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Abstract

The purpose of this research is to examine the connection between
Employee Engagement (EE) in hotels and the quality of the guest
experience. Additionally, the study sought to empirically explore the
potential mediating function of Organizational Support (OS) on Sharm
el-Sheikh hotels between Guest Experience and Employee Engagement.
To ascertain the opinions of the staff members selected to take part in the
study regarding its components (EE, OS, and GE). To achieve these
objectives, a web-based survey was developed and sent to staff members
at four- and five-star hotels in Sharm el-Sheikh, Egypt. The Egyptian
Hotels Association (2024) indicated that there were 57 hotels in Sharm
el-Sheikh. There were only 480 forms that may be used for statistical
analysis. The data was analysed using Amos version 26 and SPSS version
29. The study hypotheses were tested using maximum likelihood
estimation in a structural equation modelling (SEM) approach. The
findings of this investigation showed that hotel employee engagement
significantly improves the guest experience both directly and indirectly
(via organizational support). Additionally, the study demonstrated that
the relationship between hotel employee engagement and client
experience was significantly mediated, albeit somewhat, by
organizational support. Additionally, the study confirmed that improving
the guest experience is greatly aided by organizational support. Based on
the data that was considered, several recommendations were created to
enhance employee engagement in Egyptian hotels.

1. Introduction

Employees are the basic pillars on which the organization is constructed, claims Benabbas
(2021). Benabbas (2021) emphasized the value of employees and the fact that when they are
fully dedicated to their profession, they may effectively use their skills for the organization's
benefit. An increasing number of businesses are focusing on their workers, who ultimately
comprise their whole original customer base. Customers are regarded as stakeholders in the value
generation process and regularly contribute to it. Customers actively collaborate with the
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business throughout the whole service-value chain in order to generate value. Making sure that
people enjoy their experiences while consuming and attaining perfect, extraordinary, amazing, or
crucial experiences has been the main goal of customer experience since its inception
(Stokburger-Sauer et al., 2016).

Numerous contexts, including public business-to-business and service, are seeing an increase
in the importance of the customer experience (Klaus, 2014a; Hardyman et al., 2015).

Currently, managers are trying to better understand the value development processes in order
to improve their customer experiences (Laming and Mason, 2014; McColl-Kennedy et al., 2015).
Since many research have not yet thoroughly explored the various facets of employee
involvement and customer value co-creation activities, we have a limited understanding of the
exact composition of these behaviours. The behaviour of customer value co-creation, which is
believed to comprise several components, is analysed by a number of scholars using a
multidimensional approach (Groth, 2005; and Bove et al., 2008). However, opposing research
suggests that the relationship between organizational support behaviour and its outcomes,
including the customer's experience, has to be examined (Klaus, 2014b). One of the reasons
research is important because it shows how employee engagement affects the creation of a
memorable guest experience. In order to facilitate the relationship between employee
engagement and creating a memorable guest experience in hotels located in Sharm EI-Sheikh,
the purpose of this study is to assess the potential influence that organizational support may have.
There were two types of limitations that were applied to the study: limitations imposed by time
constraints and limitations imposed by human factors. The workers in the hotels in Sharm el-
Sheikh's central business sector serve as an excellent illustration of the limitations imposed by
human nature. The consumers who have been designated between November 18, 2024, and
January 1, 2025, will receive the questionnaire forms, which they have a limited period of time
to complete.

Thus, the main objective of this study is to provide a thorough framework that examines the
part organizational support plays in the relationships between employee engagement and guest
experience in the hotel industry. The following is a further clarification of the study's main goals:
(1) looking at how employee engagement affects guest experience; (2) assessing how employee
engagement affects organizational support; (3) looking at how organizational support affects
guest experience; and (4) looking into how organizational support functions as a moderator in the
relationship between employee engagement and guest experience.

2. Background Theory and Development of Hypotheses
2.1.Dimensional Preview of Employees’ Engagement

Employee engagement is a complex psychological concept that reflects workers' deep
connection to their positions and organizations, according to (Bakker, 2017; Yan and Donaldson,
2022; Bartholomeyczik, Knierim, and Weinhardt, 2023; Kossyva, Theriou, Aggelidis, and
Sarigiannidis, 2023; Bési, Hirt, and Rahimi, 2024; DeNunzio, Smith, and Naidoo, 2024; and
Mindsetmanage, 2024). An engaged, energetic connection to the work, work enjoyment, a sense
of autonomy and competence, and an intrinsic motivation (willingness) and commitment to work
at one's highest level of ability are all examples of positive working conditions that foster
experiences of self-determination and flow (Veldsman, 2018; Deci and Ryan, 2014; Kossyva et
al., 2023; Bartholomeyczik et al., 2023).
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In academic study, employee engagement is still gaining popularity, particularly in
practitioner-industry mainstream literature and practice (Kossyva et al., 2023; Harter, 2024,
Fletcher, 2024; Mindset Manage, 2024). Several empirically validated outcomes of engaged
employees at the individual and institutional levels have been emphasised by Kossyva et al.
(2023). It has been demonstrated that employee engagement increases proactive work behaviour,
fosters innovative conduct, increases job and task performance, affective commitment, job
satisfaction, and reduces the likelihood of quitting. Organizational citizenship behaviours, extra-
role customer service, client satisfaction, employee retention, employee well-being,
organizational commitment, person-job or talent fit, and company competitiveness and
performance are all enhanced by employee engagement, according to Kossyva et al. (2023) and
Gupta, Tandon, and Barman (2019).

The three-dimensional participation model developed by Meyer and Allen (1993) states that
organizational engagement is a psychological state that consists of calculative, normative, and
affective elements. Organizational participation can be defined as a mental state. This situation
influences a person's decision to remain with the organization. "Organizational involvement” is
defined by Allen and Meyer (1990) as a mental state that signifies an employee’s connection with
a certain organization and shapes the actions that those employees exhibit while working for that
company. Among the elements are prescriptive, emotional, and uninterrupted aspects. Using a
framework called the Three-Component Model (TCM), the authors give a succinct overview of
this topic (Meyer and Allen, 1993). This paradigm states that an employee's "affective
involvement" is defined by their strong desire to stay with the firm and in their current position,
as well as their emotional commitment, affiliation, and loyalty to the organization. According to
Obiekwe and Zeb-Obipi (2018), employees that have a strong emotional connection to the
organization remain with it because they are motivated to do so. The financial commitments and
expenses associated with leaving the previously mentioned company are referred to as
"calculated involvement” or "continued involvement” (Preuss and Lautsch, 2002). Sofijanova
and Zabijakin-Chatleska (2013) describe calculated involvement as the situation in which
individuals choose to remain in a group because they believe that doing so will benefit them and
that withdrawal will result in a loss. People that have a high work ethic are extremely committed
to their jobs. However, Mayer et al. (1993) claim that employees with a high sense of normative
commitment feel pressured to remain with their employer.

2.2. Creating a memorable guest experience

As stated by Oh and colleagues (2007), because it links events to emotional and mental
consequences, memory is essential to the travel and tourist industry. Based on related research on
memory and travel experiences (Tung and Ritchie, 2011; Conway and Pleydell-Pearce, 2000),
Autobiographical memories are the result of interactions between hosts and guests and include
information about both specific and general occurrences. As a person's memory deteriorates, the
memories they are able to keep can have a significant impact. Given the growth of the sector, a
detailed examination of these interactions is important (Cheng & Zhang, 2019; Moon et al.,
2019). Thus, examining MIEs from a micro-sociological perspective ought to improve our
comprehension of the interactions between hosts and guests in the hotel sector.

The emotional fabric of tourism depends on host-guest connections, which are also an
important part of MTEs (Kim & Chen, 2019). These encounters often have a lasting impact on
tourists (Wirtz, Kruger, Scollon, & Diener, 2003, and Larsen & Jenssen, 2004). MIEs have a
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considerable impact on the expectations and views of tourists, according to research (Cheng &
Jin, 2019; Farmaki et al., 2020). MIEs produce a unique experience in addition to the setting and
the host's manner (Sthapit & Jiménez-Barreto, 2018). However, little is known about the specific
elements and implications of MIEs in these interactions, which is a crucial area for further study.

According to Witell et al. (2020), customer experience management (CXM) "has become a top
priority for marketing managers and researchers" as a significant source of competitive
advantage, especially in the hospitality sector (Palmer, 2010; Kandampully et al., 2018). Several
definitions exist for CXM. The methodical approach to "strategically manage a customer's entire
experience with a product or company™ is what Schmitt (2003) refers to as CXM, a process,
technique, and/or discipline. Addressing issues that affect the whole customer experience is
essential to CXM, claim Edelman and Singer (2015).

CXM is an organizational strategy for altering the CX to generate value for the customer and
the business, claim Verhoef et al. (2009). Both static and dynamic experience management and
development are included in CXM (Kranzbihler et al., 2018). Accordingly, their approach
assesses the effects of personalized touch points, such as employees and the physical
environment and atmosphere, or service escape (Bitner, 1992), on customer experience (CX) and
suggests ways to plan and handle customer interactions (Patricio et al., 2008). This method
specifically recommends funding for employee-customer interactions, expectations management
(Coelho et al., 2011), training (Ford and Dickson, 2012; Otnes et al., 2012), a positive service
environment (Bowen and Schneider, 2014), and emotional intelligence of employees.

Prior studies have demonstrated that investors are spending money on a variety of material and
immaterial aspects of the dining experience, which fall into three categories: the quality of the
food, the quality of the service, and the quality of the physical setting (Ryu et al., 2012; Hoang
and Suleri, 2021). Presentation, daily specials, and menu diversity all depend on food quality in
addition to portion size (Harrington et al., 2012). Restaurant staff performance and cleanliness,
especially their helpfulness and promptness, affect the customer experience (CX) (Alhelalat et
al., 2017). According to Ryu and Han (2011) and Heung and Gu (2012), the ambience, location,
layout, aesthetics, parking accessibility, and interactions between the establishment's personnel
and other customers are all components of the physical environment. Ratings and reputation for
upscale schools are also provided.

H1. Employees’ engagement significantly affects guest experience.
H2. Employees’ engagement significantly affects organizational support.

The anticipation that more work will be rewarded is strengthened, and effective attachment to
the organization is increased when there is a perception of organizational support. Applying a
framework for social exchange, High levels of perceived organizational support, according to
Wayne et al. (1997), create a sense of obligation in which employees feel driven to fully focus on
their employers rather than only feeling that they should be loyal to them. Workers look for
equilibrium in their interactions with companies, and they typically exhibit attitudes and actions
that match the level of personal support they receive from their employers. According to
research, commitment, creativity, and conscientiousness in performing job duties are all
positively correlated with alleged organizational backing; employee faith that an organization
will achieve its contractual commitments by recognizing and rewarding desired employee
performance in the form of praise, promotions, and pay raises is also increased when employees
feel appreciated and cared for by the organization. It improves the self-perception, engagement,
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and sense of belonging of service personnel. Employees that have excellent organizational
support are able to provide clients with superior service. Workers think their managers and
coworkers are ready and competent to help them with their job-related responsibilities
(Eisenberger et al., 2002).

H3. Organizational support significantly affects guest experience.

2.3 Organizational support

“The term "organizational support" describes the extent to which workers feel their employer
appreciates their work and is concerned about their welfare (Suifan et al., 2018; Irfan et al.,
2021). It is essential for influencing attitudes and actions at work, especially in settings with a
family-friendly culture. As a result, the workplace becomes more unified, which benefits the
organization's expansion and general operations (Hung & Chen, 2020). Research has consistently
shown that employees who feel their employers are supporting them are more likely to exhibit
positive outcomes, including increased civic engagement (Purwanto et al., 2021), better
attendance (Carmeli et al., 2017), increased productivity (Loan, 2020), and stronger affective
commitment to the company. Employees are encouraged to coordinate their efforts with the
objectives of the company by these favourable views of support.

Tang et al. (2023) discovered that higher levels of organizational support are linked to fewer
instances of role conflict and ambiguity. Wu et al. (2018) also emphasized the detrimental
relationship between job stress and organizational support. Workers in companies with good
work-life balance cultures are generally more driven to use their knowledge and abilities in a
way that promotes harmony in their behaviour (Irfan et al., 2021). Furthermore, research
supports the effectiveness of organizational support in lowering burnout and occupational stress
(Wu et al., 2018).

By giving them emotional support and a sense of accomplishment, organizational support
raises workers' involvement at work (Lee & Peccei, 2007; Zacher & Winter, 2011). Given the
idea of reciprocal benefit, employees who experience organizational assistance frequently feel
obligated to repay the favour by adopting constructive attitudes and actions that advance the
organization (Murthy, 2017). Employees respond to this support by becoming more dedicated
and invested in their jobs, which frequently results in increased workplace engagement (Saks,
2006). According to Nusantria (2012), there was a favourable correlation between organizational
support and work engagement. These results, however, stand in contrast to studies by
(Eisenberger and Stinglhamber, 2011; Kurtessis et al., 2015; and Karatepe and Mehmet, 2016),
which offer empirical evidence that clearly links organizational support to increased levels of
work engagement. According to Karatepe and Mehmet (2016), workers who experience
assistance from their companies are more engaged and dedicated to their jobs. Despite this, the
association between job engagement and organizational support in the hospitality and tourist
sectors has only been experimentally investigated in a few studies (Karatepe & Mehmet, 2016).
Given this, it is reasonable to assume that perceived organizational support will result in an
increase in work engagement. As a result, H4 was expressed as follows:

H4: Organizational support moderates the relationship between Employee Engagement and
Guest Experience.
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Management can improve the specific aspects of customer satisfaction and services that are
highly linked to repurchases by assessing the factors that influence repurchase behaviour. This
will ultimately foster loyalty (Rashid, 2015). Devoted customers serve as a communication
channel between the company and networks of friends, family, and potential customers in
addition to generating a consistent flow of income (Igbal, 2018). According to Mohamad (2017),
loyal clients are less sensitive to pricing than non-loyal ones. Businesses, particularly those in the
hotel industry, have come to understand how critical customer retention is to their entire
operational effectiveness. Devoted clients are known to spend more money and visit stores more
frequently than unreliable ones (Myo et al., 2019).

Saura et al. (2008) looked at three main aspects of customer loyalty in the service industry:
attitudinal, cognitive, and behavioural loyalty. According to Saleem and Raja (2014), attitudinal
loyalty includes a range of characteristics, such as planning to make purchases, expressing
dissatisfaction, and spreading information through word-of-mouth. Behavioural loyalty is the
extent to which pricing changes, brand loyalty, and the likelihood of repeat business or additional
purchases influence customers (Hashem and Ali, 2019).

In the context of the hotel industry, more investigation is required to fully comprehend the
mechanisms underlying this link. The theoretical foundation for the study is shown in Figure 1.

Organizational
Support

Affective Involvement H2 / \ H3

/ H4
> v Guest
Calculated Involvement Employees

Engagement Experience

v

H1

Normative Involvement

Figure 1: The conceptual model for research

We made the following assumptions based on the previous literature review:

H1. Employees’ engagement significantly affects guest experience.

H2. Employees’ engagement significantly affects organizational.

H3. Organizational support significantly affects guest experience.

H4. Employees’ engagement significantly and effectively mediates the connection between
organizational support and guest experience.
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3. Materials and Methods
3.1. Sample and Methods

This study's main goal is to examine the connection between guest satisfaction and
employee engagement in a few four- and five-star hotels in Sharm el-Sheikh. The possible
mediating function of organizational support in this association is also examined in this study. In
order to accomplish this, a survey was created, sent, and given to the selected staff members in
order to find out how they felt about the study's elements (employee engagement, guest
experience, and organizational support).

According to hotel statistics from the website (Egyptian Hotels Association, 2024), it was
shown that the number of hotel establishments in Sharm El Sheikh, Egypt, in the five-star
category is 14 hotels and the four-star category is 43 hotels. According to the study sample, the
researchers were able to distribute the survey to 5 (35.71%) five-star hotels and 20 (46.51%)
four-star hotels. The researchers attribute the choice of the study community to Sharm El Sheikh
Hotels, which are in the four- and five-star category, because the institutional nature of these
hotels, as far as the researchers know, has more tangible organizational support for employee
participation in the nature of work, which is reflected in the results of the study.

Hair et al. (2014) gave suggestions for determining an adequate sample size. By calculating the
quantity of variables that are investigated, they provided suggestions for figuring out the optimal
size of the sample. At the very least, the ratio of the variable to the sample of 1:10 is adequate.
This study required a minimum of 210 participants due to the large number of variables (21
total).There are 488 individuals in our study, which is a sufficient sample size. Based on the
valid responses gathered from research participants (488), more than 75% of the individuals who
were analysed (86.7%) were male (N = 420), and 12.3% were female (N = 60). In terms of age,
people under 20 made up the largest group (23%, N = 112). According to the data, 73.77% of the
participants (N = 366) had a bachelor's degree.

The participants were reminded that their involvement in the research was entirely voluntary.
Prior to participating in the research, they were required to sign a consent document. Because
CMVs sometimes occur, the individuals who took part were requested to fill out the
questionnaire on their own. The participants' risk of CMV was reduced since they were given the
assurance that their information would be kept confidential and utilized only for the study. There
was no "right" or "wrong" response, so participants were encouraged to be fully honest.
Furthermore, a common and simple statistical technique (Harman's single-factor test) was used
to find CMV. The information was collected between January 1, 2025, and November 18, 2024.

3.2. Development of Measures and Instruments

A questionnaire that participants mostly filled out on their own was used to gather data for this
study. We found dependable scales that have been utilized frequently after examining the body
of current literature. We developed a four-part standard questionnaire using these scales. The
participants' basic demographic data, including age, gender, and educational attainment, were
covered in the first section of the questionnaire.

To collect data for this study, participants primarily completed a questionnaire on their own.
We found dependable scales that have been utilized frequently after examining the body of
current literature. We developed a standard questionnaire with four sections using these scales.
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The survey's first component asked for the participants' basic demographic data, including their
age, gender, and level of education. The second dimension, which comprises three sub-
dimensions (affective involvement, calculated involvement, and normative involvement) on a
five-point Likert scale from 1 (strongly disagree) to 5 (strongly agree), relates to the participants'
responses regarding employees' involvement. (1) I really believe that 1 am to blame for the
hotel's problems, which is part of the first sub-dimension, "affective involvement." (Q1Al), (2)
the hotel is very personal to me (Q1A2), and (3) | would be happy to continue working here for
the rest of my career (Q1A3).The subsequent sub-dimension, “Calculated Involvement,”
comprises the following items:” (1) It is both required and preferred to stay in the hotel” (Q1B1),
(2) I believe that my options are too limited for me to think of leaving the hotel” (Q1B2), and (3)
Even if I wanted to leave the hotel, it would be difficult.” (Q1B3). Normative Involvement, the
third sub-dimension, contained (1) My moral duty to remain stems from my conviction that
loyalty is essential. (Q1C1), (2) I discovered how important it is to remain with one company
(Q1C2), and (3) I believe that employees nowadays rarely change hotels. "Q1C3." This metric
was modified and used by Meyer and Allen (1997), Mayer et al. (1993), Allen and Meyer
(1990), and Benabbas (2021).

Six components were included in the second dimension, Organizational Support: (1) | am
appreciated for my contribution to the hotel's success. "Q2AL1," (2) the hotel holds my values and
goals in the highest regard."Q2A2," (3) the hotel sincerely cares about my well-being."Q2A3,"
(4) the hotels are willing to help me when I need a special favour. (Q2A4), (5) I'm not a big deal
to the hotels (R). "Q2A5," and (6) the hotel takes pride in my career accomplishments.Q2A6.
(Alrawadieh and Alrawadieh, 2022) modified and applied this measure.

The following six items are part of the third dimension: (1) Compared to other hotels, guests
enjoy the way they are treated at this one. Q3A1: Positive comments are made by visitors
regarding their experience. ” Q3A2”, (3) Visitors suggest that their friends and family take
advantage of the hotel's amenities. ” Q3A3”, (4) The level of service rendered precisely matches
the needs of the visitors.” Q3A4”, (5) Visitors told others how good the hotel and the staff were.”
Q3AS5”, (6) the staff was pleasant to the guests.” Q3A6.” Ismail and Yunan (2016), Nunkoo et al.
(2020), and Masudin et al. (2022) all modified and applied this metric.

Five academics from the hospitality industry assessed the questionnaire's contents and offered
input to confirm its validity, ensuring that the research tool examined the constructs
quantitatively meant for evaluating the study's components. Additionally, a pilot study was
carried out with forty hotel employees who were not part of the study's core sample to ascertain
whether the questionnaire was appropriate and logical, as well as whether the questions were
concise, clear, and given consistently. In response to feedback from test volunteers, certain
modifications were made to the questionnaire’s wording. A number of items were also
rearranged and modified. The Cronbach's alpha for the research dimension scale was 0.949,
indicating a very high level of internal consistency.

3.3. Data Analysis Tools

To analyze the data, Amos version 26 and SPSS version 29 were utilized. Descriptive statistics
such as percentage, mean, and frequency were used to support the study's research components
and display the respondents’ demographics. With Harman's one-factor test, the Common Method
Variance (CMV) was calculated. Confirmatory factor analysis (CFA) and Cronbach's alpha were
used to verify the measuring instruments' validity and reliability. Convergent validity was
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confirmed by computing the composite reliability (CR) and average variance extracted (AVE).
For discriminant validity, we looked at the Fornell-Larcker criterion and the heterotrait—
monotrait ratio (HTMT). In order to determine the direction and correlations between the various
hypotheses we developed about the variables in the study, we used the bootstrapping technique
in conjunction with structural equation modelling (SEM).

4, Results
4.1. Characteristic Data

The mean values for each research variable, derived from the valid responses of 488
participants, were as follows: With mean scores of 3.77-1.10 for employee engagement, 3.95-
1.07 for affective participation, 3.82-1.15 for calculated involvement, 3.66-1.14 for normative
engagement, 4.09-1.02 for organizational support, and 3.91-1.91 for guest experience,
participants showed agreement with the majority of the themes analyzed.

4.2. Assessment of Measurement Models

A self-administered questionnaire was used to collect the data, as previously mentioned. Thus, a
common variance/bias (CMV) method was discovered by the use of Harman's single component
test (Rodriguez-Ardura and Meseguer-Artola, 2020). It was shown that each variable explained
more than half of the variation, indicating that the CMV is not a warning indication. A maximum
probability CFA was used to evaluate the study's constructs for correctness and stability.
According to Rodriguez-Ardura and Meseguer-Artola (2020), Table 1 shows strong internal
consistency because the values of Cronbach's alpha and the latent variable CR are above the
threshold value of 0.70. The values for all other variables varied from 0.895 to 0.805 to 0.876 to
0.948 to 0.932 to 0.859.
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Table 1. The characteristics and dependability of confirmatory factor analysis.

Variables Sup- Codes in  Code Factor Estimate®  Theta Sum Sum Sum CR! AVE? MSV®  SQRT  SQRT
Variables Fig.3 Loading (estimate)  (estimate)2  Theta (AVE)  (Msv)
Affective All Q1Al1 0.864 0.746 0.253 2.58 6.656 0.780  0.895 0.739 1 0.860 1
Involvement — A12 Ql1A2 0.878  0.770 0.229
Al3 Q1A3 0.838 0.702 0.297
, Calculated Cil Q1B1 0.885 0.783 0.216 2.25 5.062 1.225 0.805 0.591 0.499 0.769 0.707
ariraent e oy Ivolvement "Cl2 QB2 0.855  0.73L _ 0.268
CI3 Q1B3 0.1 0.260 0.739
Normative NI1 Q1C1 0.889 0.790 0.209 2.502 6.260 0.885  0.876 0.704 0.278 0839 0.528
Involvement ~ N12 Q1C2 0.914  0.835 0.164
NI3 Q1C3  0.699 0.488 0.511
Employees’ Engagement 7.332 53.758 2.891 0.948 0.678 0.261 0.823 0.511
Organizational 0s1 Q2A1 0.859 0.737 0.262 5.002 25.020 1.822 0.932 0.696 0942 0834 0971
o Support 0S2  Q2A2  0.837 _ 0.700 0.299
Mediating 0S3 Q2A3 0.876 0.767 0.232
variable 0S4 Q2B1 0853  0.727 0.272
0S5 Q2B2  0.807 0.651 0.348
0S6 Q2B3 0.77 0.592 0.407
Guest GE1l Q3A1 0.856 0.732 0.267 4.176 17.438 2.852  0.859 0.524 0.240 0724 0.49
Dependent Experience GE2 Q3A2 0.913 0.833 0.166
variable GE3 Q3A3  0.903 0.815 0.184
GE4 Q3A4  0.55 0.3025 0.697
GE5 Q3A5 0.541 0.292 0.707
GE6 Q3A6 0.413 0.170 0.829

! Composite Reliability (CR)
2Average Variance Extracted (AVE)
® MSV stands for maximum shared variance.
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Construct validity was further examined using convergent and discriminant validities
(Chin, Gopal, and Salisbury, 1997). Convergent validity requires an average variance
extracted (AVE) of greater than 0.50 and a factor loading of at least 0.50. Kern and
Duckworth (2011). Since factor loadings for every research item were higher than 0.50,
convergent validity was attained. The Fornell-Larcker criterion states that if a concept's
square root of AVE is greater than its correlation with another construct, it must have
discriminant validity. The information in Table 3 indicates that the square root of the AVE
for each component is more significant than the relationships among them.

4.3. Measurement Model

Since an internet questionnaire was used to collect the data, there may be a common
method variance or bias. Thus, three strategies—honesty, secrecy, and anonymity—were
used to lower the likelihood of CMV (Nancarrow et al., 2001). Participants were told by the
researchers that all data and answers would remain confidential, anonymous. When
anonymity is ensured, response bias is less likely to be detected (Randall and Fernandes,
1991). Every participant was requested to provide an honest response to every question—
neither true nor untrue. When honesty is guaranteed, it is easier to see a reduction in response
bias (Phillips and Clancy, 1972). Additionally, CMV was determined using a well-known
statistical procedure known as the single-factor test, which was created by Harman.
According to the results of the exploratory factor analysis, one component accounts for
42.3% of the variance. CMV may be a problem if one component dominates the variance and
exceeds the 50% threshold. CMV was therefore not a significant concern for this study.

Table 2. Fornell-Larcker criteria-based discriminant validity and correlation between constructs.

Construct EE 0OS GE
1. Employees’ Engagement 0.823

2. Organizational Support 0.57 0.834

3.Guest Experience 0.05 0.88 0.724

Note: Bold diagonal numbers indicate the square root of the research components that AVE uses.

According to Henseler, Ringle, and Sarstedt (2015), the heterotrait monotrait correlation
ratio (HTMT) was also used to assess the model's discriminant validity. They discovered that
discriminant validity is jeopardized as the HTMT score rises beyond 0.85. According to
Table 5, the HTMT values of 0.823, 0.834, and 0.724 were all less than 0.85, demonstrating
each latent component pair's discriminant validity.

Table 3. HTMT-based discriminant validity.

Construct EE OS GE
1. Employees’ Engagement

2. Organizational Support 511

3.Guest Experience .049 971

According to Henseler et al. (2015), the HTMT ought to be less than 0.85.

Employee engagement has a.511 overall (direct and indirect) impact on organizational
support. In other words, when employee engagement increases by 1, organizational support
increases by 0.511 because employee engagement has an impact on organizational support
both directly (unmediated) and indirectly (mediated). Employee engagement has a direct
(unmediated) impact of.049 on the guest experience. In other words, when employees’
engagement increases by 1, guest experience increases by 0.049 because of the direct
(unmediated) relationship between employee engagement and guest experience. This is on
top of any potential indirect (mediated) impact that employees’ engagement may have on
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guest experiences. Organizational support has a direct (unmediated) impact of.971 on the
guest experience. In other words, when organizational support increases by 1, guest
experience increases by 0.971 because of the direct (unmediated) relationship between
organizational support and guest experience. This is on top of any potential indirect
(mediated) impact on the guest experience that organizational support may have.

The following statistics on the study's model fit are shown in Table 1: Comparative fit index
(CFI) = 0.955, normed fit index (NFI) = 0.938, incremental fit index (IFI) = 0.956, Tucker—
Lewis coefficient (TLI) = 0.946, root mean square residual (RMR) = 0.132, X2/df = 3.379, p
< 0.001, and root mean square error of approximation (RMSEA) = 0.070.

4.4. Structural Equation Modelling (SEM) Results

Despite being an inherently confirmatory approach, structural equation modelling (SEM) is
frequently applied in an exploratory manner in practice. To adapt this confirmatory technique
to exploratory usage, a number of tools have been created (MacCallum, 1986). These include
the selective addition of parameters to a model using modification indices and Lagrange
multiplier tests, and the selective removal of parameters using Wald tests and z statistics,
often known as critical ratios (Bentler, 1989; Joreskog & Sorbom, 1996).

SEM was employed to monitor the development of the study and identify its causal
relationships. Hair et al. (2014) state that Table 6 demonstrates how well the study model fits
the data. CFI = 0.955, NFI = 0.938, IFI = 0.956, TLI = 0.946, RMR = 0.132, RMSEA =
0.070, and x2/df = 3.379 p < 0.001 were among the goodness-of-fit indices.

The direct impacts are detailed in Table 4 of employees’ engagement on organizational
support and guest experience, whereas Figure 2 elucidates the indirect effects on guest
experience. The findings of this study corroborate H1, showing that their guest experience is
not considerably enhanced by employee engagement (p =.049, C.R = 1.0462, t-value =.144, p
< 0.001). Consequently, we reject H1. Similarly, organizational support is significantly
impacted by employee engagement ( =511, C.R = 12.14, t-value = 0.000 p < 0.001). Thus,
we agree with H2. Furthermore, we endorse H3, which asserts that organizational support has
an effect on the guest experience (p =971, C.R = 18.699, t-value = 0.000, p < 0.001). It was
examined how organizational support mediated the relationship between employees’
engagement and guest experience. To confirm this indirect association, a bootstrapping
technique was employed. Employees’ engagement had a positive and statistically significant
indirect effect on the guest experience through organizational support, as shown in Table 4 (B
=0.546, C.R = 7.567, t-value = 0.00, p < 0.001). Therefore, we agree with H4. A study of the
path was carried out utilizing partial and complete mediation methodologies from Kelloway
(1995) and Zhao et al. (2010) in order to look into the mediation role of organizational
support in the relationship between employee engagement and guest experience. This showed
that partial mediation can only be confirmed when both channels are substantial, but total
mediation can only be proven when the indirect effects are significant and the direct effects
are not. The results of the SEM show that the relationship between employee engagement and
the guest experience is somewhat mediated by organizational support.
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Table 4. Estimates of structural parameters.

Path Hypothesized Standardized C.R t- Results
Path Value
Coefficients
Direct Path
H;: Employees’ Engagement— Guest Experience .049 1.462 .144 Refused
H,: Employees’ Engagement — Organizational .511 12.14  *** Accepted
Support
H;: Organizational Support— Guest Experience . 971 18.699 *** Accepted
Indirect path
H,: Employees’ Engagement— Organizational 0.546 7.567  kx* Accepted

Support— Guest Experience

The model fit, x2/DF = 3.379 p < 0.001, TLI = 0.946, RMR = 0.132, RMSEA = 0.070, CFI =
0.955, NFI = 0.938, and IFI = 0.956 are the following notes: *** P < 0.001.

The seven measures of fit—NFI, RFI, IFI, TLI, CFI, PNFI, and PCFl—require a "null" or
"baseline” defective model in order to compare other models.
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Figure2: Research conceptual model standardized estimates

Tucker-Lewis coefficient (TLI) = 0.946; normative fit index (NFI) = 0.938; (RFI) = 0.925;
incremental fit index (IFT) = 0.956; comparative fit index (CFI) = 0.955; (PNFI) = 0.773;
(PCFI) = 0.787. (CMIN) = the default model has a discrepancy of 584.545; (DF) = the default
model has 173 degrees of freedom. CMIN/DF = 584.545 / 173 = 3.379 is the discrepancy
divided by the number of degrees of freedom for the default model. (GFI) =.904 for the
default model. (RMR) =.132 for the default model. The root mean square error of
approximation (RMSEA) for the default model is.070.
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5. Discussion

The purpose of this study is to examine the consequences of employees’ engagement in
hotels on enriching the hotel guest experience by measuring the mediating role of
organizational support provided by hotel establishments in four- and five-star hotels, the
research sample and study in Sharm EIl-Sheikh. Using the research approach, tools and
methodology, the research hypotheses were verified and tested. The results reached through
structural equation modeling that the model that was built is of high quality and was verified.
The results of the hypothesis testing also showed that the independent variable (employees’
engagement) does not have a significant impact on the guest experience (dependent variable)
in the hotels in the study sample. Employees’ engagement also has an impact on
organizational support, as the higher the levels of organizational support, the higher the levels
of employees’ engagement within the organization. The results also showed that
organizational support has an impact on the guest experience, and the researchers believe that
this appears in the level of service provided by employees and the quality of the products
provided, the higher the level of support and attention provided by hotel establishments.
While the results showed that there is no effect of employees’ engagement on the guest
experience, on the other hand, in testing the presence of the mediating variable, which was
expressed as (organizational support), the results showed that there is an effect of employees’
engagement on the guest experience in the presence of organizational support provided by
hotel facilities.

6. Conclusion, implications, and limitations
6.1. Conclusions

This study aimed to test the impact of employees’ engagement on the guest experience in
the sample hotels. Based on the empirical approach and the use of the statistical
methodology, the study found a significant impact of employees’ engagement in the sample
hotels on the guest experience. This result agree with what mentioned by (Kim and Chen,
2019) which mentioned that host-guest interactions are essential to the emotional fabric of
tourism and frequently leave a lasting effect on visitors. As well as the indirect impact of
employees’ engagement on the guest experience through mediation similar to organizational
support, while organizational support was an ideal mediating variable effect. This agree with
what mentioned by (Lee & Peccei, 2007; Zacher & Winter, 2011). Who mentioned that by
giving them emotional support and a sense of accomplishment, organizational support raises
workers' involvement at work .Given the idea of reciprocal benefit, employees who
experience organizational assistance frequently feel obligated to repay the favour by adopting
constructive attitudes and actions that advance the organization (Murthy, 2017).The results
also showed that there was only a partial impact in the relationship between employees’
engagement and hotel guest experience. The results also showed a relationship between
employees’ engagement and guest experience in the presence of organizational support from
hotel establishments as an intermediary variable. The results also confirm the main impact of
employees’ engagement in increasing the effectiveness of the guest experience as the levels
of organizational support from hotel establishments increase, which is reflected in increasing
the image of the hotels and increasing loyalty and belonging to the hotel organization due to
the good service provided by employees and effective participation that contributed to a good
guest experience.
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6.2. Theoretical Implications

There were theoretical implications to this study that are closely related to the study
variables as follows. The theoretical implications include the following points: First: The
results reached by the study through the used approach, which included studying the extent of
the impact of employees’ engagement on improving the guest experience in hotels, through
the extent to which hotel establishments contribute to providing organizational support as a
mediator. The results of the study showed that there is a high significant impact of
employees’ engagement (independent variable) in hotels on the positive guest experience
(dependent variable). Second: The results also showed the extent of the important role of
employees’ engagement in enhancing organizational support among hotel establishment
guests. Third: The results also highlighted the important role of organizational support in
enhancing the experience of hotel establishment guests. The results showed that hotel
establishment employees are the most involved in enhancing the guest experience through the
organizational support they receive from the establishments in which they work.
Organizational support is without a doubt an intermediary variable in the link between work
engagement and employees’ engagement in the guest experience. According to the
researchers, choosing the three variables together is considered a theoretical addition in the
context of the hotel industry, the study sample in Sharm El-Sheikh, Egypt, by developing a
theoretical framework that includes the research variables and the hypotheses that were
proven in the research. Future research can also use the theoretical framework and research
relationships as evidence to test these hypotheses on another sample of hotels in the
hospitality industry, while studying the best mechanisms that affect the guest experience in
the study sample hotels. According to research, commitment, creativity, and
conscientiousness in performing job duties are all positively correlated with alleged
organizational backing; employee faith that an organization will achieve its contractual
commitments by recognizing and rewarding desired employee performance in the form of
praise, promotions, and pay raises is also increased when employees feel appreciated and
cared for by the organization. It improves the self-perception, engagement, and sense of
belonging of service personnel. Employees that have excellent organizational support are able
to provide clients with superior service. Workers think their managers and coworkers are
ready and competent to help them with their job-related responsibilities (Eisenberger et al.,
2002).

6.3. Practical Implications

When talking about the practical and applied implications on hotel workers in the study
sample in Sharm EI-Sheikh, Egypt, which should be taken into consideration. The
investigation determined the direct and indirect consequences of employees’ engagement in
creating an unforgettable customer experience through good service and improving customer
experience. In addition, the significant and partial mediating effect of organizational support
on the relationship between hotel employees’ engagement and customer experience was
indicated. Moreover, the study confirmed that the organizational support provided by hotel
establishments to their employees contributes significantly to improving the guest experience.
Employee engagement is crucial in determining visitor happiness and overall business
performance in the fast-paced, customer-focused hospitality and tourist industries. This
explores the intricacies, difficulties, and effects of employee engagement in the hotel sector,
examining its many facets. By analyzing many viewpoints and using research findings, we
identify the key elements that influence employee and customer engagement in the hospitality
sector. A key component of success in the hotel sector is employee engagement. Creating an
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atmosphere where staff members are inspired to go above and beyond for their guests and
feel enthusiastic about their profession is more important than simply having happy
employees. Guest loyalty and pleasure are directly impacted by engaged staff. Imagine
arriving at a hotel where the staff treats you like a long-lost friend, showing you genuine love
and attention. It establishes a good rapport right away and sets the stage for a memorable
visit. Employee engagement increases the likelihood that they will anticipate and meet the
demands of guests, which raises customer satisfaction. They recognized the value of
individualized service and work to make every visitor's stay unforgettable. This level of
dedication and concern increases the possibility that guests will return and recommend the
hotel to others, so improving guest loyalty.
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