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Abstract

Social sustainability and environmental sustainability are the emerging trends of the
sustainability aspect of a corporate setting since it is giving back to the community and
the environment. Because of the emotional and selfless aspect of social and
environmental sustainability young adults are more attracted to the hospitality companies
that maintains sustainable practices and initiatives since they feel they’ve directly or
indirectly impacted the society and environment positively. This research is focused on
studying the role of social and environmental aspects of sustainability practices
performed by star class hotels that can attract young adult consumer base and through
that how the hotels drive their brand loyalty. Through this study the Sri Lankan star hotel
brands that are yet to initiate any form of sustainability practices can have an idea of how
they would be behind on creating brand loyalty in country’s young adults who are the
emerging, trendy spenders in the society. Data collection was done through a structured
questionnaire survey using a sample of 160 hotel guests who are from five-star hotel
brands in Sri Lanka. The Brand Loyalty Scale (BLS) is used to assess the brand loyalty
through social and environmental sustainability. The New Ecological Paradigm (NEP)
scale is used to assess the attitude towards social and environmental sustainability. The
results show a significant positive correlation between NEP scores and brand loyalty.
That means social and environmental sustainability positively affects the brand loyalty.
Results also indicates that 87% of the young adults from the sample has contributed to
the above positive correlation where it can be determined that the majority of young
adults would stay loyal with the hotel brands that more concerned about society and
environment.
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1.0 Introduction

These are the times where the carbon emission is high, climate change is drastically affecting
the ecosystems while it is a tough time to manage the natural resources and run businesses with
minimum carbon footprint while causing minimum effects to the environment. (Kuchinka et
al., 2018) The poverty is rising with high inflation rate in Sri Lanka where most of the
communities are in need of support. The communities need to be uplifted. These issues have
been increasing and the global attention is always present. Out of the economic, social and
environmental pillars of sustainability this paper would be focusing on environmental and
social aspects. Since these pillars are mostly about giving back to the surrounding and
consumers have a morally abided connection of being environmentally and socially responsible
through the products/services they are consuming. It has been recognized as the new trend to
consume eco-friendly and sustainably sourced products/services. (Ahmad et al., 2021)

According to McKinsey, the major challenge for organizations is the sustainability. Studies
show that search on internet for sustainable products has been increased three times from 2016
to 2019(Amed et al.,2020). As any other business Sri Lankan hospitality sector also should be
converted into sustainable organizations. It is challenging to adopt sustainable business
practices to the business model in order to achieve the sustainable development goals. If a
hotel’s business activities are aligned with the sustainable development, the rising pro-
sustainability consumers would be definitely attracted to that particular hotel brand.
(Jermsittiparsert et al., 2019)

Brand loyalty is directly connected with consumer’s sentiments. Brands can impact consumer
behaviour, specially purchasing patterns (Hilal & Mubarak, 2016). Furthermore, consumers
express who they are through the brands they consume. Hence the brand and consumer
compliments each other with an interdependency (Grubor & Milovanov, 2017). When
considering Sri Lanka as an island nation there are different types of hotels from resorts to city
hotels. This study is focused on five-star city hotels in Colombo which has considerable brand
loyalty than other properties in the island. Therefore, the competition between the five-star
hotel brands to increase their respective brand loyalty is considerably high. In a competitive
setting as such, every minor factor that impacts brand loyalty is crucial. This study is conducted
to fill the knowledge gap of how the social-environmental sustainability can impact the brand
loyalty, where most of the Colombo five-star hotel brands have a less satisfactory sustainability
business model. Most of the hotel brands have not given that much of an attention towards
sustainability initiatives whereas they will be missing a competitive advantage over their
competitors without incorporating sustainable practices.

The objective of this research is to study and examine how social and environmental
sustainability can influence and drive Sri Lankan star class hotels’ brand loyalty. Primarily this
research will study into which degree the young adults are sensitive and carry the pro-
environmental and social attitude where they genuinely care about sustainability. After
determining the attitude towards the sustainability, it would be evident that the young adults’
brand choices would be affected by the attitude towards the sustainability. The study mainly
aims to answer the research question of Can the social and environmental sustainability
practices in a Colombo five-star hotel influence the hotel’s brand loyalty?
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2.0 Literature Review
2.1 Age and influence

Many scholars have studied the age as one of the main characteristics that affects consumer
behaviour in tourism and hospitality sector. Chau et al. found out that young and old
populations who went on a vacation had different levels of behaviours and responses towards
the loyalty intention of the brand (Chua et al., 2017). Furthermore, the consumer behaviour and
decision-making pattern was identified using different age groups (Song et al., 2012). Hwang
et al conducted a study on hospitality sector where the behavioural intensions among
restaurant’s customers. The results showed that innovativeness and its influence on customer
behavioural intensions were influenced by age factor (Hwang et al., 2019).

It is evident that age is influencing consumer behaviour including purchasing, brand perception
(Mubarak, 2019). In Sri Lankan context the influence of the sustainability activities towards
brand loyalty should be studied and the young adults age group was selected since it would be
the upcoming spenders and tech savvy generation who can affect to the purchasing frequency
of a certain product. Furthermore, tourism literature shows that age as one of the crucial
characteristics, when formatting post-purchase intention that will eventually influence the
brand loyalty (Alexander, 2012). Therefore, this study is mostly focused on an age group due
to the influence a certain age group can make towards to an organization’s brand loyalty.

2.2 Brand loyalty

Conceptualization of brand loyalty has been done by different scholars. Brand loyalty can be
defined as “The probability that a consumer will purchase or recommend a particular product
or service” (Srinivasan et al., 2002). Furthermore, researchers have stated that brand loyalty is
helping to mitigate the situational pressure when the purchasing decision is made. When there
is a strong brand loyalty consumer tends to have less pressure when choosing the product. Any
product or service have the ability to bind the consumer emotionally with its brand (Ul Islam
& Zaheer, 2016). This made companies to make more than letting the consumers know about
their products/services. In order to attain an emotional attachment and eventually create a loyal
consumer base, organizations should create exceptional level of customer service and delight
the consumers over a period of time (Islam et al., 2020). This loyal customer base would create
a ripple effect of having a positive brand image and an edge of competitive advantage.

The hotels’ brand loyalty is determined through factors such as product/service quality,
customer satisfaction, brand image (Mubarak, 2020). Out of those factors Agustin and Singh
stated customer satisfaction is a key determinant of brand loyalty but not a sufficient
determinant (Agustin & Singh, 2005). Therefore, hotels are more focused on delighting the
guests to increase customer satisfaction and repurchase rate where it would be related to
increasing the brand loyalty. Due to the lack of data the impact that sustainability aspect can
make towards Sri Lankan hotels’ brand loyalty should be examined more, since that aspect
might make a significant impact towards the brand loyalty.
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2.3 Consumer attitude towards Social and environmental Sustainability

The main indication a corporation can provide the general public about their concern towards
sustainability is through Corporate social responsibility (CSR) projects. (Ahmad et al., 2021)
In Sri Lanka there are certain hotel brands and travel companies that have strong CSR
portfolios. Sri Lankan five-star hotel brands are practicing their CSR initiatives but more than
70% of the successful CSR projects are taking place outside from Colombo. The Colombo five-
star hotels should focus more on their CSR initiatives. Han et al. showed that the environmental
dimension of CSR is positively associated with consumer loyalty (Han et al., 2019). Therefore,
this study is focused on how environmental sustainability initiatives can drive the consumer
loyalty. Likewise, in a recent study, the social dimension of CSR has a positive impact on
consumer loyalty by mediating the role of reputation (Aramburu & Pescador, 2017). The
further study is taken place through this research on how the Colombo’s five-star hotels can
drive their brand loyalty of young adults by studying the attitude towards social and
environmental sustainability.

According to Young et al. consumers play a vital part in sustainable development. The
consumer behavior and purchasing decisions can make a difference in promoting and achieving
UN sustainability goals (Young et al., 2009). Most of the studies have focused on
environmental sustainability, where eco conscious and pro-environmental consumer behavior
was analyzed. Through these studies Tsen et al stated that the most important factor that affects
consumer’s willingness to purchase a green product is its their attitude towards the
sustainability (Tsen et al., 2006)

Young people are often expected to be more concerned about sustainability issues since they
are more informed, more vocal, proactive and involved in different environmental and social
projects (Wee at al., 2017).Tuncer et al. stressed that young population is more into
sustainability practices with a green and sustainable lifestyle, focusing on sustainability issues
and voice, actively involved with those issues (Tuncer et al.,2005) studies stated that older
population is more concerned about environmental issues(M. Wiernik et al., 2013). Anyhow,
one study suggested attitudes towards sustainability is not influenced by the age (Watling &
Zhou, 2021). Therefore, this study is focused on young adults where most of the young adults
are engaged and interested in sustainability.

2.4 Conceptual Framework
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Figure 2.1: Conceptual Framework
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3.0 Methodology

When exploring under-researched topic in the Sri Lankan five-star hotel context, primary data
was collected through a structured questionnaire survey. For this study three main five-star
hotels in Colombo were selected and questionnaire was forwarded to young adult
guests/customers who have patronized or patronizing the hotel’s products and services. The
sample size was 160(n=160) young adults who are aged from 18 to 30 years old.

The questionnaire is consisting of two parts, first part is to measure the young adults’ attitude
towards social and environmental sustainability. The New Ecological Paradigm (NEP)
designed by Dunlap, Van Laire, and Jones was used Dunlap et al., 2000). NEP consists of 15
questions that is connected to ecological crisis, human invasions on the planet and limited
environmental resources where it will help to assess the attitude of the participants towards the
environmental sustainability. The author altered the NEP by adding three more
paradigms/questions to assess the social sustainability.

As a valid and reliable instrument to assess the attitude toward the social and environmental
sustainability NEP scores were collected through the surveys as the first part of the
questionnaire. When the NEP scores is high that indicate high interest levels in sustainability
and low scores indicate low interest levels.

The second part of the questionnaire was consisted of brand loyalty scale (BLS) (Lau & Lee,
2000) in order to assess the brand loyalty levels of the young adults. This consisted of 8 specific
questions that addressed the brand loyalty of the Colombo’s five-star hotels.5-point Likert scale
was used for the whole questionnaire which consisted responses from Strongly disagree to
strongly agree (Sullivan & Artino, 2013). Participants should fill out both the parts of the
survey by submitting the responses. Each part of the questionnaire will have separate scores
which would be NEP score and BLS score. NEP score was determined by allocating 5 points
to the best response that supports towards social and environmental sustainability in each
question.1 point was allocated to the response that least supports towards social and
environmental sustainability. Therefore, NEP score was determined out of 90 points (18
questions) and the participants who scored high scores are recognized as the young adults who
have positive attitude towards social and environmental sustainability. BLS score was
calculated by allocating 5 points for the response that best explains the brand loyalty towards
the hotel brand that practices social and environmental sustainability. only 1 point was given if
the participant selects a response that does not support uplifting the brand loyalty. BLS score
was given out of 40 points (8 questions) and if a participant gets higher score after completing
the second part of the questionnaire that means that participant is loyal to that hotel brand that
focuses on social and environmental sustainability.

4.0 Findings

Pearson’s correlation was used to analyse the data collected. A normality test was run using
SPSS software; skewness and kurtosis values of each variable resulted within the acceptable
levels hence the data is approximately normally distributed. Reliability test was done and
Cronbach’s Alpha resulted as 0.808 which means data collected was highly reliable and
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acceptable since Cronbach’s Alpha is closer tol.When running the validity test the data set
gave a Kaiser-Meyer-Olkin Measure of Sampling Adequacy(KMO) of 0.500 which is less than
a mediocre value. According to KMO test the data set is poorly scientifically valid.

Results and findings indicate that the NEP and BLS scores are having a very strong positive
correlation with a correlation coefficient (r) of 0. 9274.Therefore the attitude towards the social
and environmental sustainability among young adults is positively correlated with the brand
loyalty those young adults created towards a sustainable hotel brand. When statistically
analysing the data sets for a one-tailed test, null hypothesis can be rejected and favour the
alternate hypothesis with 95% assurance of NEP and BLS shows a positive correlation.
Pearson’s r squared (Regression analysis) comes as 0.86, where 86% of the variation in the
BLS scores can be explained by the NEP scores. The following graph explains the positive
correlation between the BLS and NEP scores.

40
35
30
25

20

BLS Score

15

10

0 10 20 30 40 50 60 70 80 90
NEP Score

Figure 4.1 : Relationship between BLS and NEP scores.

5.0 Conclusions & Recommendations

In the introduction a research question was mentioned as “Can the social and environmental
sustainability practices in a Colombo five-star hotel influence the hotel’s brand loyalty?”

In order to answer the above question author selected a sample of 160 young adults and
exclusive survey was done to assess the attitude towards social and environmental
sustainability among the young adults using The New Ecological Paradigm (NEP). Second part
of the survey assessed the brand loyalty. participants were asked to respond to the second part
considering that the hotel brand is practicing social and environmental sustainability initiatives.
The Brand Loyalty Scale (BLS) tool was used to assess the young adults’ brand loyalty. After
statistically analyzing the results, it is evident that NEP and BLS scores shows strong positive
correlation, therefore the attitude among young adults towards social, environmental
sustainability and young adults’ brand loyalty towards Colombo’s five-star hotels show a
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positive correlation. It can be concluded by answering the research question as the social and
environmental sustainability practices can drive and influence Colombo five-star hotels’ brand
loyalty.

Through this research study author would be suggesting some recommendations to the
industry. Colombo’s five-star hotels should invest on social and environmental sustainability
initiatives since it is evident that the brand loyalty among the young adults would be increased
through the sustainability practices. Since the young adults would be the changemakers and the
future of a country achieving young adults’ positive brand loyalty towards a hotel brand would
benefit in the long run. Furthermore, since there are less social and environmental sustainability
initiatives among Colombo five-star hotels it would be a guaranteed competitive advantage to
the hotel brand which initiate their sustainable practices. This will help the hotel marketing
departments for what and whom to focus on their marketing campaigns involving
sustainability. Constructing adequate strategies and sustainable practices to make the
organization more sustainable. Develop more sustainable products and services while creating
a sustainability committee or a department. Adopting green hotel concept with minimum
carbon footprint, minimum energy wastage with bio degradable hotel amenities.
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