraints in developing countries (e.g., Egypt), we used the drop and 

collect method to deliver and collect to conduct our survey questionnaire in order to improve a high 

response rate [225]. We obtained 500 responses out of 600 self-administered distributed questionnaires 

with a response rate of 0.83%. However, 10 cases were discarded because of missing information [226]. 

Thus, 490 cases were utilised for the analysis purposes. The sample respondents reflect 250 top and 

middle managers in five- and four-star hotels, and 240 top and middle managers in travel agent category 

A firms respectively. We received a response from 85 hotels and 80 travel Agents. According to the 

respondents‘ experience, 52% have 7–10 years‘ experience; 27% have more than 10 years of experience 

and 21% had less than 7 years of experience. With respect to the respondents‘ degree, 51.7% have an 

undergraduate degree and 48.3% were postgraduate. The mean values are ranged from 3.92 to 4.22 and 

the standard deviation scores are between 0.764 and 1.079 which indicate that the data are spread and 

not focused around its mean. 

We also conducted univariate analysis (e.g., independent samples t-test, analysis of one variance: 

ANOVA) to investigate the non-response bias and responding sample representativeness. The analyses 

include running these tests; no statistically significant differences at p-value of 5% occur for any 

attitudinal items in terms of categorical items such as early and late respondents, education level of 

respondents, respondents‘ experience, and firm‘s ownership [227]. Thus, we did not discover any 

indication of non-response bias in the data. Furthermore, the internal consistency analysis of identified 

factors yielded overall satisfactory Cronbach Alpha values scores range between 0.80 and 0.95 with 

inter-item correlations greater than 0.4 [228–230]. 

6.3. Confirmatory Factor Analysis 

The appropriateness of the first-order confirmatory factor analysis (CFA) model is assessed 

through two stages: (1) evaluation of the goodness of model fit of the structural model and (2) evaluate 

measurement model convergent and discriminant validity. To evaluate the CFA model goodness of fit 

(GOF), the following threshold values were utilized as advised by Ref. [231,232]: χ2/df, Root mean 

square error of approximation (RMSEA), Standardized root mean square residual (SRMR), Normed fit 

index (NFI), Comparative fit index (CFI), Incremental fit index (IFI), Tucker Lewis Index (TLI), 

Parsimony normed fit index (PNFI), and Parsimony comparative fit index (PCFI) (see Table1). A joint 

confirmatory factor analysis, with all of the variables, was conducted using AMOS v20 to assess the 

factor structure, reliability, and discriminant validity. The results of the CFA model in Table1reveals 

that the measurement model results for reflective measures indicate a satisfactory model fit as all 

attained fit values met the suggested cut-off scores. 

Table 1. Measurement model results for reflective measures. 

 

Moreover, we assure the construct dimensionality by investigating convergent and discriminant 

validity for each construct. Convergent validity had been assured through three conditions as suggested 

by Ref. [233]. Firstly, the factor loadings should be significant and exceed 0.5. Secondly, the average 

variance extracted (AVE) should exceed the cut-off value of 0.5. 

Finally, construct reliability should be higher than 0.7. Table2displays a convergent validity 

evaluation for reflective measures for research constructs. As shown in Table2and Figure2, the three 

conditions were met which approve convergent validity. 

To assess discriminant validity, variables correlation matrix, and the squared root of AVE were 

employed. The squared root of the average variance extracted (AVE) of every single construct should 

exceed correlations between any combinations between any two pairs of dimensions in the model  as 

suggested by Fornell et al. [233]. As shown in Table3diagonal values (in bold)—the square root  of the 

average variance extracted (AVE)—are higher than off-diagonal values which symbolize the 

correlations between those dimensions, which approve discriminant validity. Moreover, AVE values of 
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shared values (SV), shared norms (SN), shared goals (SG), employee self-efficacy (ESE) and 

satisfaction (SAT) (ranged from 0.715 to 0.839) are greater than the maximum shared variance values 

which further confirm discriminant validity [231]. To determine the impact of common method 

variance, we computed Harmon‘s one-factor test as suggested by [234]. No single factor accounted for 

the majority of the covariance (43.49% which is less than 50%), suggesting that common method 

variance is not exclusively responsible for our results. 

 

 

Figure 2.  First-order factor analysis. 
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Table 2.  Measurement CFA model results. 

 

 

Table 3. Discriminant validity assessment for research variables. 

 

SV = shared values, SN = shared norms, SG = shared goals, ESE = employees‘ self- efficacy, 

SAT = satisfaction. Diagonal elements (in bold) are the square root of the average variance extracted 

(AVE). Off-diagonal elements are the correlations among constructs. For discriminant validity, 

diagonal elements should be larger than off-diagonal elements. 

 

7. STRUCTURAL EQUATIONS MODELLING (SEM) RESULTS 

After establishing confidence in the appropriateness of the measures, we examined the structural 

model. The structural model examines the relationship between cognitive capital dimensions and 

sustainable customer satisfaction in the Egyptian tourism industry (hotel and travel agents). We used 

structural equation modelling to investigate the structural model. The proposed model was examined 

using the maximum likelihood estimation method with AMOSv20. The fit measures for the structural 

model showed satisfactory values as shown in Table4. 

Table 4. Assessment of overall model fit. 

 

The results of path analysis for the proposed model of this paper are illustrated in Figure3and 

Table5. 
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Satisfaction 

Shared 
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Figure 3. SEM results for the research model. * p < 0.05; ** p < 0.01; *** p < 0.001. 

 

 

Table 5. Summary of SEM results for the proposed model. 

 

According to Table5, our results support the positive significant impact of shared values among 

employees in their norms (β1 = +0.51 with p < 0.001) which verified H1. Thus, employees who share 

the same work values, beliefs, and attitudes will adhere to behaviour standards and work rules within an 

organisation as supported by earlier findings of Ref. [97,98]. 

Moreover, common employees‘ values have a significant positive impact on shared goals among 

them (β2 = +0.33 with p < 0.001) which confirmed H2. So, employees with common values easily 

accepted collective goals and this result is compatible with the findings of Ref. [81,93,95,97,100].      In 

the same line, common employees‘ norms values affect positively on joint goals among them. Thus, H3 

(β3 = +0.37 with p < 0.001) is powerfully confirmed. Therefore, employees who adhere to behaviour 

standards and work rules within an organisation are more capable of reaching common goals. This 

result is in agreement with the earlier findings of [124,137,140]. 

According to our expectation, shared values positively contribute in developing service 

employee‘s self-efficacy, and our results actually support H4 (β4 = +0.19 with p > 0.05 and β5 = +0.24 

with p > 0.001). According to H4 employees who share the same work values, beliefs and attitudes 

have a greater chance of increasing their efficacies as recommended by Refs. [111,112,235]. Moreover, 

the result of H5 proved that employees who adhere to behaviour standards and work rules within an 

organisation are more willing to enhance their efficacies as suggested by earlier findings of Refs. 

[51,124,131].    As hypothesised in (H6), we find a significant and strong positive link between sharing 

goals among employees and their efficacies within tourism sector in Egypt (β6 = +0.45 with p > 0.001) 

as the earlier findings of [149–151]. In other words, common understandings toward organisational 

goals, having a commonality of purpose, having consistent ideas about what an organisation should be 

trying to achieve, and being enthusiastic about pursuing collective goals and a common vision among 

employees improve open communication, cooperation, collaboration, social support and exchange of 

resources (experience and expertise) among employees. Furthermore, our findings confirm a positive 

relationship between shared goals among employees and sustainable customer satisfaction which 

verified H7 (β7 = +0.32 with p < 0.001) as recommended by Ref. [236,237]. 
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Finally, as proposed in H8 our findings verified the positive and direct impact of service 

employee‘s self-efficacy on sustainable customer satisfaction (β8 = +0.54 with p < 0.001) as in the 

earlier findings of Ref. [103,162]. 

A supplementary test for mediation assessed the significance of the indirect effects via shared 

goals and service employee‘s self-efficacy as shown in Table6. Our results proved that shared values 

have a strong indirect impact on shared goals via shared norms among employees. These results prove 

the impact of an indirect effect of shared values on common goals among employees via shared norms 

increase the positive total effects from 0.33 to 0.52 (β for indirect impact via shared norms = +0.19 

while βf or direct impact = +0.33). Moreover, shared values as one of the determinants of cognitive 

capital has an indirect effect on employees self-efficacy via shared norms & goals among employees (β 

for indirect impact via shared norms & goals = +0.36 while βfor direct impact = +0.19), which means 

that increasing similarity in work values, common attitudes and common beliefs among employees has 

a strong indirect impact on service employees self-efficacy through developing an obligation with 

professional standards and work rules among employees which enhance their abilities in setting 

common organisation goals. Our results also demonstrate that shared values also have a strong indirect 

influence on sustaining customer satisfaction via employees‘ common norms, degree of shared goals 

among service employees within an organisation, and employees efficacies (βfor indirect impact via 

common norms, shared goals and employees efficacies = +0.46). 

Table 6. Direct, indirect, and total effects among research variables. 

 

Furthermore, shared norms among employees have a significant indirect influence on employee‘s 

self -efficacies via the level of sharing among employees in setting organisational goals (β for indirect 

impact via shared goals = +0.17 whereas βfor direct impact = +0.24). This finding demonstrates that the 

impact of an indirect effect of shared norms on employees‘ efficacies via common goals among 

employees increase the positive total effects from 0.24 to 0.41. In addition, shared norms indirectly 

affect customer satisfaction through enhancing the process of sharing goals among employees and 

developing their self-efficacies (β for indirect impact via shared goals & employee‘s efficacies = 

+0.34). Finally, the degree of employee involvement in setting organisational goals affects both directly 

and indirectly on customer satisfaction via improving their self-efficacies (β for indirect impact via self-

efficacies = +0.24 but β for direct impact = +0.32), which means that indirect effect increase the total 

effects by approximately 43 percent. 

 

8. THEORETICAL IMPLICATIONS 

This study contributes to what is currently a limited amount of empirical research on investigating 

the impact of cognitive capital dimensions on sustainable customer satisfaction via employees‘ 

efficacies. It added to contributions of cognitive capital dimensions in customer–employees‘ 

relationships in the service industry. Firstly, previous studies drawing upon the social capital theory that 

have ignored the importance of cultural values based on shared beliefs, attitudes, and work values, 

while studies in the services marketing have paid less attention to the role of cognitive capital as an 

antecedent of social cognitive theory (e.g., outcome expectations and self-efficacy). Although both 

theories are different, yet they are complimentary. 

Social capital theory (e.g., cognitive capital) is also limited to address employee self-efficacy. 

Therefore, we introduce the social capital theory (e.g., cognitive capital: Ref. [35]) to supplement the 

Social Cognitive Theory (e.g., self-efficacy: Ref. [179]) in order to address this deficiency. Moreover, 

social cognitive theory (e.g., self-efficacy) is inadequate in addressing what dimensions are within a 

social capital theory and how they affect employees‘ going the extra miles and efficacy. Furthermore, 

the literature remains disconnected and fragmented when dealing with both theoretical concepts: 

Cognitive capital and employee self-efficacy. Thus, this study holistically brings these concepts and 

examines direct and indirect relationships between the above constructs. 

Previous studies have fully failed to examine any relationship among these three conceptual 

constructs: Cognitive capital, service employee self-efficacy, and sustainable customer satisfaction. 
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Subsequently, this study makes key contributions: It extends the concept  of  cognitive  capital (social 

capital theory) to include both cultural values and work rules principles. The ability to understand and 

apply cultural values, work rules, and behavioural principles is likely to improve employee 

performance, and as a result, sustain customer satisfaction. Second, to the best of our knowledge, this is 

the first study that completely and holistically integrates these three dimensions. This paper contributes 

to an overall theoretical understanding of the nature and the importance of the facets of cognitive 

capital as an independent variable and sustainable customer satisfaction and service employee self-

efficacy that are respectively dependent and mediating variables. 

 

9. MANAGERIAL IMPLICATIONS 

To foster cognitive capital in organisations, our framework suggests that managers need to do 

more than merely encourage social interactions among employees. Organisations should also focus on 

establishing common goals among employees within organisations through developing shared values 

and norms among employees. 

Our results highlight the role of the individual representative (service providers) in business 

services. The results suggest that representatives who build strong, long-term personal bonds with their 

colleagues within an organisation will also be supporting the creation of more relational types of 

exchange with their customers. Therefore, our results may help researchers to refine their understanding 

of service relationships by introducing a new level of analysis and new explanatory variables. It may 

also help managers to develop effective and trusting relationships among employees by helping them to 

coordinate their efforts at both the organisational and personal levels. The development of cognitive 

capital within an organisation may allow employees to be more efficacious. As a result, the magnitude 

of customer satisfaction is likely to be sustained. Hence, common values and norms have a major 

indirect influence on sustainable customer satisfaction. Managers need to constantly maintain and 

develop social interaction among employees. Moreover, managers should work with their employees to 

create a positive business environment that is characterised by encouraging teamwork, availability of 

information about work rules especially for new employees, and motivating employees to adopt a 

customer focus strategy. This paper informs practice by the recognition of how the benefits of 

intangible resources accrue to tourism business. This study validated the direct effect of intrafirm 

cognitive capital on sustaining customer satisfaction within the tourism industry in Egypt.  The 

implication  of this is that managers would have an understanding that appropriate cognitive capital 

strategies can develop effective service employees‘ performance. As suggested by the cognitive capital 

theory, an organisation‘s unique cognitive capital resources and capabilities provide the basis for 

competitive advantage. Therefore, managers should recognise the importance of cognitive capital 

dimensions in the development of social capital within the organisation. Finally, hotels and travel 

agents that are characterized by high customer contact and intensive labor usage, should regard 

cognitive social capital as a type of resource that can be employed not only to develop new services but 

also to enhance the current services in order to sustain customer satisfaction. Cognitive social capital 

can deliver different and helpful information and knowledge for hotels and travel agents to design and 

develop new services that fulfill the continuously changing customer requirement. For example, middle 

managers in hotels and travel agents should pay great attention to customers‘ requirements and 

preferences and report these requirements to top managers to adjust the design of the services 

accordingly to sustain customer satisfaction. 

 

10. LIMITATIONS AND FURTHER RESEARCH AREAS 

This study is restricted by some limitations. A long-term research would deliver more significant 

support for the results of the current study. Moreover, as Nahapiet & Ghoshal [35]  reveals,  cognitive 

capital is a continuously changing process. Thus, we suggest that the study can be replicated by 

employing in-depth interviews. Additional potential constraint of this study is its context (the tourism 

sector). Accordingly, the results might be different context, (e.g., banks, retailers, etc.). Further studies 

should also explore the effect of interfirm cognitive capital on the relationship between business 

partners such as supply chain. Several studies investigate the role of interfirm social capital, relational 

capital, and even structural capital on improving the performance of supply chain whereas there is a 

shortage in the studies that examine the role of cognitive capital in increasing supply chain 

effectiveness. 
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Appendix A 

Table A1. Key Studies Related to this Study‘s Constructs. 

 

Appendix B. Operationalization of Items 

Table A2.  Cognitive Capital Dimensions. 

 

 

 

Table A3.  Employees‘ Self-efficacy. 

 

Table A4. Modified perceived sustainable customer satisfaction. 
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