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Abstract  

Tourism is currently one of the largest sectors in the world and has contributed to world 

economic growth. Malaysia, in recent times, has become one of the most visited countries in 

Southeast Asia. An increase of tourist arrivals (from both domestic and international visitors) has 

caused an increase in the number of accommodation that is available each year, and placesthe 

hotel industry as one of the most popular segments in the tourism industry. Since environmental 

awareness has been increasing across the world, a green image is seen to be an important aspect 

to be explored in the hotel industry in current times. Thus, the aim of this study is to examine the 

influence of a green image towards customer satisfaction and customer loyalty among a hotel’s 

guests in the Malaysian hotel industry. 
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1. Introduction  

Malaysia is one of the most popular tourist destinations in Asia. According to UNWTO (2014), 

international tourist arrivals to Asia and the Pacific increased by 6 percent to 248 million visitors 

in 2013 over the previous year. From this number, the Asia-Pacific region showed the highest 

increase of 6% compared to Europe and Africa that showed increases of 5%. As expected, 

Southeast Asia was fastest growing destination in the region and in the world for two 

consecutive years (2012 and 2013). Through this increment, this sector has the potential for 

infrastructure development and in providing sufficient employment opportunities to residents 

(UNWTO, 2014). However, since tourism involves the interaction between humans and the 

environment, the increase of tourist arrivals and tourism activitiesis seen to give an impact on the 

environment (Siti Nabiha et al., 2011).  

 

According to the Central Intelligence Agency (CIA) (2015) and Zam Zuriyati et al. (2014), 

environmental issues has plagued Malaysia for some time, which include water pollution, air 

pollution, waste disposal, climate change, global warming, deforestation and haze. According to 

Siti Nabiha et al. (2015), Malaysia still lack of tourism strategyin place at the national level; 

however, there are a few plans and policies that are relevant to a few national development plans 

namely the Five-Year Malaysia Plan, the National Tourism Policy and the National Ecotourism 

Plan. The 10
th

 Malaysia Plan concentrated on the steps to solve global warming, environmental 

conservation and sustainability, while the 11
th

 Malaysia Plan (2016-2020) will emphasise on 

proposing policies and regulations, human capital development and green technology 

investments. This plan will also enhance the country’s economy through the cooperation from all 

agenciesincluding the government as well as private and non-profit organizations. In this 11
th

 

Malaysia Plan, four focus areas were given priority, such as strengthening the resilience to 

climate change and natural disasters, enabling the environment for green development, adopting 

the concept of sustainable consumption and production and conservation of natural resources for 

present and future generations (Economic Planning Unit, 2015).  

 

According to Lita et al. (2014), attention to the environmental issues and business practices is 

more popular in developed countries compared to developing countries, particularly in the aspect 

of community awareness and government policies and regulation. This statement supported the 
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research by Kang et al. (2012), which found that the world’s leading hotels have taken their own 

initiative to invest in environmentally friendly practices a few years ago. Furthermore, according 

to Abdul Samad et al. (2008), hotels in Malaysia are more focused on facilities and services 

rather than environmental policies and practices. Based on previous research,a number of hotel 

management teams were hesitant to take the initiative in carrying out green practices in their 

hotel because they are not certain whether these provide value or not to the customers (Mohd 

Noor and Kumar, 2014) and are uncertain of the need of becoming green (Smith and Perks, 

2010).  

 

Recently, research about image has become the focus among researchers as well as the 

management of organizations because it involves employee or customer behavior in making 

decisions (Han, Hsu & Lee, 2009). However, until 2010, there has been no research focused on a 

green hotel’s image from the perspective of hotel guests (Lee et al., 2010). Research by Bell 

(2008) indicates that there is also limited research linking green practices and hotel image in the 

hospitality sector. 

 

Since the hotel industry makes a huge impact on the environment from the construction and daily 

operations which can bring about effectsof climate change, it seems that this industry is an 

important one to be explored. Green hotels, also called eco-friendly hotels, ecologically friendly 

hotels or environmentally friendly hotels, are institutions that eagerly follow water and energy 

saving practices, solid waste reduction, and cost saving to help in protecting our earth (GHA, 

2013). According to ASEAN (2013), a green hotel is an environmentally friendly hotel that 

practices energy conservation. This concept of hotel development is one of the initiatives made 

to protect and conserve the environment. From all the registered hotels with the Ministry of 

Tourism and Culture up until November 2014, only 10 of 1935 hotels were awarded as green 

hotels in Malaysia by ASEAN. This number indicates there are still very few hotels that 

recognize the importance of utilizing green practices in their hotel and the need for green hotels 

is constantly increasing.  

 

According to Lee et al. (2014), various definitions of brand image began over the last six decades 

through specific terminology. Initially, the concept of brand image was associated with the 
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cognitive and effective perspective, then in the 1980s, the concepts of image related to the 

symbolic meaning of products. Beginning in the 1990s, service image was considered part of the 

brand image concept. However, the product image concept is now described as a separate term 

from brand image. The image concept of a firm has attracted increasing attention from both 

academia and industry, because it is believed to play an important role in customer’s decision-

making process (Han et al., 2009) and behavior (Kotler &Gertner, 2002). Furthermore, image of 

the company plays a vital role in distinguishing it from another company (Jeong & Jang, 2010). 

According to Han et al. (2009), overall image refers to hotel customers’ overall perception 

towards green hotel, formed by information and knowledge about green hotels and its attributes. 

Image gives an impact to the customer behavior in buying or consuming good and services 

(Kadampully  & Suhartanto, 2003). Image also creates a first impression for the customer, thus 

an attractive image can create good word of mouth from previous customers and can attract new 

customers (Khan, 2013). Thus, a green image refers to the perception of the guest towards the 

green characteristics provided in the hotel. Since this research covers non-green hotels, a green 

hotel image is the perception of the guest towards the green attributes provided in the hotel as a 

whole.  Echtner and Ritchie (1991) classified image into two dimensions, namely holistic and 

attributes. Holistic refers to the picturing of the phenomena as a whole in the individual’s mind, 

while attributes refer to the facilities and physical environment that influence the phenomena. 

Thus, the attributes in this research focus on the perception of the customer towards physical 

facilities, interior design, price, the quality of the products provided and staff performance, while 

holistic is the perception of the customer towards a hotel’s atmosphere, reputation, external 

appearance and hotel layout as suggested by Kandampully & Suhartanto (2000).  

 

Customer satisfaction has been a popular topic in academic research, especially in marketing 

research since the initial study done by Cardozo (1965) on customer effort, expectations and 

satisfaction. Customer satisfaction is an essential factor to provide revenues and profits and one 

of the critical components of the hotel industry’s position of value to a guest (Maghzi, 

Abbaspour, Eskandarian, and Abdul Hamid, 2011). To ensure customer satisfaction is achieved, 

it is important to recognize and anticipate customer needs (Dominici and Guzzo, 2010).  This 

statement is agreed by Ranjbarian et al. (2011) who states that customer satisfaction is related to 

the needs and expectations of the customers towards several factors, such as previous personal 
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experience, well known products or what the company has promised and the price of the goods 

or service. Customers are satisfied if they have positive feelings that result from having received 

beyond what was expected, including the purchase decision and the needs associated with the 

purchase (Armstrong & Kotler, 1996; Wiele, Boselie & Hesselink, 2002; Akbar & Parvez, 

2009). Customers will respond positively if the products and services meet or exceed their 

requirements. However, if their needs are not met, they will respond differently. 

 

Since the cost of attracting new customers is higher than the cost of retaining the existing ones, 

in order to be successful managers must concentrate on retaining existing customers by 

implementing effective policies for customer satisfaction and loyalty (Jurdana and Frleta, 2016; 

Dominici and Guzzo, 2010). Customer loyalty refers to the strength of the relationship between 

an individual’s attitude towards product, brand, service, store or vendor and repeat patronage. 

According to Oliver  (1999), customer loyalty consists of both attitudinal and behavioral 

commitment to the relationship, such as being price insensitive, giving positive word of mouth 

and repeat patronage. Attitudinal loyalty is closely related to the power of psychology and 

attitudes towards products or services offered at the green hotels. Customers who have high 

attitudinal loyalty will endure and resist attempts in contrary directions. It is likely to influence 

behavior among customers. According to Allen and Wilburn (2002), loyalty has two constructs 

namely affective loyalty and cognitive loyalty. Affective loyalty is based on emotions and 

interactions between people, while cognitive loyalty involves perception towards what is being 

offered such as price, accessibility and punctuality. Most hotels are now faced with the challenge 

of meeting and further exceeding these customer expectations to ensure repeat patronage, which 

is the bedrock of any business (Caruana, Money & Berthon, 2000). Although several factors 

have been reported as relevant for gaining customer loyalty, nonetheless, customer satisfaction is 

highly recognized for its fundamental role (Jamal & Naser, 2002). According to Nurul Syaqirah 

and Putra Faizurrahman (2014), the success of the tourism industry, especially in the hotel 

sector, depends on the customer satisfaction. Moreover, an emotional link to customer loyalty is 

one of the key strengths of any green product (Hartmann & Ibanez, 2006). According to Nurul 

Syaqirah and Putra Faizurrahman (2014), one of the factors that influence customer satisfaction 

and customer loyalty in the hotel industry is the perception towards physical aspects and tangible 

dimension, or more commonly known as image.  An article reviewed by Cohen, Prayat and 
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Moital (2014) on Customer Behavior literature published in three major tourism journal namely 

Annals of Tourism Research, Tourism Management and Journal of Travel Research from 2000 

to 2012 reveals that from 519 articles, 117 article research on satisfaction, trust and loyalty. It is 

shows that, this kind of concepts is the leading compared to others. This means concept of 

satisfaction and loyalty is the most important conceptual dimensions of tourism customer 

behavior research. 

 

Green hotels refer to properties that have programs or activities conducted by the management 

that are environmentally friendly, can save energy and water and can improve waste 

management (GHA, 2013; Alexander, 2002). According to Alexander (2002), by the efficient 

use of water, energy and materials, the green hotel can reduce cost and liabilities, receive higher 

returnswith low-risk investments and expand profits. By relating with socio-economy elements, 

Kasim (2004) explains the operation of a green hotel should be in an accountable approach 

towards employees, society, local culture and environment, while from a business view, it is 

related to decision-making and green thinking. Wolff (2008) and Heisterkamp (2009) agree that 

consumers expect more by green hotels need to be more socially and environmentally 

responsible. According to Han, Hsu and Sheu (2010), eco-purchasing and recycling are also 

activities that can reduce negative impacts on the environment. This paper looks at the 

perceptions of the customer towards a non-green hotel; a non-green hotel refers to the hotel that 

has been registered with the Ministry of Tourism and Culture, Malaysia, but has not been 

awarded as a green hotel by the ASEAN Tourism National Organization. However, this type of 

hotel has the probability of adopting a green image in their hotel even though not it has not been 

awarded as a green hotel.Thus, this paper is to answer the two objectives as follows. 

 

1. To examine the level of Green Image in the hotel industry in Malaysia among the non-green 

hotels 

2. To examine the influence of Green Image on Customer Satisfaction and Customer Loyalty 

among the guests in the Malaysian non-green hotel industry 
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2. Research Method (10pt) 

2.1. Participants 

Sincethis studyinvolved hotel customers and thenumber ofstudypopulationcannot be determined, 

the researcher used sample frame design as suggested by Burns and Bush (2014) named 

Confidence Interval Method. The sampling frame for this study was created based on the 

valuable questionnaires with the population (N) size of 932.  

 

The calculated sample (n) size is between 96 and 384. However, as an additon toobtainan 

adequateand appropriate number of samples, the researcher also used the sampling size formula 

by Krejcie and Morgan (1970). By using this formula, the final number of respondents that are 

usable for analysis is 265 respondents. 

 

2.2. Measures 

This study involves three sections of questionnaire. For Green Image, the questions wereadapted 

and modified from Kandampully & Suhartanto (2000). After having conducted the Exploratory 

Factor Analysis (EFA), the final number of  items for this construct was 9 items. For the 

Customer Satisfaction construct, there were 14 items developed. The items were adapted from 

Skogland and Siguaw (2004). While for the Customer Loyalty construct, this research referred to 

the questionnaire that was modified by Al-Rousan, M. Ramzi and Badaruddin (2010) and 

Skogland and Siguaw (2004). The number of items measuring Customer Loyalty is 8 questions.  

The responses for all items measuring the respective constructs were measured using the 10-

point Interval Scale with 1= “strongly disagree” and 10= “strongly agree”. There are several 

reason why this research used awider scale - the 10-point scale, among them are - to have more 

independence measure, to obtain higher level of accuracy of measurement, to minimize the 

leniency problem, to suit central tendency and to minimize the “halo effect” associated with the 

scales. And more importantly, to meet the scale requirement for  multivariate statistical analysis 

technique (Hill, Roche and Allen, 2007; Coelho & Esteves, 2007; Wittink and Bayer, 1994; 

Walker, 1994).  
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3. Results and Analysis 

Based on demographic analysis, among the respondents were 44.9% male (119 respondents) and 

55.1% female (146 respondents).  The majority of respondents were teenagers, where 49.1% 

(130 respondents) were between 21 to 30 years oo age, followed by 24.5% (60 respondents) who 

were between 31 to 40 years old, 13.6% (36 respondents) who were between 41 to 50 years of 

age, 9.8% (26 respondents) who were below 20 years of age, and  the remaining 3% (8 

respondents) who were aged between 51 to 60 years of age.  

 

There are several reasons why the respondentsstayed at the hotel. Most of them were travelling 

for relaxation (30.6%), while a number of others were for business purposes (18.1%). A total of 

31 respondents were travelling for educational purposes such as attending a conference or 

meeting, etc. (11.7%). The remaining balance of 18.1% were staying  in a hotel for other 

purposes such as visiting friends or relatives, culture, fun, and sport. 

 

3.1. Preliminary analyses 

Table 1: Reliability Test 

Dimension/Variable No. of 

items 

Cronbach’s 

Alpha 

(n=265) 

Consistency 

 

Green Image 9 0.963 Good 

Consistency 

Attributes 6 0.946 Good 

Consistency 

Holistic 3 0.926 Good 

Consistency 

 Customer 

Satisfaction 

14 0.978 Good 

Consistency 

 Cognitive 7 0.965 Good 

Consistency 

 Affective 7 0.959 Good 
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Consistency 

Customer Loyalty 8 0.965 Good 

Consistency 

Attitudinal 5 0.965 Good 

Consistency 

Behavioral 3 0.916 Good 

Consistency 

To verify the reliability of the instrument for the variables green image, customer satisfaction 

and customer loyalty, instrument reliability analysis was conducted. Based on Table 1, the three 

variables showed values of Cronbach’s Alpha as above 0.90. Sekaran and Bougie (2010) and 

Awang (2014; 2015) stated that values of Cronbach’s Alpha more than 0.6 is acceptable for 

further investigation.Thus, all constructs in the study haveachieved the requiredlevel of internal 

reliability. 

 

Table 2: Normality Test 

 Min Max Mean Skewness Kurtosis 

 Statistic Statistic Statisti

c 

Statistic Std. 

Error 

Statistic Std. 

Error 

Green Image 1.44 10.00 6.7466 -0.418 0.150 0.130 0.298 

Customer 

Satisfaction 

1.43 10.00 6.9725 -0.345 0.150 -0.233 0.298 

Customer 

Loyalty 

1.00 10.00 6.7883 -0.385 0.150 0.141 0.298 

 

Normality tests were conducted to determine whether the data was normally distributed or not. 

This procedure is a basic requirement for conducting inferential statistical analysis. From Table 

2, the result of the skewness and kurtosis tests conducted shows that the value of skewness is -

0.418 and kurtosis is 0.130 for the variable of green image, the skewness and the kurtosis for the 

customer satisfaction variable is -.345 and -.233 respectively, and the value of skewness is -.385 

and the kurtosis value is .141 for the customer loyalty variable.This result of the normality tests 
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show that all the variables are normally distributed. According to Awang (2014; 2015), the data 

isnormally distributed if the skewnessand kurtosis value is 1.0 or lower. 

 

3.2. Level of Green Image 

Table 3 shows the mean value of green image in Malaysian non-green hotels. The values  shown 

is from the perception of a customer towards the green image applied or used in the hotel they 

stayed at. The mean values for all items of green image is 6 and above. Since this study used a 

10-point scale, the results reveal that all the items in this study were at a good level (6 and above) 

when the mean value is between 5.51 to 7.75 (Rist and Allen, 2011). 

Table 3:  Level of Green Image 

 Minimum Maximum Mean Std.Deviation 

Physical facilities 1 10 6.69 1.947 

Interior design 1 10 6.68 1.964 

The quality of the 

products provided 

1 10 6.53 1.981 

Staff performance 1 10 6.76 1.917 

Hotel’s atmosphere 1 10 6.65 2.010 

Reputation 1 10 6.89 1.842 

External appearance 1 10 6.75 1.969 

Layout 1 10 6.99 2.015 

 

3.3. Structural Model of Green Image, Customer Satisfaction and Customer Loyalty  

Figure 1 shows the model is good since it could capture 86% of the estimate on endogenous 

construct by including certain exogenous constructs in the model. At the same time, most of the 

fitness indexes are good since the value achieved the requirement level (x
2
=3.085, 

RMSEA=0.089, CFI=0.929, IFI=0.930) and the factor loading for all items are good (above the 

required 0.6).This model indicates that 86% of the Customer Loyalty could be estimated by 

using two exogenous constructs in the model namely Green Image and Customer Satisfaction, 

while 81% of the Customer Satisfaction could be measured by using Green Image. 
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Figure 1: The Relationship between Green Image, Customer Satisfaction and Customer Loyalty 

 

 

Table 4:  The Path Regression Coefficient 

   Estimate S.E. C.R. P-Value Result 

Customer 

Loyalty 
<--- 

Green 

Image 
2.573 0.175 14.696 0.000 Significant 

Table 5:  The Path Regression Coefficient and its Significance 

   

Estimate S.E. C.R. P-Value Result 

Customer 

Satisfaction 
<--- 

Green 

Image 
1.186 0.083 14.367 0.000 Significant 

Customer 

Loyalty 
<--- 

Green 

Image 
0.173 0.328 0.527 0.598 

Not 

significant 

Customer  

Loyalty 
<--- 

Customer  

Satisfaction 
2.026 0.274 7.401 0.000 Significant 

Table 4 and Table 5 show the significant values of the relationship between each variable in the 

model. Based on Table 4, the relationship between green image and customer loyalty is 

significant. However, when customer satisfaction is entered into the model, the significant value 

of the relationship changed. According to Table 6, there is a significant relationship between 
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green image and customer satisfaction, and between customer satisfaction and customer loyalty. 

Meanwhile, the relationship between green image and customer loyalty is not significant. This 

relationship was illustrated as in Figure 2. 

 

 

 

From these results, it shows that customer satisfaction is a mediator in the relationship between 

green image and customer loyalty. This result is consistent with the result of the research by Han, 

Hwang and Lee (2016). Nevertheless, the effect of the relationship is still yet unknown. Thus, it 

is important to calculate the effect of the relationship using the standardized estimate. 

 

3.3 The Effect Size in a Mediation Model 

The effect size is the amount of variance explained in the mediation model contributed by every 

single path (Awang, 2014; 2015). There are two steps that can be found in the model as follows: 

 

R
2
 measures the effect size of an individual path in the model (3paths) 

1) R
2

XM represents squared partial correlation between Green Image and Customer 

Satisfaction (0.81) 

2) R
2

XY denotes squared partial correlation between Green Image and Customer Loyalty 

(0.69) 

 

 
 

 
1. The indirect effect = (0.90 x 0.86) = 0.774 

2. The direct effect = 0.06 

3. Since the indirect effect is > direct effect, the mediation occurs. 

4. Both indirect path (Green Image to Customer Loyalty and Customer 

Satisfaction to Customer Loyalty) are significant 

5. Type of mediation is Full Mediation since the direct effect for Green 

Image to Customer Loyalty is not significant  
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3) R
2
MY.X represents squared partial correlation between Customer Satisfaction and 

Customer Loyaltywhen the influence of Green Image is removed from the model (0.83-0.69= 

0.14) 

R
2
MY.X = 0.83 – 0.69 = 0.14 

 

Since the effect size is 0.14, thus the conclusion from this measure is that the effect size of 

Customer Satisfaction on Customer Loyalty is a medium range because according to Cohen 

(1988), the effect size of mediator when the range of R
2
 is between 0.13 to 0.26. is categorized in 

medium range. 

 

R
2
 measures the size of the mediated effect of a mediator in the model 

 

The formula is = R
2

MY – (R
2

XMY-R
2

XY), where: 

 R
2

XY is the R
2
 for the model containing Green Image and Customer Loyalty only 

 R
2
MY is the R

2
 for the model containing Customer Satisfaction and Customer Loyalty 

only 

 R
2

XMY is the R
2
 for the model containing Green Image, Customer Satisfaction and 

Customer Loyalty  

 

0.86 – (0.83-0.69) = 0.72 

 

Thus, based on Cohen (1988), the mediated effect size of the Customer Satisfaction (mediator) in 

the relationship between Green Image and Customer Loyalty is large (above 0.26). 

 

4. Conclusion 

Since the awareness towards the environment increases globally, the managers of the non-green 

hotels should improve the image of their hotel to the conducive environment and did not impact 

negatively on the environment in accordance with the requirements of conscious customers. 

Besides that, it will bring higher satisfaction and loyalty among customers. The results indicate 

that customer satisfaction is a mediator in the relationship between green image and customer 

loyalty and the effect size of customer satisfaction is large. This means that customer satisfaction 
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is an important thing to consider since having customers who are satisfied with the facilities and 

the environment provided by the hotel will increase their loyalty to the hotel and also increase 

their patronage. 
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