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Abstract

This study is to determine how customer loyalty and gneertices affect company image
amongst Davao del Norte's hotels. There are 500 totdnas respondents in this study and they
are hotel guests from the following establishments: CHoljglay Resort, Bluewaters Village and
Resort, Cavanico Il Mare Resort, Pearl Farm Resort &Vimparo Beach Resort. Among the
hotels in Tagum City are Big 8 Hotel, Heroben Hometel,kiyu@ Budget Hotel, Penny Lane
Hotel & Casino, Hijo Resorts & Oyo 680 Golden Palace Hotde following analytical
instruments were utilized to tabulate and total tharfs: Mean was utilized to describe the level
of green practices and customer loyalty as predictorsowmfpany image. Pearson-r was also
utilized to determine the significance relationshigwleen the green practices and customer
loyalty as predictors of company image. Lastly, Multibileear Regression Analysis was utilized
to find out what domain in green practices and customertjogalpredictors of company image.
According to the studythere exists a significant influence between greentioes and customer
loyalty to company image among hotels in Davao del Nétethe domains of green practices
except for water conservation stated there is a sigmifinfluence between the two. For customer
loyalty, except for commitment and proportional visitse tresults confirm there is also a
significant influence between loyalty and company image.

Keywords: company image; customer loyalty; greetelh@reen practices

1. Introduction

Tangible and intangible factors both contribute to hosglutation. The balance of
tangible and intangible services is also thoughetedsential to the hotel's reputation. Customers
employ a variety of techniques to assess the levelraiceeand conduct a final assessment of the
goods and services provided by hospitality firms. Thiective beliefs, thoughts, images,
experiences, and impressions a person has about a dhpegson, a place, etc. make up their
image. On the other hand, brand reputation and brand imagevatuated according to how
people feel about a label or business. Therefore, engageoweniunication and consumer
experiences, it will gradually mature and develop. ThelRointernal and external forms of
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communication do a terrific job of establishing a positbhrand image and solidifying their
advantageous place in the market (Assaker et al., 2020 & Wa2@13).

The Eco hotel or green hotel are thought of as onbaeohatural sustainable practices
that intend to remove the detrimental impact on ourrabtasources through reducing energy use
by building cost-effective appliances, solar energy, puttingaesepplans for renewable energy,
cutting water use by installing wastewater-saving equipmenising rainwater, creating a
program for the reuse of bedsheets, proper segregationsaliggovaste and recycling (Abdou,
A.H., 2020).

In fact, customers are becoming more conscious of howlshaffect the environment
and appreciate hoteliers' efforts to be sustainable,hwiproves client satisfaction, fosters the
development of positive behavioral intentions, and indiydmblosts enterprises' competitiveness.
Given how important client loyalty is to a company's sescenarketers should look into how it
relates to customer happiness. Customer retention, fdgonerd of mouth, and repeat business
are all positively correlated with satisfaction. In fablappy guests are more inclined to
recommend and stay at green hotels again (Acampora, 2022).

In Region XI, the Department of Environmental and Naturalo®egs and its
established supporting body, the Environmental ManagemeeaBYEMB) XI, ensures the strict
compliance of “The Environmental Solid Waste Management Act of 2000 (Act No. 9003)” for the
systematic and comprehensive program of solid wastegemnent like the solid waste collection,
transportation, storage, processing, and disposal whkinvhole Davao region. Additionally, the
Sustainable Development Goal 6 of the United Nations Bnwient Program addresses the basic
features and sustainability of water resources to huandrenvironmental existence, in addition
to drinking water, sanitation, and hygiene. Lastly, energnseo/ation towards sustainable and
eco-friendly businesses is also practiced and implem¢bteNR, 1987).

This research was conducted to ascertain the effeetsoefriendly practices and repeat
business on company reputation among hotels in Davablaté. Particularly, the study was
carried out to seek responses to the aforementioned gaeds: t6 assess the level of green
practices amongst Davao del Norte's hotels regarding\eeéigency, water conservation, and
waste management. Second, to find out the level of cestlmyalty amongst Davao del Norte's
hotels in terms of attitudinal loyalty, which has folowing variables: trust, commitment, and
switching cost. Behavioral loyalty has the followingiahles: proportional visits, word of mouth,
and cooperation. Lastly, to determine the degree of coynjpaage amongst Davao del Ngs
hotels regarding the physical environment, contact iddals, high-quality service, company's
reputation and accessibility.

Furthermore, to determine the significant link betweeremgrpractices and company
image among hotels in Davao del Norte and determinedsignificant relationship between
customer loyalty and company image among Hotels in Daviabatée. It was determined that
green practices and customer loyalty significantly predictpeom image among hotels in Davao
del Norte. It was determined that the domain in greentipes significantly predicts company
image among hotels in Davao del Norte. Finally, it deteechwhich domain in customer loyalty
significantly predicts company image amongst Davao del Norte’s hotels.

The hypothesis were investigated at a significangel lef 0.05 with the following
statement; there is a consequential influence betgessn practices and company image among
hotels in Davao del Norte; there is an outstanding inflaebetween customer satisfactiord an
company image among hotels in Davao del Norte; Greentiggaicand Customer loyalty
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significantly predict customemiage amongst Davao del Norte’s hotels; there is a domain in green
practices that remarkably predicts company image amorgsiddel Norts hotels; there is a

domain in customer loyalty that remarkably predicts compamg@ramong hotels in Davao del
Norte.
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INDEPENDENT VARIABLE DEPENDENT VARIABLE

Green Practices
e Energy Conservation
e Water Conservation
¢ Waste Management

e Company Image
Physical Environment
Contact Personnel
Quality of Services
Corporate Identity
Accessibility

Y

Customer Loyalty
e Attitudinal Loyalty
Trust
Commitment
Switching Cost

e Behavioral Loyalty
Proportional Visits
Word of Mouth
Cooperation

1.1 Figure. The Conceptual Framework of the Study
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2. Method

The research respondents of the study are the guestsieustof the hotels in Davao del
Norte Province. This study was conducted in the school3@22-2023.

This study used a random sampling technique in each hotedvaoDdel Norte with a
sum of 500 research respondents. The distribution of questiesiper respondent, as shown in
Table 1, was as follows: 300 research respondents frensldnd Garden City of Samal and 200
research respondents from the City of Tagum.

The inclusion criteria identified in the study include tlesarts-hotel destinations in
Davao del Norte, namely Pearl Farm Beach Resoria \Aimparo Garden Beach Resort,
Bluewaters Village and Resort, Camp Holiday Resort, Cawdhiglare Resort located in Island
Garden City of Samal and Heroben Hometel, Oyo Hotigh, Resorts Davao, Penny Lane Hotel,
Lucky 9 Budget Hotel and Big 8 Corporate Hotel located in Ta@ityn Moreover, respondents
who are excluded from the study are those who are notfigdalo participate and are not
customers of the hotels mentioned in the inclusioeréait All respondents were also informed b
the researcher that participation in the study and coropleti the questionnaire was entirely
optional and that they might opt out at any time.

For the year 2023, this study was carried out in Davao deé&N8hilippines. Asuncion,
Babak (now in Samal), Compostela, Kapalong, Mabini, Mawédnkayo, Nabunturan, Panabo,
Pantukan, Samal, Santo Tomas and Tagum were the thititglen municipalities that made up
Davao del Norte. Six additional municipalitie€armen, Kaputian (now in Samal), Maco,
Montevista, New Bataan, and New Coreleere established on May 6, 1970. In accordance
with Republic Act No. 6430, the province's name was clthfrgen Davao del Norte to Davao on
June 17, 1972.

The subsequent statistical instruments were used in iniagptee data collected:

Mean. This was utilized to quantify the level of green actdgtand customer loyalty as predictors
of company image among hotels in Davao del Norte.

Pear son-r. This was utilized to figure out the significant relaticdipsbetween green practices and
customer loyalty as a predictor of company image amotgsin Davao del Norte.

Multiple Linear Regression Analysis. This was utilized to assessed what domain in green
practices and customer loyalty as predictors of compaagé among hotels in Davao del Norte.

In evaluating the level of green practices among hotdbairmo del Norte, the following
ratings are used:

Range of Means Descriptive Equivalent Inter pretation

4.20-5.00 Very high This means that green practic
among hotels in Davao del Norte w
very much observed.

3.40-4.19 High This means that green practic
among hotels in Davao del Norte w
much observed.

2.60 - 3.39 Moderate This means that green practic
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among hotels in Davao del Norte w
moderately observed.

1.80-2.59 Low This means that green practic
among hotels in Davao del Norte w
less observed.

1.00-1.79 Very Low This means that green practic
among hotels in Davao del Norte w
not observed.

The second questionnaire focuses on Customer Loyalty amdelg HoDavao del Norte with the

following indicators: attitudinal loyalty and behaviorayalty.

In evaluating the level of customer loyalty among hdteBavao del Norte, the following ratings

are used:

Range of Means Descriptive Equivalent Inter pretation

4.20-5.00 Very high This means that customer loyal
among hotels in Davao del Norte w
very much observed.

3.40-4.19 High This means that customer loyal
among hotels in Davao del Norte w
much observed.

2.60 - 3.39 Moderate This means that customer loyal
among hotels in Davao del Norte w
moderately observed.

1.80-2.59 Low This means that customer loyal
among hotels in Davao del Norte w
less observed.

1.00-1.79 Very Low This means that customer loyal
among hotels in Davao del Norte w
not observed.

The third questionnaire examines the company image ofddebaNorte hotels using
the following metrics: physical environment, contactrspes, service quality, corporate
identity and accessibility.

In evaluating the level of company image among hotels @avaD del Norte, the
following ratings are used:

Range of M eans Descriptive I nterpretation
Equivalent

4.20-5.00 Very high This means that company image amc
hotels in Davao del Norte was excellent.

3.40-4.19 High This means that company image amc
hotels in Davao del Norte was abo
average.

2.60 - 3.39 Moderate This means that company image amc
hotels in Davao del Norte was average.

1.80-2.59 Low This means that company image amc
hotels in Davao del Norte was belc
average.

1.00-1.79 Very Low This means that company image amc

hotels in Davao del Norte was very poor.

WWw.ijrp.org



JOANNE T. MAMITES/ International Journal of Research Publications (IJRP.ORG) @ JJRP .ORG

ISSN: 2708-3578 (Online)

209

This study uses correlational methods and regression analygart of a quantitative,
non-experimental research methodology. These researtiodsedealt with numbers that were
quantifiable in a systematic way to investigate phestan This quantitative non-experimental
research design used correlation techniques to analyze tamgeshin one variable are related to
changes in another variable and to define the variaidettze interactions occurring naturally
between the variables (Bhat, 2019).

3. Results and Discussion

This chapter contains the data and findings of the silalyles are arranged according to
subheadings: Level of Green Practices among Hotels indDdehaNorte; Level of Customer
Loyalty amongst Davao del Norte’s Hotels; Level of Company Image among hotels in Davao del
Norte; Significance on the Relationship of Greerctitas; Customer Loyalty to Company Image
amongst Davao el Norte’s Hotels; Regression Analysis on the Impact of Green Practices;
Customer Loyalty to Company Image among Hotels in Davao deeNRegression Analysis on
the impact of the domains of Green Practices to Compaage among Hotels in Davaolde
Norte and Regression Analysis on the impact of the awmaf Customer Loyalty to Company
Image among Hotels in Davao del Norte.

Shown in Table 1 are the mean scores for the indicafayseen practices among hotels
in Davao del Norte, having a standard deviation of 0.57 ana/arall mean of 4.27, which is
considered high. The extremely high level is a resulhefrespondents' extremely high response
rates across all parameters. This indicates thatefpondent's opinion of the energy, water, and
waste management measures used by hotels in Davao delis\fantorable and obvious.

Table 1.

Level of Green Practices among Hotels in Davao deleNor
Indicator Mean SD Descriptive L evel
Energy Conservation 4.24 0.65 Very High
Water Conservation 4.21 0.66 Very High
Waste Management 4.37 0.61 Very High
Overall 4.27 0.57 Very High

The mentioned overall mean score was the sum of ghest to lowest computed mean
scores for waste management, energy conservation, atedl w@nservation. 4.37, which is
extremely high, with a standard deviation of 0.61 for wasanagement. 4.24, which is very high,
with a standard deviation of 0.65 for energy conservatidn4a®l, which is very high, with a
standard deviation of 0.66 for water conservation.

Based on the result gathered, the indicators for grestiges are very much observed
and evident among hotels in Davao del Norte. This furtteemmthat the customers among hotels
understand the importance and concept of green practices) bdgomes an effective strategy to
boost and build green hotel competitiveness and a sabtaienvironment. The result is based on
the theory of Yang & Lin., (2020) & Gou et al. (2020), whated that green practices are those
processes and activities that organizations undertakb thie intention of not causing
environmental harm; as a result, businesses engaged prastices motivate partners and foster
collaboration.

Shown in Table 2 are the mean scores for the indgatbrcustomer loyalty among
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Hotels in Davao del Norte, with a standard deviation of GBan overall mean of 4.23, which is
considered to be extraordinarily high. The extremely high lével result of the respondents’
extremely high response rates across all parameteisintdicates that the respondent's reaction
to customer loyalty among Davao del Norte hotels isrihle and obvious in terms of attitudinal
loyalty with indicators of trust, commitment, and shitgy cost as well as behavioral loyalty with
indicators of proportional visits, worai~-mouth and cooperation.

The total mean score was created by adding the calcutegad scores listed below in
ascending order of highest to lowest: 4.57 or very highrist with a standard deviation of 0.44;
4.41 or very high for commitment with a standard destatof 0.50; 4.31 or very high for
proportional visits with a standard deviation of 0.59; 4B%ery high for word of mouth witia
standard deviation of 0.56; 4.14 or high for switching cast & standard deviation of 0.65; and
3.61 or high for cooperation with a standard deviation of 0.99.

Table 2.

Level of Customer Loyalty among Hotels in Davao del Norte
Indicators Mean SD Descriptive L evel
Trust 4.57 0.44 Very High
Commitment 4.41 0.50 Very High
Switching Cost 4.14 0.65 High
Proportional Visits 4.31 0.59 Very High
Word of Mouth 4.31 0.56 Very High
Cooperation 3.61 0.99 High
Overall 4.23 0.48 Very High

The respondent's responses on the level of customeryl@yating hotels in Davao del
Norte are very high except for switching costs and codpetathich are high. This means that
the indicators of customer loyalty were very mucheobsd among hotels. This further means that
the customers among hotels understand the importancestdmer loyalty with the following
indicators, namely: trust, commitment, switching cosgpprtional visits, word of mouth, and
cooperation, which will greatly contribute to buildingtimage of the hotel towards its market.

This result is in proportion to the theory of Liu & Jiaf@®20) who claims that customer
loyalty is the propensity of customers to stick with Haene service provider and make future
purchases. When service quality fulfills consumer expeatatibrand awareness and reputation
will rise, which may have an impact on customers' imbastto make repeat purchases.

Shown in Table 3 are the mean scores for the indeafatompany image among hotels
in Davao del Norte, with a relatively high overall anescore of 4.49 and a standard deviation of
0.44. The extremely high level is a result of the respaistiextremely high response rates across
all parameters. In terms of the physical environmentacbtersonnel, service quality, corporate
identity, and accessibility, the respondent's repliestopany image among hotels in Davao del
Norte are therefore favorable and obvious.

The following computed mean scores, in order of highesbwadt, contributed to the
overall mean score: 4.55 or interpreted as very togkhe physical environment with a standard
deviation of 0.57: 4.52 or evaluated as very high for comtextonnel with a standard deviation
of 0.48: 4.51 or interpreted as very high for the qualftpervice with a standard deviation of
0.47: 4.438 or evaluated as very high for corporate identityavstandard deviation of 0.558: and
4.39 or interpreted as very high for accessibility witeandard deviation of 0.557.
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Table 3.

Level of Company Image among Hotels in Davao del Norte
Indicators Mean SD Descriptive L evel
Physical Environment 4.55 0.57 Very High
Contact Personnel 452 0.48 Very High
Quality of Service 451 0.47 High
Corporate Identity 4.438 0.558 Very High
Accessibility 4.39 0.557 Very High
Overall 4.49 044 Very High

Therefore, based on the results gathered, the indicdtorccompany image are
interpreted as very high except for the quality of serwvidgich is high. Both very high and high
are interpreted as above average and excellent. This ntesnthe company image amongst
Davao del Norte’s hotels was extremely noticed and established. On the other hand, customers
among hotels understand the importance of company imate tiie following indicators
physical environment, contact persons, service quabityorate identity and accessibility will all
significantly contribute to building and advertising angany's reputation in the market.

Additionally, until today, they never stop the procespmimoting the competitiveness
of hotels and any type of business in order to build arctefiebrand image that will help the
hotel to have a strong market position. The followimgdjgators generate a feeling of comfort, add
value, help make recommendations, and increase brand ealuenient location, and effective
brand reputation. The greater the image the hotelthagyreater the customer and the sale. In
proportion to the study of Sangwan, A. D., & Bhakar, S. S. (204Bich asserts that a strong
brand image is crucial to ensuring total organizatianaicess in terms of improving financial
performance, a property's market value, and other eaksémtiicators including occupancy,
pricing, revenue, and return on hotels' investment.

One of the main goals of the study is to determine lvéneair not green practices have a
significant correlation with consumer loyalty to bramthge among hotels in Davao del Norte.
Pearson's r was used to determine the correlation betleemo variables. The results of the
computations are shown in Table 4.

The results showed the mean scores of the two varjddgeseen the green practices and
customer loyalty to company image among hotels in DalehdNorte, with the R-value of 0.605
and 0.735 and a p-value is 0.001. This data means thatdtienghip between the two variables
is valuable. The hypothesis is, therefore, rejected.
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Table 4.
Significance on the Relationship of Green Practices @Gumstomer Loyalty to Company Image
among Hotels in Davao del Norte

I ndependent Dependent

Variables Variable
r-value r-squared p-value Decison
Green Practices
Company  0.605* 0.3660 0.001 Reject Ho
Customer Loyalty
Image 0.735* 0.5402 0.001 Reject Ho

*
p< 0.05
According to studies on the relationships between asathe independent variable has
a positive impact on the dependent variable. In othedsydhe correlation's result demonstrates
that if green practices and customer loyalty are strantpcsis the level of hotel chain image.

As a result, green practices and customer loyalty signtficanfluence the company's
image. As regards to the study by Supriadi et al. (2017) whasdisatr a hotel's advantage over
rival establishments in the market is its capacitysigstainable operations and the green services
they offer have an impact on their guests' pleasure througlelements like amenities, green
space, an abundance of lovely plants that give shade, fiegh&r, cleaner hotel environment.
Additionally, the hotel's green image affects guestsatieral intent to return.

Data shown in Table 5 are the regression coefficientest the significant influence of
green practices and customer loyalty on company imagegahatals in Davao del Norte.

Table 5.
Regression Analysis on the Influence of Green Prestend Customer Loyalty to Company
Image among Hotels in Davao del Norte

Independent  (Under standar dized

Variables Coefficients) Standardized  t-value p-value Decision
Coefficients
B SE Beta
(constant)
1.545 0.15
3
Green
Practices 0.147 0.04 0.189* 3.574 0.001 Reject
1 Ho
Customer
Loyalty 0.548 0.04 0.606* 11.437 0.001 Reject
8 Ho
Dependent Variable: Company Image
R =0.748* R=0.560
F-ratio = 188.792 P-value = 0.001

The regression coefficient of green practices and custtogalty significantly predicts
company image. Using Pearson-r, the data revealed thanfthence of green practices and
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customer loyalty to company image amongst Davao del Norte’s hotels has a p-value of 0.001 and
an F-value of 188.792, respectively.

Given that the probability threshold is less than OiD¥ollows that environmentally
friendly activities and customer loyalty have a considerabipact on the reputation of the
business. According to the R2 value of 0.560, green busprastices and customer loyalty are
responsible for 56% of the company's image, while othetorfa were responsible for the
remaining 44%.

Since the probability level is below the 0.05 level gh#icance, the indicator for green
practices had a substantial effect on company image amoslg moDavao del Norte with a beta
of 0.189* and corresponding value of 0.001. Customer loyalty, batazof 0.606* and a p-value
of 0.001, indicating that it significantly affects compamage among Davao del Norte hotels
because the probability level is below the 0.05 lefsignificance.

Data shown in Table 6 are the regression coefficientest the significant influence of
the domains of green practices on company image among hrot@hvao del Norte.

Table 6.

Regression Analysis on the Influence of the domain&mfen Practices to Company Image
among Hotels in Davao del Norte

I ndependent
Variables (Under standar dized Standardized t-value p-value Decison
Coefficients) Coefficients
B SE Beta
(constant)
2.373 0.154
Energy
Conservation 0.196 0.047 0.288* 4.210 0.001 Reject
Ho
Water
Conservation -0.010 0.049 - 0.015 -0.209 0.834 Fail to
Reject
Ho
Waste
Management 0.304 0.047 0.420* 6.529 0.001 Reject
Ho
Dependent Variable: Company Image
R = 0.630* R=0.397
F-ratio = 64.967 P-value = 0.001

Multiple linear regressions were used to analyze the daththe results revealed that the
effect of green practices on a company's reputation amowvgoRiel Norte hotels had an F-value
of 64.967 and a corresponding p-value of 0.001.
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Given that the likelihood value is less than 0.05, thigcates that green practices have
substantial impact on a company's image. The R? res@lt397 indicates that, whereas other
factors affected 60.3% of the firm image in Davao del Nootels, green practices are thought to
affect 39.7% of it.

Given that the probability level is below the 0.05ellesf significance, and the indicator
Energy Conservation had a beta of 0.288* and an associagdeef 0.001, which reflects that
energy conservation significantly affects the companygenaf hotels in Davao del Norte.
Additionally, Water Conservation had a beta of - 0.015 andreesponding p-value of 0.834,
indicating that it has no discernible impact on the comparage of hotels in Davao del Norte
because the probability level exceeds the 0.05 levsigaificance. Last but not the least, Waste
Management had a beta of 0.420* and an associated p-value (i, On@icating that it
significantly affects the company image among hotelBamao del Norte because the probability
level is below the 0.05 level of significance.

Data shown in Table 7 are the regression coefficientsst the significant influencd o
customer loyalty on company image among hotels in Ddeablorte.

Table 7. Regression Analysis on the Influence of threadlos of Customer Loyalty to Company
Image among Hotels in Davao del Norte

Independent
Variables (Ung%resftf?;céﬁ{glzed Standar dized t-value p-value Decison
Coefficients
B SE Beta

(constant)

1.236 0.175
Trust

0.319 0.056 0.321* 5.748 0.001 RejectHo
Commitment

0.065 0.056 0.074 1.161  0.247 Fail to

Reject Ho

Switching Cost

0.251 0.039 0.374* 6.498 0.001 Reject Ho
Proportional
Visits 0.002 0.043 0.003 0.053 0.958 Fail to

Reject Ho

Word of
Mouth 0.062 0.031 0.097* 2.015 0.045 Reject Ho
Cooperation

0.053 0.019 0.118* 2.700 0.007 Reject Ho
Dependent Variable: Company Image

R =0.774* R=0.600
F-ratio = 73.127 P-value = 0.001

According to the results from the multiple linear reagien analysis, the influence of
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customer loyalty toward brand image among Davao del Matils has an F-value of 73.127 and
a corresponding p-value of 0.001.

Since the likelihood value is below 0.05, it may be concludaticustomer loyalty has a
major impact on a company's reputation. The R2 value @00indicates that 60% of the
company image is influenced by customer loyalty among Daehd\orte hotels and 40% is
influenced by other factors.

Since the probability level is below the 0.05 leviesignificance, the indicator trust had
a beta of 0.321* and an associated p-value of 0.001 aitirticthat trust significantly affects
company image among hotels in Davao del Norte. Thetiattcommitment had a beta of 0.074
and a corresponding p-value of 0.247, greater than thdicigrde level of 0.05, indicates that
commitment has no recognizable impact on the company imiapetels in Davao del Norte.
However, switching cost had a beta of 0.374* and a correspppdimlue of 0.001, indicating
that it significantly affects company image among fsotiel Davao del Norte because the
probability level is below the 0.05 level of significaad®roportional visits had a beta of 0.003
and an associated p-value of 0.958, indicating that they barkaognizable impact on the
company image of hotels in Davao del Norte this is isedhe probability level exceeds the level
of significance at 0.05. Additionally, word of mouth had a lmt@.097* and a corresponding p-
value of 0.045, indicating that it significantly affectddidirm image in Davao del Norte because
the probability level is above the 0.05 level of sigmifice. Last but not the least, cooperation had
a beta of 0.118* and an associated p-value of 0.007, indicatatgitttsignificantly affects
company image among hotels in Davao del Norte becaugedhability level is above the level
of significance at 0.05.

As a result, there is a relationship between custoayaity and company image among
hotels in Davao del Norte by the indicators trust, $viitg cost, word of mouth, and cooperation,
while commitment and proportional visit do ndthis is relative to the theory of Dam (2021),
which claims that a good brand image also affects braadeaess, loyalty, and competitiveness.
Maintaining a great brand reputation and constantly ssimaEonsumer expectations can help
brands in attracting new clients and retaining current,otieseby boosting credibility and
loyalty.

4. Conclusion and Recommendation

These days though, guests' expectations in a hotel arghhaochigher level of a clean
and sustainable environment. One of the most well-knoamcepts of sustainable development is
green practices. The happiness of customers with gredngbsowill significantly increase their
loyalty and produce greater impact on the brand imagbeobtisiness. The research findings
support the following judgments: Each and every indicatgreen practices were tagged as very
high, which means they are evident and very much oldeRar customer loyalty, the indicators
cooperation and switching cost were interpreted as highe the other indicators, namely: trust,
commitment, proportional visits, and word of mouth, evdescribed as very high. Finally, when it
came to company image, customers gave good marks fohylseca environment, the people
they interacted with, the corporate brand and accesgibili

Anent to this, the following recommendations were reffleby the researcher to areas
that need assessment and improvement. The areas untteneufoyalty are cooperation and
switching costs, which got high descriptive values. Tkearcher suggests extending the result of
cooperationfrom high to very high by building better and strong reteships with its customers.
"Get personal with your customers." Demonstrating to thieat they are valued by offering
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specials, rewards programs, and the use of vouchers to ¢xéinstay at the hotel. The hotel, on
the other hand, may get something from the customeysghrcooperation on surveys, feedback,
and evaluation. Customers can then use it to spread tidealvout the hotel's goods and services
to their personal networks on social media.

Additionally, to get a high-level result for switchirgsts, customers who were valued
were the ones who stayed longer at the company. HEstablishment must change their policies
regarding the cancellation of reservations. Customeyscaacel ahead of time and rebook their
scheduled visit. The quality of service, food, ambiantferdability, accessibility, and types of
products must be enhanced, innovative, and properly establishader for the customers t
experience no delays and excellent service throughout stegjr at the hotel. This can help
customers to genuinely feel their value and contributioratds the hotel, thus making it hard for
them to decide to change hotels.

Moreover, quality of servicewas considered the most crucial aspect of a hotel
establishment. To extend the result from high to veghhhotel establishments must conduct
training, seminars, career development, and team buildirtgdoremployees in order for them to
continue growing in terms of knowledge and understandingedfjdb duties and responsibilities.
Hotel establishments may also implement a cash voagtteincentives given to those employees
who are performing well every month. A paid time offipplmay also be implemented for
employees for any vacation and sick leave without feésifig their job after coming back from
work. Employees may also be given a discount (10% - 15%) wheratlad of any products and
services by the hotel at any branch. Through this, eraplayorale may be practiced and boosted,
thus enhancing and keeping them motivated to work and be aladddtess the needs and
expectations of their clientele.

Moreover, there exists a significant influence betweesery practices and customer
loyalty to company image among hotels in Davao del Nédiethe domains of green practices
except for water conservation stated there is a sigmifinfluence between the two. For customer
loyalty, except for commitment and proportional visitise tresults confirm there is also a
significant influence between loyalty and company image.

The outcome supported the thesis of the earlier study byirB&het al. (2020) who
states that by interpreting the perception of a green laarath associative network theory, helps
in enhancing the explanation of outcome elements which inchraesl preferences, loyalty and
corporate image among green businesses.
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