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Abstract

While integrated resorts (IR) are notable for the variety of amenities and
facilities offered, the revenue distribution of IRs in Asia is heavily weighted
towards the casino division. As such, this paper analyzes the impact of
attribute—level satisfaction of the IR from the perspective of the game patrons in
terms of overall satisfaction and behavioral intentions. In particular, considering
the unique nature of gambling, we incorporate the role of credibility of the
casino operator into the model. The results show that the satisfaction with the
gaming service significantly affects the overall satisfaction and subsequently the
behavioral intentions. Interestingly, unlike other studies, the other attributes, i.e.,
operating environment, amenities, and location factors, do not directly affect
overall satisfaction, but affect behavioral intention through the perceived
credibility of the operator.

Keywords . Integrated Resorts; Attribute—level Satisfaction; Behavioral
Intentions
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Variance
29 4 Eigen- explained Cronbach’s  Factor =~ Commu-—
A E value (%) alpha loadings  nalites CR. AVE

Casino Game
=2 5E 7 64
BX e QAR 73 64
=X e HA WEFA 85 67
EERIETEr 9.89 49.43 91 =0 75 .90 56
oA Aqu 72 68
sdE 4y 75 72
wpAE A Aqu) 70 66
Casino Environment
okt HolE A 81 76
chekgt =4l A9 78 65
J4dst golg F3t 2.10 10.49 88 74 60 .90 60
A e TR 76 64
el # el 73 64
AL +4 30 69
Variety of Amenities
= A = 84 79

&gt g AlE 1.20 5.99 87 90 81 87 63
dd A owe 18 70
= g 64 60
Location
o5 2gAA +HA4
o5 Al M) =] 2 103 5.13 ) 0 85 9279
A .90 7

o 92 85
g5 A {4

Total cumulative variance explained (%) : 71.031

Kaiser-Meyer-Olkin: .931 %°=3,647.99 p = .00

Note. All loadings are significant at p<0.05; no standardized regression weight below .50.

<¥ 3> A#AA, i L

)

Focal constructs Mean® SD (D (2) (3) (4)
(1) Casino game 4.46 0.81 0.562 0.834 0.635 0.631
(2) Casino environment 4.37 0.81 0.696 0.600 0.540 0.499
(3) Variety of amenities 4.49 0.86 0.403 0.292 0.631 0.691
(4) Location 4.62 1.02 0.398 0.249 0.477 0.793

a.These statistics are computed from the average of each person’s responses for each construct.

Note. Correlations below the diagonal; Average variance extracted (AVE) on the diagonal; Squared

correlation above the diagonal. All correlation coefficients are significant at p < 0.05.
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<H 4> A7 =Y PA A
2g 1 2y 2 iR iR 2
Std. t— Std. t— Std. t— Std. t—
Coeff. stat. Coeff. stat. Coeff.  stat. Coeff. stat.
7} 1: Attribute satisfaction —  Overall satisfaction
Attributes
Casino game 43 2.87 7 58 8.65 7 .43 287 7 43 2.78
Casino .03 22 .03 22 02 14
environment
Variety of .06 62 .06 54 .05 56
amenities
Location 12 1.42 12 .16 12 1.31
7} 20 Attribute satisfaction —  Credibility
Attributes
Casino game 25 2.05 " .26 2.07 24 1.97 .25 2.02
Casino .37 352 7 .37 3.48 .37 353 7 .37 3.53
environment
Variety of 16 213 16 207 16 212 16 2.13
amenities
Location .20 2.69 .19 2.61 .20 2.67 - .20 2.69
7} 3: Credibility — Behavioral intentions
14 2.10 ° 14 2.12 ° 14 2.09 . 14 2.09
7} 4: Overall Satisfaction — Behavioral intentions
71 11.07 ™ 71 1118 ™ .71 11.02 ™ 71 11.02
Added paths
Overall satisfaction — Credibility
.01 .18
Credibility — Overall satisfaction
.02 .18
Casino game .45
Indirect Casino
Effects i :
to Casino game .34" environment 05 Casino game .34"
. Varieties of
Behavioral
Intentions amenities 02+
Location 03"
y2/d.f 2.01 y2/d.f 2.00 y2/d.f 2.02 x2/d.f 2.02
IFT .94 CFI .94 IFT .94 CFI .94 IFT .94 CFI .94 IFT .94 CFI .94
Model Fit TLI .93 RMR .06 TLI .93 RMR .06 TLI .93 RMR .06 TLI .93 RMR .06
Statistics sRMR .059 sRMR .059 sRMR .059 sRMR .059
RMSEA .06 RMSEA .06 RMSEA .06 RMSEA .06
BCC 669.05 BCC 666.57 BCC 671.25 BCC 671.25
BIC 899.23 BIC 886.88 BIC 904.72 BIC 904.72
CAIC 969.23 CAIC 953.88 CAIC 975.7 CAIC 975.72

Satisfaction=.34
Credibility =.71
Intention=.61

Squared ultiple
Correlation
(SMC)

Satisfaction=.34
Credibility =.71
Intention=.61

Satisfaction=.34
Credibility =.71
Intention=.61

Satisfaction=.34
Credibility =.71
Intention=.61

Note. IFI = Incremental fit index, CFI = Comparative fit index, TLI = Tucker—Lewis index, RMR =
Root mean square residual, sRMR = Standardized RMR, RMSEA = Root mean square error of
approximation, BIC = Bayesian information criterion, BCC = Browne—Cudeck Criterion, CAIC =
Consistent Akaike information criterion, SMC = Squared Multiple Correlations

#xx p<(0.001, ** p<0.01, * p<0.05 , T p < 0.10 (two—tailed tests for unstandardized coefficients).
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Notes:
(1) Standardized coefficients are denoted.

(2) Only significant coefficients are denoted. #** p<0.001, ** p<0.01, * p<0.05 , ¥ p < 0.10 (two—tailed tests for
unstandardized coefficients).

(3) The dotted lines indicate insignificant links.
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