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Abstract  This study examined the effects of value disciplines on organizational performance as well as the 
moderating effects of relational trust-value discipline interactions on organizational performance. Data were 
collected through an electronic questionnaire survey conducted among individuals holding the positions of 
chairperson, general manager, deputy general manager, assistant manager, and director in hotels (i.e., star-rated and 
tourist hotels) and inns (i.e., business hotels and motels). The results indicated that, in the hotel group, value 
disciplines (operational excellence and product leadership) had a significant positive influence on organizational 
performance, whereas in the inn group, only customer intimacy showed a significant positive influence. In addition, 
the interaction between relational trust and value disciplines (product leadership and customer intimacy) exhibited 
significant moderating effects on organizational performance in both the hotel and inn groups. 
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1. Introduction 

Previous research has suggested that the decision-
making behavior of business operations executives not 
only shapes the decision-making process, but also directly 
influences operational performance [1]. A study of [2] 
reveals that business value can be created by integrating 
the operational and management behaviors of business 
executives with the proper allocation and utilization of 
business resources. This suggests that combining 
executives’ operational behaviors with business resources 
generates positive net benefits. When the resulting 
benefits exceed the costs of resource allocation, business 
value is created. This also indicates that the success of a 
business depends on the operations team, which, through 
the division of labor, develops internal strategies and 
negotiates externally on behalf of the business, thereby 
influencing it’s operational performance. [3,4]. 

Business operational strategies help define the 
foundational long-term goals of an enterprise, outline 

courses of action, and allocate resources required to 
achieve these goals [5]. As demonstrated in numerous 
studies on business strategy, the concept of value 
disciplines has been examined with considerable academic 
rigor and depth [6,7,8]. However, from a managerial and 
applied research perspective, greater emphasis can be 
placed on operational excellence, which emphasizes cost 
efficiency, reliability, accuracy, and availability; on 
customer intimacy, which prioritizes service quality; or on 
product leadership and service innovation [9]. 

Research on trust and its influence in organizational 
contexts has strong practical relevance and applicability. 
As a key element of business operation, trust provides 
substantial benefits to an organization. For business 
organizations, trust is not only something that can be 
created, but also serves as a powerful force that inspires 
and motivates people. It requires adherence to a set of 
values and is grounded in sincerity, fairness, perseverance, 
and genuine concern for others’ needs. However, [10] 
argues that trust determines the growth of an enterprise 
and the formation of competitive advantages. While the 
maintenance and accumulation of such relationships 
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require the investment of time and energy, they can be 
easily broken. When personal values align with 
organizational values, performance is enhanced. [11] point 
out that individuals’ behavioral styles reflect the values 
they embrace, and that when individual values vary from 
organizational values, moral conflicts arise. Moreover, 
trust significantly affects economic development, and 
these behaviors, in turn, influence various aspects ranging 
from consumption habits to institutional development [12]. 
Therefore, enterprises must recognize the significant role 
that trust plays in their business operations. 

This study focused on executives in the labor-intensive 
hotel and accommodation sector. Using purposive 
sampling, participants were selected from individuals 
holding positions such as chairperson, general manager, 
deputy general manager, assistant manager, and director. 
Data were collected through electronic questionnaires 
distributed via relevant new media and online platforms, 
such as LINE, Facebook, and Instagram, to explore (1) the 
influence of value disciplines on organizational 
performance, and (2) the moderating effect of the 
interaction between relational trust and value disciplines 
on organizational performance. 

The other sections of this study are organized as 
follows: Section 2 provides a literature review and 
presents the research hypotheses; Section 3 presents 
the research design and implementation; Section 4 
provides the data analysis and discussion, and the 
Section 5 offers the conclusions of this study. 

2. Literature Review 

2.1. The Relationship between Value 
Disciplines and Organizational 
Performance 

The three value disciplines, customer intimacy, product 
leadership, and operational excellence, are significant 
strategic approaches that help companies gain 
competitiveness, [9]. Operational excellence is a strategic 
approach in which a company delivers reliable products or 
services to customers at optimal cost-effectiveness and 
competitive prices. Product leadership involves the 
continual development and delivery of state-of-the-art 
products and services that enhance customer experiences 
or applications. Customer intimacy involves 
understanding and responding to the highly specific and 
evolving needs of narrowly defined customer segments, 
precisely targeting these customers, and then tailoring 
products and services to meet the demands and 
requirements of these segmented markets [9,13,14,15,16]. 

Numerous studies have demonstrated the influence of 
value disciplines on organizational performance and 
competitive advantage in different industrial contexts 
[17,18,19]. [20] examined the software/IT sector, public 
utilities, the electronics industry, and the machinery 
industry, and demonstrated the effectiveness of the three 
value disciplines. They reported that each strategy 
demonstrates unique value creation capabilities, and that 
only a carefully coordinated combination of value-
capturing capabilities can generate strategic advantage and 

excellent performance. Furthermore, a study of lending 
institutions in Kenya by [21] suggested that value 
disciplines not only help lending institutions reduce unit 
production costs but also enable companies to quickly 
adjust their product portfolios to meet customers’ 
changing needs. [22] also posited that, for most 
pharmaceutical companies in developed countries, value 
disciplines in diabetes care exhibit positive correlations 
with and influence on competitive advantages and 
organizational performance. Therefore, this study 
proposed the following hypotheses: 

H1a: Operational excellence influences organizational 
performance. 

H1b: Product leadership influences organizational 
performance. 

H1c: Customer intimacy influences organizational 
performance. 

2.2. The Moderating Effect of Relational 
Trust on the Relationship between Value 
Disciplines and Organizational 
Performance 

2.2.1. From Individuals to Organizations 
Trust is rooted in personal traits such as capability, 

responsibility, and interpersonal relationships [23]. In 
practical business operations, aligning individual 
employees’ trust toward shared organizational goals 
requires the use of formal organizational mechanisms and 
procedural fairness, which are essential for achieving the 
desired business performance [24,25]. [26] suggest that 
companies develop means to improve employees’ sense of 
cohesion and organizational identification, thereby 
facilitating interdepartmental coordination and 
collaboration. By doing so, companies can foster 
conditions that lead to greater job satisfaction, managerial 
trust, and organizational commitment among their 
employees. Notably, employees’ institutional trust in the 
company largely stems from the decision-making 
competence of department managers, departmental 
operational effectiveness, and the organization’s 
comprehensive policies and procedures. 

Relationships are the connections established by 
individuals through shared commonalities with others, 
which serve as the basis for determining how they interact 
with one another [27]. From an economic perspective, the 
connections between individuals and others and the 
relationships between different members of a market are 
all networks formed through collaboration. Such 
relationships may further evolve into mutually beneficial 
exchanges that generate ongoing reciprocal value, 
enabling both parties to obtain relevant resources from one 
another [28,29]. Some studies argue that relationship 
formation between individuals is a dynamic process that 
may involve multiple pathways simultaneous, and 
resemble the creation of social network connections 
[30,31]. From the perspective of social exchange theory, 
such relational behaviors in Chinese communities are 
typically guided by relational judgments, including 
affective, instrumental, and mixed relationships, as the 
primary basis for relational cognition. Individuals engage 
in interactions or resource exchanges according to their 
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personal assessments of the category to which the other 
party belongs [32]. 

Relational trust is present in various aspects ranging 
from personal relationships to economic development [33]. 
At both individual and organizational levels, the 
fundamental conditions of trust involve risk and 
interdependence. Trust represents confidence in the 
members of a relationship—the belief that the other party 
will not take actions detrimental to oneself—and the 
willingness to engage in behaviors that may entail risk in 
order to place trust in the other party [34]. 

2.3. The Moderating Effect of Relational 
Trust 

The relationship between executives’ relational trust 
and an organizations’ value disciplines forms an important 
foundation for corporate decision-making [35]. Studies 
based on the traditional agency theory note that 
information asymmetry among professional managers 
may lead to moral hazard or shirking, thereby infringing 
upon overall corporate interests [36,37]. The primary 
objective of business operations remains the creation of 
long-term, sustainable shareholder value. By leveraging 
the professional knowledge and skills of professional 
managers, enterprises can effectively enhance their overall 
corporate value [38,39]. Regarding the practical aspect of 
business operations, the network of relational trust 
between professional managers and organizations is 
characterized by overlapping and shifting patterns of 
competition and collaboration, thereby providing 
extensive space for relational dynamics [40]. If the 
utilization of corporate resources based on managerial 
decision-making and operational management behaviors 
produces positive net benefits, then corporate value is 
created [41,42]. Thus, this study proposed the following 
hypothesis: 

H2: The interaction between relational trust and 
value disciplines affects organizational performance. 

3. Methodology 

3.1. Research Framework 
Based on the assumptions derived from the above 

literature, the research framework is shown in Figure 1. 

 
Figure 1. Research framework 

3.2. Participants and Sampling Methods 
Purposive sampling was conducted through new media 

platform (i.e., LINE, Facebook, Instagram) groups related 
to professionals in the hotel and accommodation sector of 

Taiwan. Data collection was conducted by distributing 
electronic questionnaires to individuals serving as either 
chairperson, general manager, deputy general manager, 
assistant manager, and director. A total of 182 valid 
responses were collected and analyzed. Results of 
descriptive statistics are presented in Table 1. Regarding 
job positions, the majority of participants (61) were 
assistant managers, accounting for 33.5%, followed by 
deputy general managers, with 40 individuals and 
representing 22%. In terms of years of service, the largest 
group had between 11 and 15 years of experience (60 
individuals, 33%), followed by those with 16 years or 
more. Concerning educational attainment, most 
participants held a college-level degree (113 individuals, 
62.1%), followed by those possessing a graduate-level 
degree (47 individuals, 25.8%). With respect to the type of 
organization, the majority of participants were employed 
in hotels (including star-rated and tourist hotels), 
comprising 123 individuals (67.6%), followed by those 
working in inns (including business hotels and motel-type 
establishments), totaling 59 individuals (32.4%). 

Table 1. Descriptive statistics of the sample 

Category Coun
t 

Percentag
e (%) Category Coun

t 
Percentag

e (%) 
Job position Years of service 

1. Chairperson 25 13.7 1. 5 years 
or less 33 18.1 

2. General 
manager 31 17.0 2. 6 to 10 

years 40 22.0 

3. Deputy 
general 

manager 
40 22.0 3. 11 to 

15 years 60 33.0 

4. Assistant 
manager 61 33.5 

4. 16 
years or 

more 
49 26.9 

5. Director 25 13.7    
Educational attainment Type of organization 

High/vocation
al school 22 12.1 

1. 
Hote

l 
123 67.6 

3. College 113 62.1 2. 
Inn 59 32.4 

4. Master’s or 
PhD 47 25.8    

3.3. Variable Measurement and 
Questionnaire Design 

The questionnaire design of this study consists of the 
independent variable—value disciplines (operational 
excellence, product leadership, and customer intimacy), 
the moderator—relational trust, and the dependent 
variable—organizational performance. The operational 
definitions of personal background variables, 
questionnaire design, and measurement methods are 
presented as follows: 
(1) Value disciplines 

From the perspective of value disciplines, this study 
explored operational excellence, customer intimacy, and 
product leadership [7,21]. A total of 15 measurement 
items (Table 2) were devised and evaluated using a five-
point Likert scale. First, regarding the dimension of 
operational excellence, the results of the exploratory factor 
analysis indicated that the sampling adequacy of the scale 
was satisfactory, with a KMO value of 0.854 and a 
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Bartlett’s test of sphericity value of 432.716. Using 
principal component analysis with Varimax rotation, the 
extracted common factors accounted for a cumulative 
variance of 65.91%, and the internal consistency 
reliability (Cronbach’s α) was 0.869. Second, regarding 
the dimension of product leadership, the results of the 
exploratory factor analysis indicated that the sampling 
adequacy of the scale was satisfactory, with a KMO value 
of 0.837 and a Bartlett’s test of sphericity value of 
437.418. Using principal component analysis with 
Varimax rotation, the extracted common factors accounted 
for a cumulative variance of 66.27%, and the internal 
consistency reliability (Cronbach’s α) was 0.871. Third, 
regarding customer intimacy, the results of the exploratory 
factor analysis indicated that the sampling adequacy of the 
scale was satisfactory, with a KMO value of 0.873 and a 
Bartlett’s test of sphericity value of 450.859. Using 
principal component analysis with Varimax rotation, the 
extracted common factors accounted for a cumulative 
variance of 68.13%, and the internal consistency 
reliability (Cronbach’s α) was 0.880. 

Table 2. Measurement items for value disciplines 

Variable Measurement items 

Operational 
excellence 

1. The company is genuinely committed to improving 
procedures to reduce cost. 

2. The company has established standard operating 
procedures and training manuals. 

3. The company genuinely provides products or services 
at low prices. 

4. The company is genuinely committed to improving 
operational efficiency. 

5. The company is known for its fast delivery of services. 

Product 
leadership 

6. The company has become a market leader by providing 
new products or services. 

7. The company consistently produces products or deliver 
services through the most updated technologies. 

8. The company is genuinely committed to shortening the 
time required to launch new products and services. 

9. The company is genuinely dedicated to enhancing 
product and service quality. 

10. The company consistently invests into product and 
service innovation. 

Customer 
intimacy 

11. The company is genuinely committed to building 
customer loyalty. 

12. The company genuinely has the flexibility to quickly 
respond to customer needs. 

13. The company is able to attract new customers with 
greater effectiveness, as compared to its competitors. 

14. The company is able to effectively extend the use of 
current customer information when developing market 

plans 
15. The company is genuinely committed to enhancing 

the capability of attracting and retaining customers. 
 
(2) Organizational performance 

In terms of measuring organizational performance, [43] 
suggested that the evaluation of organizational 
performance primarily involves assessing customer 
satisfaction with company services, revenue growth rate, 
profitability, and market share. [44] argued that 
organizational performance reflects a firm’s performance 
in the trading market and overall operations, and that it is 
a cognitive-level measurement indicator. As presented in 
Table 3, this study measured organizational performance 
based on the following dimensions: (1) customer 
satisfaction, (2) revenue capability, (3) profitability, (4) 
market share, (5) sales growth rate, and (6) productivity 

[43,44]. All items were measured using a five-point Likert 
scale. The results of the exploratory factor analysis 
indicated that the sampling adequacy of the scale was 
satisfactory, with a KMO value of 0.874 and a Bartlett’s 
test of sphericity value of 572.026. Using principal 
component analysis with Varimax rotation, the extracted 
common factors accounted for a cumulative variance of 
65.06%, and the internal consistency reliability 
(Cronbach’s α) was 0.891. 

Table 3. Measurement items for organizational performance 

Variable Measurement items 

Organizational 
performance 

1. Personally, I believe that the company I currently 
work for has high customer satisfaction. 

2. Personally, I believe that the company I currently 
work for has high revenue capability. 

3. Personally, I believe that the company I currently 
work for has high profitability. 

4. Personally, I believe that the company I currently 
work for has a high market share. 

5. Personally, I believe that the company I currently 
work for has a high sales growth rate. 

6. Personally, I believe that my colleagues in the 
company I currently work for have high productivity. 

 
(3) Relational trust 

Relational trust refers to one party’s perception that the 
other party has both the ability and willingness to act 
while taking into account the interests of both parties [45]. 
In this study, the measurement of relational trust was 
adapted from the scale developed by [46]. A total of eight 
items (see Table 4) were involved and measured using a 
five-point Likert scale. The results of the exploratory 
factor analysis indicated that the sampling adequacy of the 
scale was satisfactory, with a KMO value of 0.934 and a 
Bartlett’s test of sphericity value of 980.157. Using 
principal component analysis with Varimax rotation, the 
extracted common factors accounted for a cumulative 
variance of 67.23%, and the internal consistency 
reliability (Cronbach’s α) was 0.930. 

Table 4. Measurement items for relational trust 

Variable Measurement items 

Relational 
trust 

1. Board members and executives of the company generally 
keep their promises to me. 

2. When board members and executives offer work-related 
suggestions to me, I know those are their best judgements. 

3. I can expect the company’s board members and 
executives to be sincere. 

4. Even if the company’s board members and executives 
provide explanations that seem unreasonable, I trust they 

are acting in my best interests. 
5. When there is a problem, I can trust the company’s board 

members and executives to learn about the problem and 
respond promptly. 

6. Even if circumstances change, I can trust board members 
and executives to offer help and support. 

7. I can trust the company’s board members and executives 
to consider both parties’ interests when handling matters. 

8. In the future, the company’s board members and 
executives will take my expectations into consideration 

when making decisions and taking actions. 
 
(4) Personal background variables 

The personal background section of the questionnaire 
included information about job positions, years of service, 
educational attainment, and age. 
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3.4. Data Analysis Methods 
This study categorized the participants’ workplaces into 

two groups— (1) hotels and (2) inns—for comparative 
group regression analysis. Hierarchical regression analysis 
was employed to examine the moderating effect of 
relational trust on the relationship between value 
disciplines and organizational performance across these 
groups. The primary purpose of applying hierarchical 
regression analysis was to explain the overall predictive 
power of multiple independent variables on the dependent 
variable and to identify the linear combination of 
predictors that accounts for the relationship between the 
set of predictor variables and the criterion variable. 
Furthermore, the Enter method was adopted to select the 
most parsimonious regression model from all possible 
alternatives. The influence of each predictor on the 
criterion variable was determined based on the absolute 
value of the standardized regression coefficient (β). 

To determine whether hierarchical regression analysis 
was suitable to examine the linear relationships among 
variables, the significance of the F-test of the regression 
model and the observed β coefficients were primarily 
applied. The proportion of the total variance explained 
by the model, represented by the coefficient of 
determination (R²), indicated the model’s goodness of fit, 
with a higher value suggesting a better fit. However, 
multicollinearity could arise in regression analysis, 
leading to a situation in which the overall F-test of the 
model may be significant, but the individual t-tests of 
individual predictors’ net regression coefficients are not 
significant. Therefore, it was necessary to assess 
potential multicollinearity using the Variance Inflation 
Factor (VIF) test [47]. Severe multicollinearity is 
indicated when the VIF exceeds 10 [48,49]. 

4. Results and Analysis 

4.1. Pearson Correlation Analysis 
The correlation coefficients (r = 0.704**, r = 0.637**, r = 

0.654**, r = 0.624**) among the moderator, independent 
variables (operational excellence, product leadership, and 
customer intimacy, all of which are value disciplines), and 
dependent variable (organizational performance) all 
exhibited statistical significance. The mean value, 
standard deviation, and correlation coefficient of each 
variable are presented in Table 5. 

Table 5. Pearson correlation coefficients 

Variable Mean Standard 
deviation 1 2 3 4 5 

1. Relational 
trust 4.20 .833 1     

2. Operational 
excellence 4.35 .697 .704** 1    

3. Product 
leadership 4.33 .702 .637** .827*

* 1   

4. Customer 
intimacy 4.40 .691 .654** .820*

* 
.853*

* 1  

5. 
Organizational 
performance 

4.37 .698 .624** .824*

* 
.838*

* 
.82
3** 1 

* P < 0.05, **P < 0.01, *** P < 0.001 

4.2. Hierarchical Regression Analysis 
(1) Effects of value disciplines on organizational 
performance 

Analysis of the effects of the independent variables—
operational excellence (OE), product leadership (PL), and 
customer intimacy (CI)—on organizational performance 
(OP) is presented in Table 6. First, for the hotel group, the 
model exhibited strong explanatory power, with OE, PL, 
and CI exerting significant effects on OP (R2 = 0.864, F = 
252.737***); for the inn group, in Model 1, OE, PL, and CI 
demonstrated significant effects on OP (R2 = 0.346, F = 
9.682***). The VIF values were smaller than 10, 
suggesting good model explanatory power. In addition, 
regarding the respective effects of OE, PL, and CI on OP, 
for the hotel group, both OE and PL (β = .486, t = 
5.721***; β = .367, t = 3.893***) demonstrated 
significant effects on OP. For the inn group, only CI (β 
= .301, t = 2.584*) had significant effects on OP. 

Table 6. Effects of value disciplines on organizational performance 

Dependent 
variable 

Independent 
variable 

Organizational Performance (OP) 
Hotel group Inn group 

VIF 
β t-value β t-value 

(Constant) .036 .229 1.914 3.873  
OE .486 5.721*** .107 .979 1.624 
PL .367 3.893*** .169 1.344 1.649 
CI .140 1.472 .301 2.584* 1.667 
F 252.737*** 9.682***  
R2 0.864 0.346  

Adjusted R2 0.861 0.310  

1.* P < 0.05, **P < 0.01, *** P < 0.001 
2. Operational excellence (OE), product leadership (PL), and customer 
intimacy (CI) 
 
(2) Effects of the interaction between relational trust 
and value disciplines on organizational performance 
a. Effects of the interaction between relational trust and 
operational excellence on organizational performance 

Table 7 presents the effects of the interaction between 
the moderator (i.e., relational trust) and operational 
excellence on organizational performance. First, for the 
hotel group, Model 1 exhibited a strong explanatory 
power, with operational excellence and relational trust 
significantly influencing organizational performance (R2 = 
0.822, F = 276.736***). Model 2 incorporated the 
interaction term between relational trust and operational 
excellence, resulting in an R2 of 0.825 (F = 2.467). For the 
inn group, in Model 1, operational excellence and 
relational trust significantly influenced organizational 
performance (R2= 0.382, F = 17.305***). Model 2 
incorporated the interaction term between relational trust 
and operational excellence, yielding an R2 of 0.398 (F = 
1.439). All VIF values were smaller than 10, suggesting 
good model explanatory power. 

According to regression analysis of moderating effects, 
for the hotel group, while operational excellence (β = .668, 
t = 17.212***) demonstrated a significant influence on 
organizational performance in Model 1, the effect of 
relational trust (β = -.009, t = -0.224) on organizational 
performance was not significant. In Model 2, the 
interaction term between relational trust and operational 
excellence (β = -.028, t = -1.571) also exhibited no 
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significant influence on organizational performance. For 
the inn group, while operational excellence (β = -.028, t = 
0.302) did not have a significant influence on 
organizational performance, relational trust (β = .397, t = 
4.141***) demonstrated a significant effect on 
organizational performance. Additionally, in Model 2, the 
interaction term between relational trust and operational 
excellence (β = .080, t = 1.200) also exhibited no 
significant moderating effects on organizational 
performance. 
b. Effects of the interaction between relational trust 
and product leadership on organizational performance 

Table 8 presents the effects of the interaction between 
relational trust and product leadership on organizational 
performance. First, for the hotel group, Model 1 exhibited 
a strong explanatory power, with product leadership and 
relational trust significantly influencing organizational 
performance (R2 = 0.812, F = 285.405***). Model 2 
incorporated the interaction term between relational trust 
and product leadership, resulting in an R2 of 0.820 (F = 
5.696*). For the inn group, in Model 1, product leadership 
and relational trust significantly influencing organizational 
performance (R2= 0.400, F = 18.692***). Model 2 
incorporated the interaction term between relational trust 
and product leadership, yielding an R2 of 0.483 (F = 
8.757**). All VIF values were smaller than 10, suggesting 
good model explanatory power. 

According to regression analysis of moderating effects, 
for the hotel group, while product leadership (β = .608, t = 
16.541***) demonstrated a significant influence on 
organizational performance in Model 1, the effect of 
relational trust (β = .049, t = 1.332) on organizational 
performance was not significant. In Model 2, the 
interaction term between relational trust and product 
leadership (β = -.040, t = -2.387*) exhibited a significant 
moderating effect on organizational performance. For the 
inn group, while product leadership (β = .107, t = 1.349) 
did not have a significant influence on organizational 
performance, relational trust (β = .315, t = 4.134***) 

demonstrated a significant effect on organizational 
performance. Additionally, in Model 2, the interaction 
term between relational trust and product leadership (β = -
.167, t = -2.959**) exhibited significant moderating effects 
on organizational performance. The moderating effects are 
presented in Figure 2 and Figure 3. 

 
Figure 2. Moderating effects in the hotel group (TR*PL) 

 
Figure 3. Moderating effects in the inn group (TR*PL) 

Table 7. Moderating effect of relational trust between operational excellence and organizational performance 

Dependent 
variable 

Independent 
variable 

Organizational performance 
Hotel group Inn group 

Model 1 Model 2 Model 1 Model 2 
VIF 

β t value β t value β t value β t value 
(Constant) 4.348 143.886 4.368 134.550 4.428 91.945 4.375 66.921  

OE .668 17.212*** .625 13.198*** -.028 -.320 -.033 -.381 2.272 
TR -.009 -.244 -.010 -.264 .397 4.141*** .480 4.069*** 3.460 

TR*OE   -.028 -1.571   .080 1.200 2.076 
F 276.736*** 2.467 17.305*** 1.439  

R2 0.822 0.825 0.382 0.398  
Adjusted R2 0.819 0.821 0.360 0.365  

1.* P < 0.05, **P < 0.01, *** P < 0.001 
2. Operational excellence (OE) and relational trust (TR)  

Table 8. Moderating effects of relational trust between product leadership and organizational performance 

Dependent 
variable 

Independent 
variable 

Organizational performance 
Hotel group Inn group 

Model 1 Model 2 Model 1 Model 2 
VIF 

β t value β t value β t value β t value 
(Constant) 4.366 140.366 4.391 136.070 4.418 92.048 4.491 87.661  

PL .608 16.541*** .548 12.487*** .107 1.349 .109 1.460 1.480 
TR .049 1.332 .047 1.284 .315 4.134*** .227 2.934** 1.737 
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Dependent 
variable 

Independent 
variable 

Organizational performance 
Hotel group Inn group 

Model 1 Model 2 Model 1 Model 2 
VIF 

β t value β t value β t value β t value 
TR*PL   -.040 -2.387*   -.167 -2.959** 1.252 

F 258.405*** 5.696* 18.692*** 8.757**  

R2 0.812 0.820 0.400 0.483  
Adjusted R2 0.808 0.816 0.379 0.454  

1.* P < 0.05, **P < 0.01, *** P < 0.001 
2. Product leadership (PL) and relational trust (TR) 

 
c. Effects of the interaction between relational trust 
and customer intimacy on organizational performance 

Table 9 presents the effects of the interaction between 
relational trust and customer intimacy on organizational 
performance. First, for the hotel group, Model 1 exhibited 
a strong explanatory power, with customer intimacy and 
relational trust significantly influencing organizational 
performance (R2 = 0.778, F = 210.035***). Model 2 
incorporated the interaction term between relational trust 
and customer intimacy, resulting in an R2 of 0.788 (F = 
5.827*). For the inn group, in Model 1, customer intimacy 
and relational trust significantly influencing organizational 
performance (R2= 0.398, F = 18.490***). Model 2 
incorporated the interaction term between relational trust 
and customer intimacy, yielding an R2 of 0.461 (F = 
6.502*). All VIF values were smaller than 10, suggesting 
good model explanatory power. 

According to regression analysis of moderating effects, 
for the hotel group, both customer intimacy (β = .584, t = 
14.622***) and relational trust (β = .079, t = 1.986*) 
demonstrated a significant influence on organizational 
performance in Model 1. In Model 2, the interaction term 
between relational trust and customer intimacy (β = -.046, 
t = -2.414*) exhibited a significant moderating effect on 
organizational performance. For the inn group, while 
customer intimacy (β = .111, t = 1.253) did not have a 
significant influence on organizational performance, 
relational trust (β = .287, t = 3.070***) demonstrated a 
significant effect on organizational performance. 
Additionally, in Model 2, the interaction term between 
relational trust and customer intimacy (β = -.122, t = -
2.550*) exhibited significant moderating effects on 
organizational performance. The moderating effects are 
presented in Figure 4 and Figure 5. 

 
Figure 4. Moderating effects in the hotel group (TR*CI) 

 
Figure 5. Moderating effects in the inn group (TR*CI) 

Table 9. Moderating effects of relational trust between customer intimacy and organizational performance 

Dependent 
variable 

Independent 
variable 

Organizational performance 
Hotel group Inn group 

Model 1 Model 2 Model 1 Model 2 
VIF 

β t value β t value β t value β t value 
(Constant) 4.351 128.907 4.380 124.222 4.430 93.202 4.508 82.400  

CI .584 14.622*** .513 10.496*** .111 1.253 .058 .663 2.351 
TR .079 1.986* .075 1.924 .287 3.070** .207 2.196* 2.486 

TR*CI   -.046 -2.414*   -.122 -2.550* 1.689 
F 210.035*** 5.827* 18.490*** 6.502*  

R2 0.778 0.788 0.398 0.461  
Adjusted R2 0.774 0.783 0.376 0.432  

1.* P < 0.05, **P < 0.01, *** P <0.001 
2. Customer intimacy (CI) and relational trust (TR) 
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5. Conclusions 

5.1. Theoretical Implications 
This study conducted a questionnaire survey on 

executives in the labor-intensive hotel and accommodation 
sector. The results showed that, in the hotel group, 
operational excellence and product leadership exhibited 
significant positive influence on organizational performance, 
whereas in the inn group, customer intimacy demonstrated 
significant positive influence on organizational performance. 
These findings are partially consistent with the results 
reported by [22] and [21], suggesting that, although both 
hotels and inns fall within the accommodation sector, 
differences are present in their value disciplines and hence 
their organizational performance. 

Regarding the moderating effects of relational trust, the 
findings of this study are as follows: (1) According to 
analysis of the effects of the respective interaction 
between relational trust and operational excellence, 
product leadership, and customer intimacy on 
organizational performance, the interaction between 
relational trust and operational excellence does not 
significantly influence organizational performance in both 
the hotel and inn groups. (2) Analysis of the effects of the 
interaction between relational trust and product leadership 
reveals that such interaction has significant moderating 
effects in both the hotel and inn groups. (3) Similarly, the 
interaction between relational trust and customer intimacy 
also demonstrates significant moderating effects in both 
the hotel and inn groups. These findings support the 
research hypothesis that the interaction between relational 
trust and value disciplines (product leadership and 
customer intimacy) has an influence on organizational 
performance. 

5.2. Practical Implications for Management 
For hotels and inns whose primary operations center on 

accommodation services, different operational models 
embody distinct value disciplines. First, for the hotel 
group, company executives become aware that, increasing 
levels of negative relational trust may lead to aggravated 
negative perceptions of value disciplines (product 
leadership and customer intimacy), ultimately leading to 
decreased organizational performance. In addition, for the 
inn group, the interaction between relational trust and 
value disciplines (product leadership and customer 
intimacy) on organizational performance is mitigated. The 
results suggest that, the division of labor regarding 
operational goals and organizational structures may lead 
to varied levels of relational trust among executives, 
shareholders, and certain department managers. This 
indicates that organizations should devote their managerial 
efforts to enhancing relational trust, as it plays a decisive 
role in shaping competitive advantage and improving 
organizational performance. 

5.3. Recommendations for Future Research 
The research of value disciplines and organizational 

performance has been applied in various industrial studies. 

This empirical study focused on hotel and inn executives 
and confirmed that the interaction between relational trust 
and value disciplines has an influence on organizational 
performance. The implicit relational trust harbored within 
the minds of executives, often not easily observable, 
reflects the concealed nature of interpersonal relationships 
in Chinese societies. This phenomenon may further be 
examined through social exchange theory, psychological 
contract theory, transaction cost theory, or equity theory. 
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